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FCC Subpoenas 7 
Film Packagers 
Who Balk at Quiz 


WasHIncTon, April 24—A revolt 
against the complex questionnaires 
of the FCC’s network study group | 
flared into the open today as the 
commission issued subpoenas in an| 
effort to compel seven big program 
packagers to comply with demands 
for detailed information about their 
business operations. 

The trouble has been brewing 
since mid-February, when the net- 
work study group began hearing 
reports that program packagers 
were unwilling to answer question- 
naires which go into such intimate 
matters as the production costs for 
individual features and actual sale 
prices of top syndicated programs 
during the past five seasons in 239 
individual markets. 

Late in March the commission 
bared its fangs, with an order an- 
nouncing that companies failing to 
cooperate voluntarily with the net- 
work study group would be com- 
pelled to appear at formal hearings. 
When the resistance continued, 
FCC today announced that sub- 
poenas had been issued against 
seven packagers, to appear before 
Chief Hearing Examiner James D. 
Cunningham in New York at 10 
a.m. next Monday. 


s Among the seven are four of the 
film organizations which partici- 
pated in the original appeal before 
FCC last year calling for commis- 
sion action to reduce the amount 
of option time available to net- 
works. Besides these four—Official 
Films Inc., Ziv Television Pro- 
grams Inc., Television Programs of 
America Inc. and Screen Gems Inc. 
—subpoenas went to MCA-TV} 
Ltd., New York (a subsidiary of | 
Music Corp. of America), and En- | 
tertainment Productions Inc., New | 
York. 


THE NATIONAL NEWSPAPER OF MARKETING 


GREEN LIGHT—-First ad for Ford Motor Co.’s new Edsel will be this two- 
color spread appearing in Monday’s (April 29) Automotive News. 
Dealer recruitment ads like this are scheduled every other week in 
Automotive News and also in Automotive Service Digest, Motor, 
Motor Age, NADA Magazine and in the Northern, Southern and 
Western Automotive Journals, Foote, Cone & Belding is the agency. 


Higher Newsstand Prices Too... 


Trading Stamps 
Violate Securities 


| New York, April 

lcounterattack against trading 
|stamp companies was mounted 
|yesterday when an association of 
local independent chain stores, 


25—A new 


Exchange Commission, alleging 
that trading stamp companies in 
| the operation of their business are 
|violating the Federal Securities 
| Act. 

| The complaint claims that trad- 


Burke Dowling Adams Joins Top 50 
Agencies with $5,000,000 S-P Account 


Agency Handled Ads 
tor Curtiss-Wright’s 
Predecessor in 1939 


25—Burke 


New York, April 


| Dowling Adams Inc. will become 
fone of the 50 largest advertising 


agencies in the country when it 
acquires the Studebaker-Packard 
account. 

That the little-known, Atlanta- 
headquartered agency will acquire 
the automotive account seemed a 
foregone conclusion this week. 

While Curtiss-Wright Corp. is 
not yet ready to make the an- 
nouncement, ADVERTISING AGE as- 
certained that no other agency is 
in the running. It was Burke 
Dowling Adams all the way. 

Burke Dowling Adams is cur- 


@ In the preliminary skirmishing rently billing at the rate of $8,000,- 
some of the packagers have taken|000 annually. Studebaker-Packard 


the position that the commission’s|Corp. billed approximately 


questions require 
secret business data which the} 
companies prefer to keep to them-| 
selves. They express fear the data 
might become public. 
When the commission renewed 
(Continued on Page 157) 


that 


submission of|amount at Benton & Bowles last 


year. 
While last year’s $1,300,000 net- 
work television billing has been 


|reduced, the S-P account will still | 
bill comfortably in excess of $5,-)| 


000,000. 


Reestablish Contact with Audience, 
Upgrade Shows, Radio-TV Gals Told 


Hausman Hits Ivory 
Towerism; Bernstein 
Criticizes Mediocrity 


Sr. Louts, April 26—Women in 
the broadcast business have their 
heads too high in the clouds and 
their feet too deeply planted in the 
clay. 

This analysis is drawn from 
comments by two speakers at the 
convention here of American Wo- 
men in Radio & Television—Louis 
Hausman, vp of advertising, CBS 
Radio, and S. R. Bernstein, editor 
of ApverTistInc Ace. (Other news 
of AWRT meeting is on Page 161.) | 


Mr. Bernstein was critical of 
women’s service programs which 
he characterized as being “tired 
and unappetizing.” 

Mr. Hausman, on the other hand, 
said women in broadcasting have 
lost touch with the “middle major- 
ity,” which comprises 65% of U.S. 
women. In so doing, he said, care. r 
women in the air media have failed 
to realize their potential. 

The main theme of Mr. Haus- 
man’s talk was the importance of 
daytime radio serials to “middle 
majority” women. Women in 
broadcasting know little about 
these programs, he said, and they 

(Continued on Page 20) 


are legally securities within the 
meaning of Section 2 (1) of the 
Securities Act of 1933 as amended. 
Failure of stamp companies to file 
| under Section 5 of the act is al- 
leged to be in violation of the law, 
| because trading stamps are se- 
curities in the sense that they are 
evidence of indebtedness acknowl- 
edged by the issuing companies. 
“Figures indicate,” it is alleged, 
“that the average consumer re- 
(Continued on Page 157) 


Benton & Bowles, which resigned 
the business last week, had 35 
| people on the account, fulltime or 
parttime. Burke Dowling Adams 
now has a total employe force of 
100 in three offices—Atlanta, 
Montclair, N.J., and New York. 


| 


ship with Curtiss-Wright goes back 
many years. When the agency 
|}opened for business in Montclair, 
(Continued on Page 160) 

| 
} 


Available Market Data Is Cataloged 


This is the tenth annual “Market Data Issue” of ADVERTISING 
Ace. Starting on Page 31 and continuing through Page 139 will 
be found a special section devoted entirely to market data. In it 
there is a description of more than 1,500 pieces of market data 
available from media, trade associations and other sources. Con- 
venient coupons for requesting this data are scattered through- 
out this section. Check through this wealth of material, write 
down the numbers of items you want, and then use the handy 
coupons to request the data you would like to receive. 


Act, Says Food Chain, 


|ing stamps and trading stamp plans | 


Last Minute News Flashes 
New Kimberly-Clark Product to Doherty, Clifford 


NEENAH, WIs., April 26—Kimberly-Clark Corp. has named Doherty, 
Clifford, Steers & Shenfield, New York, to handle advertising for a 
newly developed product whose nature has not yet been disclosed. 
Foote, Cone & Belding continues as agency for all other Kimberly- 
Clark products. 


Riggio Leaves Agency to Join CBS Radio 

New York, April 26—Louis J. Riggio, for the past seven years a 
partner in Hilton & Riggio, will join CBS Radio May 1 as a special 
consultant on sales development, a new post. Peter Hilton, president, 
said the agency will continue as Hilton & Riggio. Mr. Riggio was vp 
and treasurer. 


MacManus Is Named for New 3Ms Division 
New York, April 26—MacManus, John & Adams has been appointed 


sion—the chemical products group. The agency already handles the 
company’s ribbon division and the adhesives and coating division and 
| has worked on special assignments on other products. 


DuMont Appoints Page, Noel, Brown 

f CuiFton, N. J., April 26—Allen B. DuMont Laboratories, resigned by 
Campbell-Ewald, effective April 30, has named Page, Noel, Brown 
Inc., New York, as its agency. 


| (Additional News Flashes on Page 161) 
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|329 members, 


Newspaper Rate Hikes 
of 30% Seen by Steele 


Says Advertisers Must 
Absorb Higher Costs of 
‘Most Effective Medium’ 
(Other stories on the ANPA con- 


vention appear on Pages 22, 26 and 
140.) 


New York, April 25—Major cur- 
rent concerns of publishers were 


Food Industry Alliance Inc., filed | highlighted today at the closing 
a complaint with the Securities &| session ef the American Newspa- 


per Publishers Assn. convention 
by Richard C. Steele, general man- 
ager of the Worcester Telegram- 
Gazette and president of the New 
England Daily Newspaper Assn. 

“The day of the 7¢ and 10¢ daily 
newspaper is here, and with the 
incessant onslaught of newsprint 
and labor cost increases, substan- 
tial advertising rate adjustments 
will be necessary in order to keep 
many newspaper properties oper- 
ating in black ink,” Mr. Steele de- 
clared. 

He cautioned that even a 10% 
decline in revenue “could put most 
dailies in the U.S. in red ink.” 

Mr. Steele also asserted that 
publishers, in their attempts to in- 

(Continued on Page 157) 


® Burke Dowling Adams’ ciation F OUF A’s Basks in Optimism; Last 
Years Big Debate’ Now ‘Big Yawn’ 


Gamble Foresees 5-10% 
Boost Over Last Year's 
$10 Billion Ad Volume 


WHITE SULPHUR SPRINGS, W. Va.., 
April 26—The prevailing mood of 
the agency men assembled for the 
40th meeting of the American 
Assn. of Advertising Agencies was 
one of optimism. 

Where a year ago clustered 
groups mulled the probable ef- 
fects of the newly minted consent 
decree and the future of the 15% 
commission system, this year there 
was relatively little discussion of 
the problems arising from the 
anti-trust settlement, and none on 
the program beyond a description 
of the Frey Report’s objectives. 

Bert W. Frey, professor of mar- 
keting at Dartmouth College, gave 
the Four A’s basically the same 
preview of the objectives, methods 
and areas to be studied in his 
analysis as he previously gave the 
study’s sponsor, the Assn. of Na- 
tional Advertisers (AA, March 
18). He emphasized that it is a 
study of the advertising structure, 
not agency compensation alone, 
and he asked for cooperation and 


|participation, pointing to benefits 
by Minnesota Mining & Mfg. Co. as advertising agency for a new divi- 


to be gained from the study by 
agency managements. 


® The agency men had consider- 
able evidence to buttress their 
optimism. The Four A’s now has 


who place more 
than two-thirds of all U. S. na- 


tional advertising. In part, Fred- 
(Continued on Page 160) 
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Hike Price of Magazines, Sunday — 
Newspaper fo $1, Barton Urges 


Publications Are Worth ; 
2 5 ‘ | Sunday papers go. But in my opin- 
Higher Price, Politz Man |ion, the paper is worth $1; at least 


Tells Western Ad Group og the price of the best 


“There is no doubt,” Mr. Bar- 


Pam Sprinocs, Cat., April 26—A : “th 
copy of Better Homes & Gardens ton continued, “that newspapers 


for $1; a buck a throw for the Sun- | will continue to increase in price 
day New York Times over the next five years or more; 


That’s what’s needed in the | it is merely a matter of how fast.” 


magazine and newspaper fields if | ® Turning to business publica-| 
publishers are to come up with | tions, he said “one of the situations | 
adequate net profits, according to|that works against business pub- | 
Roger Barton, of Alfred Politz Re- | lication advertising is its low cost.” 
search, New York. He spoke yes- 


|The result is that agencies with 
terday before the Western States large volumes of consumer adver- 
Advertising Agencies Assn. 


. : tising “are loath to spend much 
Mr. Barton, onetime editor of 


time or talent” on business paper 
Advertising Agency, who said “the| ads, which are “assigned to the 
net profit picture in the magazine | eypbs.” 
business is not a rosy one,” added: | (Continued on Page 27) 
“Maybe the answer to the mag- 
azines’ dilemma is not continuing 


Lenox China Aims 
at Pre-Brides in 
‘Seventeen’ Drive 


TRENTON, April 23—Lenox Inc. 
is running a special campaign in 
Seventeen to “impress the Lenox 
china brand name on young girls 
even before they begin to think of 
marriage in terms of fine china, 
silver and crystal.” 

All the color ads, which will 
run in alternate months, have the 
same motif—a large romantic pho- 
tograph of a boy carrying a girl. 
“You get the license—I’ll get the 
Lenox,” says the headline. The 
brief copy says, “Lenox china 
makes only one quality, the finest 
—for presidents and kings and you! 
Lenox Inc., Trenton, N. J.” 


ROMANTIC—This color page in the 
May Seventeen is one of a series 
aimed at teen agers by Leno® coarrying-girl theme in an after- 


china. the-dance setting. Subsequent ads 


will also use a “young” atmosphere 


The first ad features the boy-| 


Advertising Age, April 29, 1957 


Packard Book Is 
Searching Probe 
of Motivationists 


—graduation, a picnic, etc. 


FCC Moves 


Ex-’Collier’s’ Writer's 
New ‘Hidden Persuaders’ 
Hits Manipulation by Ads 


New York, April 26—A book 
that promises to agitate the moti- 
vation research pot will be pub- 
lished next Monday. 

It is Vance Packard’s “The Hid- 
den Persuaders” (David McKay 
Co., $4), a lively, well-documented 
study of the “way most of us are 
being manipulated—far more than 
we realize—in the patterns of our 
everyday lives.” 

“The Hidden Persuaders” is 
largely reporting. Mr. Packard, a 


Reprints of the first three inser-| former staff writer on Collier’s, 


‘TV Guide’ Sets 
New Rates, Hikes 
Guarantee Oct. 5 


PHILADELPHIA, April 24—TV 


competition among themselves for 
circulation and advertising rev- 
enue, but more revenue from the 
public to whom copies are sold. I 
firmly believe that magazines and 
newspapers are merchandise that | 
is more underpriced than many | Guide will increase its circulation 
other important items bought by | pase for advertisers to 5,300,000 ef- | 
becca the American public.” fective with the Oct. 5 issue, and 
oo will boost the guarantee to 6,300,-| announced today that it is consid- 
® He said it was “fantastic” to get | 000 in the fall of 1958. lering a rule change which would 
Better Homes & Gardens or Ladies’ The new base will be 1,300,000' enable broadcasters to “drop in” 
$a Home Journal or Sunset Magazine | above the present guarantee of 4,-|new tv stations in any market 
i: for 25¢ or 35¢. He added that these | 000,000 established Oct. 6, 56. Net where it can be done without in- 
x magazines are worth $1 a copy to| paid circulation for the first quar- | terfering with existing vhf stations 
readers. ter of 1957 has averaged better|or bringing vhf competition to an 
As for newspapers, “they obvi-| than 5,300,000 weekly. | established uhf market. 
ously need more income,” despite} The national television weekly| The plan, a modified version of 
greater totals of advertising and | will boost its b&w page rate from| the so-called “Craven Plan,” scraps 
circulation. $8,000 to $10,600, retaining its $2 
“The 60 or so pages of the daily 
r New York Times sell for 5¢ still.| rate per 1,000 will be retained | applications since the lifting of the 
at The Sunday New York Times,| when the 6,300,000 guarantee be- | construction freeze five years ago. 
which runs to some 400 pages, | comes effective. e| It specifies, however, that no 
| proposal to add service to a com- 
|}munity will be considered if it 
involves reduction in minimum al- 


Toward Channel 
‘Drop-in’ Plan 


WASHINGTON, April 24—The Fed- 
eral Communications Commission 


the fixed table of channel assign-| 
per 1,000 ad cost. The same basic | ments which has been used for tv | 
| the first time it has been promoted. 


tions are being sent to leading de-| has produced the first book-length 
partment stores and jewelers for) history of motivation research. He 
window and in-store displays.|has browsed assiduously in the 
Mats and other advertising aids pages of ApvVERTISING AGE, Busi- 
also will be available. ness Week, Fortune, Printers’ Ink, 

D’Arcy Advertising Co., New| Tide and the Wall Street Journal, 
York, is the agency. @ | and he has interviewed the leading 


practitioners, to collect a wide as- 
Lentheric Ads sortment of case histories. 
Combination Offer 


Most of the examples are from 
Push Tweed Mist 


the marketing field, but Mr. Pack- 
ard also pursues mass manipula- 

New York, April 23—Lentheric 
division of Helene Curtis Indus- 


tion in politics (“Politics and the 
tries will promote its toilet water 


Image Builders’), employe rela- 
tions (“Molding ‘Team Players’ 
in “mist” form during May via 
magazines, tv and cooperative 


for Free Enterprise”), public rela- 
newspaper advertising. 


(Continued on Page 24) 
Mist toilet water has been in the 
line for about a year, but this is| 


Heinz, Wesson 
Join in 3rd Annual 


Salad Promotion 


PITTSBURGH, April 23—H. J. 
Heinz Co. will again join with 
Wesson Oil & Snowdrift Sales Co. 
this June in their third annual Sal- 


It is available in the five Lentheric | 
scents and is packaged in a push- 
button spray bottle. 

B&w half-pages in the May 
issues of Ladies’ Home Journal, 


FC&B’s Pardoll Hits Rates, Deals, 
‘Over-Commercialization’ of Radio 


But, He Says, Medium 
Has Licked Inferiority 


1 “When 20 or more one-minute 
and 20-second commercials are 


|lowable mileage separations be- 
tween stations operating on the 


McCall’s and Seventeen will intro- 
duce the theme, “...And every- 


same or adjacent channels, or if it 
jinvolves a vhf transmitter within 
75 miles of a uhf market. 

While the chief purpose of the 
step is to encourage industry engi- 


crowded into an hour, the effec-| neers to “find” ways of squeezing 


where you go...you’re veiled in 


fragrance.” 


ad Sale promotion. Magazines, 
r.o.p. color newspaper schedules 


|} and tv will be used. 


Tv spots and co-op advertising | 


| will feature a consumer offer of a 


“purse-size” bottle of Tweed per- 
fume plus a 2 oz. bottle of Tweed 


Object of the promotion is to 
spur retail sales of high-profit 
salad-related items. The companies 
estimate that about 76 different 
items can be tied in, including not 


tiveness of radio is seriously viti- | additional vhf stations into “un- 


Feeling, Now Sells Hard 


Hartrorp, April 23—The media | 


| Mist, both for the price of the 


lated,” he asserted. “Unfortunately | der-served” markets, FCC made it| mist, $2.25. The two bottles are 
this is being done in some in-|clear it does not anticipate that| Packaged together in an acetate 


| cylinder. 


only Heinz vinegar and Wesson oil 
but meat, sea food, canned goods, 
dairy products and condiments. 


7 group director of a leading adver- | Stances. Mind you, I am not in-| many new stations will result. 

tising agency yesterday warned | Cluding the IDs, which generally | The commission pointed out that 
that many buyers are becoming|@Te adjacent to the longer an- 
alarmed over radio's “over-com- | 2Ouncements. 


mercialization.” 


ments provided in the table of al- 


& Belding, uttered the warning in | : 
a speech before the Connecticut | ©™tertainment content of program- | West. 
Broadcasters Assn. here. ming is seriously impaired. Is this 
in the public interest? Is this the | 
|way to build acceptance for the 
| medium? 


® Today’s announcement is far 
from final. Under FCC procedure, 
industry members have until June 
3 to submit comments. The com- 


| “ — ; i . : : 
s “Naturally, in such a situation, | mission would then decide whether 
the advertiser wonders whether his | hearings are necessary or warrant- 


commercial—surrounded by _too (Continued on Page 162) 
many others—will have sufficient | 
memorability impact. The high | 


commercial traffic in morning ra- 
| 


dio aggravates the condition I | : : 

mentioned earlier—the thick wall | Slimming Salads 
of broadcast advertising resulting are best dressed with 
from new products and competi- wn light 

tive situations. | ! d ngs 


“Advertisers could very well Yow Weep calerves owen, awe oil te ‘ores 
| consider turning to media where 


the presentation of their story can 


oad he img mom Ree 
wth Wenn Oh ond Mens Vineger 


be made in a more receptive cli-| 4 =r “Se 
mate...” > . i= 
| Mr. Pardoll also deplored radio’s | 

sose Cuervo rerouna (| “general tendency to raise rates— « 


jin some cases—without justifica- 
tion.” He pointed out that some 
YOUNG'S AGAIN—This ad, scheduled | stations, which have improved | 
for May 25, is the first of six color | their positions through aggressive | 
pages which Young’s Market Co.,| programming and salesmanship, do 
Los Angeles, has scheduled for The deserve an increase. Yet, he said, 
New Yorker through Tullis Co. ie are following 
pen 
Young’s, a pioneer with vodka and we bosagherwgy 


“Those who don’t have a good 
ginger beer, now hopes to run UP reason for raising rates will suffer 
sales of tequila. 


(Continued on Page 159) 


more than 90% of the vhf assign- | 54U™er offer reproduce part of the 


“Consequently, inadequate sep-/| locations were already claimed and | 


Arthur S. Pardoll, of Foote, Cone |2Tation between competitive/that the remaining ones were in| 
brands exists. Furthermore, the|sparsely settled portions of the! 


SLIMMING—This color spread will run in June as part of the third an- 
nual Salad Sale promotion sponsored by Heinz and Wesson Oil. 


This year’s theme is: “Slimming 
Salads are best dressed with your 
own lighter dressings.” Copy 
reads: “You keep calories down, 
accent all the flavors and make 
dressings in a minute with Wesson 
oil and Heinz vinegar!” A slender- 
izing dress especially designed for 
the promotion by Oleg Cassini will 
be featured, as will low-calorie 
salad recipes. 


Counter displays for this con- 


ad and repeat the theme. 
Earle Ludgin & Co., Chicago, is 
the agency. . 


Reach, McClinton Names Peck 


| Ralph A. Peck has been appoint- 


|ed director of public relations of 
|the Chicago office of Reach, Mc- 
|Clinton Co., effective May 1. A 


free-lance writer, Mr. Peck has s Color ads are scheduled to run 


in the June 10 Life and June issues 
of American Home, American 
Weekly, Better Homes & Gardens, 
|Good Housekeeping, McCall’s, 
Redbook and Sunset Magazine. 

R.o.p. four-color ads will run in 
the weeks of June 3, 10 and 17 in 
15 newspapers in 12 markets. 

The Salad Sale will also be pro- 
moted on the Heinz and Wesson 
tv programs. Three one-minute 
commercials are planned for Heinz’ 
“Studio 57,” carried on a spot ba- 
sis in 51 markets. Other commer- 
cials will be aired on the Wesson- 
sponsored shows, “Valiant Lady” 
and “Bob Crosby Show,” carried 
in 100 markets. 

Included in the point of pur- 
chase kits will be a produce de- 
partment sign, mounted and eas- 
eled; a 6’ double-faced banner; a 
stack skirt; soft sheet stack sign; 
over-wire pennants, and recipe 
pads. 

Maxon Inc., Detroit, is the agen- 
cy for Heinz grocery products; 
Fitzgerald Advertising, New Or- 
leans, handles Wesson. 


been director of public relations of 
the Chicago Community Fund for 
\the past six years. 
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Colgate Management Shifts Made to. A NEW EW RIV. AL 
Improve Profit Picture, Says Little 20s ue r 


New York, April 24—The se- 
quence of events leading up to the 
dismissal of William L. Sims II as 
president of Colgate-Palmolive Co. 
was publicly revealed today for the 
first time by Edward H. Little, 
chairman of the board and now 
president of the company. 

At the company’s annual meeting 
today, Mr. Little politely denied 
that he ran a “one-man company” 
—a charge made by an elderly lady 
stockholder—or that he had or- 
dered Mr. Sims fired. “I did not 
discharge a president; I can’t do 
that,” he said. 

However, he continued, “I did 
something in this case that I have 
never done before,” adding that 
until this moment he had never 
discussed the matter with any of 
the papers that carried articles on 
the subject. 

Mr. Sims, with the company 
since 1924 and president since July, 
1955, “resigned” March 14 “in or- 
der to devote more time to his per- 
sonal affairs” (AA, March 25). 


® Mr. Little explained to several 
hundred people who had packed 
into the Empire Room at the Wal- 
dorf-Astoria, that the departure of 


Cadillac Named 
Advertiser of 
Year by BofA 


MacManus’ Jones Lauds 

Dailies for Continuity, 

‘Inherent Credibility’ 

New York, April 24—The Cadil- 
lac division of General Motors to- 


day was named “National News- 
paper Advertiser of the Year” by 


the Bureau of Advertising, Ameri-| ® 


can Newspaper Publishers Assn. 

The citation noted that Cadillac 
has placed 70% or more of its mul- 
ti-million-dollar ad budget in 
newspapers “year after year.” 

Foot-high bronze trophies were 
presented to James M. Roche, vp 
and general manager of Cadillac, 
and Ernest A. Jones, president of 
MacManus, John & Adams, Cadil- 
lac’s agency. 

Mr. Jones told the bureau meet- 
ing that the key to Cadillac’s 
success has been “continuity of 
manufacturing plus continuity of 
advertising philosophy.” He added 
that Cadillac relies heavily on 
newspapers because they “help 
give us the continuity of audience 
that we must have.” 


s According to Mr. Jones, research 
has indicated that “newspapers 
through the years have created an 
inclination to believe. 

“This inherent credibility quite 
likely is the newspapers’ greatest 
single asset, and fortunate is the 
advertiser who directs it toward 
his product by diligent and skillful 
advertising,” he said. 

The bureau also awarded bronze 
plaques to “ten leaders in the 
newspaper advertising field.” They 
were George C. Biggers Jr., of the 
Atlanta Journal 
Ernest A. Doepke Jr., of the Har- 
risburg Patriot & News; Charles G. 
Fenn, Free Press, London, Ont.; 
Emile A. Hartford, Los Angeles 


Times; Eugene J. Lemcoe, Houston | 


Post; Joseph P. Lynch, Washington 
Post & Times Herald; Stephen P. 
Mahoney, of Burke, Kuipers & 
Mahoney; John W. Moffett, Min- 
neapolis Star & Tribune; LeRoy F. 
Newmyer, of the Toledo Blade and 
Times, and Joseph R. Scolaro, of 
Scolaro, Meeker & Scott. 


& Constitution; | 


Mr. Sims was brought about be-| 
cause “our business was not going | 
along as we thought it should.” 

“I talked to most of the other| 
officers of the company. They were 
concerned about our business,” he| 
continued, not revealing what the| 
specific areas of concern were. 

Mr. Little said he then decided | 
to consult with three of the four 
outside members of the company’s 
executive committee at that time. 
(They are Frederic H. Brandi, 
president, Dillon, Read & Co.; Hen- 
ry A. Colgate, partner, Wood, 
Struthers & Co.; Walter G. Dun- 
nington, partner, Dunnington, Bar- 
tholow & Miller, and the fourth, 
located in Chicago, Charles S. 
Pearce, honorary chairman of the 
board of Colgate.) 

“I told them about our business 
as I saw it,” he recounted. 


@ It was then suggested, Mr. Little 
went on, that a decision would be 
made on the basis of “interviews” 
which the outside committee mem- 
bers would have with some of the 
other company officers. A lunch- 
eon meeting was held the next day | 


(“I was not there”), and the only | 


request made of the executives was 
that they be frank in their com- 
ments, he said. 

Following that luncheon, one of 
the three committee members 
called Mr. Little to say that the 
situation was “more alarming than 
what I had presented to them,” and 
that a change was called for at 
once. 

Mr. Little said he then phoned 
Mr. Pearce in Chicago, relaying the 
previous conversations and deci- 
sions. Mr. Pearce came to New 
York for discussions with his fel- 
low committee members and com- 
pany officers. 

It was decided to place the mat- 
ter for discussion before the full 
board of directors meeting the next 
morning. 


“At that meeting I was instruct- 
ed to ask Mr. Sims for his resigna- 
tion,” he concluded. 

The explanation of Mr. Sims’ 
dismissal was made before the 
largest gathering for an annual 
meeting in the history of the com- 
pany. Besides stockholders repre- 
senting more than 81% of the com- 
pany’s outstanding shares, the au- 
dience was filled with scores of 
Colgate executives, who walked 
over from the company’s Park Ave. 
headquarters across the street from 
the Waldorf. 

By and large, it was a quiet 
meeting. Mr. Little spoke continu- 
ously for about an hour, uninter- 
rupted except for automatic nom- 
inations, seconds and passage of 
motions. The formal session con- 
sisted of the election of directors 
(Continued on Page 144) 


CHARLES H. BROWER has been named 

general manager and vice-chair- 

man of the executive committee of 

Batten, Barton, Durstine & Osborn, 

New York, a new post. Previously 

he was exec vp in charge of crea- 
tive services. 


B. uv a 
The modern food for dogs 


that don't get enough exercise 
Low in fat... . higher in protein! 
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acnsbaincns-<Panting dog rests 
his weary forepaws on the back 
fence in this Rival newspaper ad. 


Canines Grow Soft; 
New Rival Recipe Is 
for ‘Less Active Dogs’ 


Cuicaco, April 23—Now even 
Bowser has been caught up in the 
trend to leisurely living. 

Rival Packing Co., Chicago, is 
coming out with a “new improved 
Rival...especially developed for 
today’s less active dogs—low in fat, 
higher in protein!” 

Research studies of dog owners 
indicate, says Rival, that 87% feel 
their dogs don’t exercise enough 
and that a dog food better suited 
to this less active life would make 
for healthier and happier pooches. 

Test runs of the new Rival 
formula have shown that 91% of 
owners like the new color, 82% 
like the new aroma and 73% fa- 
vor the new Rival texture over the 
old, according to Harry Gadau, 
advertising vp for Rival. There is 
no change in the product price. 


s A heavy eight-week newspaper 
and tv campaign will introduce the 
new product in each of Rival’s 
110 major market areas, most of 
them located east of the Mississip- 
pi. First ads will break in Chicago 
May 2 with subsequent introduc- 
tions slated to follow market by 
market throughout May and early 
June. 

Newspaper ads—1,500, 1,000 and 
800 lines—will appear in 116 ma- 
jor dailies and 80-second filmed 
spots will be used on local tv. 

The introduction campaign will 


run for about eight weeks in each | 
market, according to Mr. Gadau. | 


After that, he says, promotion will 
simmer down to normal schedules. 
The campaign is the first pre- 


'|\'We" re Starting to Act Like Old Poops’... 


Stop Boasting About Product; 
Sell It, Whittier Urges Four A’s 


BBDO’s Hobbs Warns: 
Creative Men ‘Who Play 
It Safe Will Be Sorry’ 


Waite SULPHUR SPRINGS, W. VA., 
April 26—Better ways of creating 
advertising customarily occupy a 
considerable part of the American 
Assn. of Advertising Agencies 
agenda, and this year the roster of 


Canadian ‘Digest’ 
Is Canada Company, 
Says Tax Suit Brief 


MontTreEaL, April 24—The Read- 
er’s Digest Assn. (Canada) Ltd. 
has taken legal action to contest 
the Canadian 20% tax on adver- 
tising in publications with non- 
Canadian ownership. 

In its suit the company is both 
questioning the validity of the tax 
and saying that, as it stands, the 
tax act does not apply to it. 

The validity of the law is ques- 
tioned on the basis that the legis- 
lation is outside the jurisidiction of 
parliament as set out in the Brit- 
ish North America Act. This act 
defines the distribution of legisla- 
tive powers. 

The company aiso says it is a 
Canadian corporation, employing 
350 Canadians and spending $7,- 
000,000 a year in its business oper- 
ations, and that the tax discrimi- 
nates against it, since no other Ca- 
nadian corporation is subject to the 
tax. 


= The company asks the court to 


|declare the act outside the juris- 


diction of Parliament. It also asks 
the court to rule that the legisla- 
tion, as passed, does not apply to it. 

The Reader’s Digest action comes 
as no surprise here. The company 
has neither paid the tax nor taken 
out the requisite $2 license, nor has 
it posted $5,000 as security, as re- 
quired by the act, which has been 
in effect since January of this year 
(AA, March 25, April 8). 

Time, the only other major pub- 
lication affected by the act, has 
complied with it. * 


Massey to Adell Chemical 
for Expansion Program 

William J. Massey has joined 
Adell Chemical Co., Holyoke, 
Mass., as sales manager. This is a 
new position which the company is 
creating for its expansion program 


pared for Rival by its new agency,|on Lestoil, all-purpose liquid de- 


McCann-Erickson, Chicago. 
Cann took over the estimated $1,- 
000,000 account from Charles Sil- 


Mc- | tergent. Mr. Massey has been with 


ewing Co. for the past 


|nine years, where he was general 


ver & Co., Chicago, the first of|sales manager and advertising di- 


this year (AA, Nov. 5, '56). . 


rector. 


WCAU.-TV’s Vanda Rips ‘Excessive’ Use of 
TV Movies; Tells Stations: ‘Buy a Theater’ 


New York, March 24—A major 
telecaster today struck out at those 
telecasters who are gradually be- 
coming motion picture exhibitors— 
and “without popcorn yet.” 

The criticism of stations making 
excessive use of feature movies in 
their programming was levelled by 
Charles Vanda, vp of WCAU-TV, 
Philadelphia. He spoke at a syndi- 
cated film panel session held by 
the Radio & Television Executives 
Society here. 

Mr. Vanda advised the station 
operator who considers television 
a medium that should be devoted 
primarily to running old movies to 
go out and “buy a movie house— 
and there are a hell of a lot avail- 
able.” 

The station man emphasized that 


WCAU-TV plays feature films and 
will for several years. His com- 
plaint, he said, is against the men 
who went broke in the picture busi- 
ness in Hollywood and now want 
“us to convert our stations into mo- 
tion picture houses.” 

Mr. Vanda warned that new 
ideas and new talent are being 
crowded out of the medium by old 
movies. “Where will television find 
good programming in the future if 
it kills its young today?” he asked. 

On the other hand, syndicated 
films—that is films of the shorter 
variety made especially for televi- 
sion—were praised by Mr. Vanda. 
He said these shows can be used as 
choice units around which the sta- 
tion builds its live local schedule. 


(Continued on Page 162) 


creative advisors included: 
Charles L. Whittier, retired cre- 
ative chief of Young & Rubicam, 
who argued, “Too many advertise- 
ments today leave the consumer 
without any firm conviction about 


Four A's Meeting 
—Creative— 


the merits of the product 
[They] take so much time telling 
why the product is best they fail 
to tell why it’s good ... [A good 
ad] sells the desirability of owning 
a kind of product. It sells the 
field.” 

He also defined advertising cre- 
ativity: “The power to persuade 
people—through the use of honest, 
ethical, rational and informative 
stimuli—to take some action that 
will benefit both a buyer and a 
seller. And to persuade in such a 
manner that the persuasive instru- 
ment—the advertisement—will 
promote increased belief in and 
respect for advertising, for the peo- 
pie who prepare advertising and 
for the companies that sponsor it.” 


s Whitman Hobbs, copywriter for 
Batten, Barton, Durstine & Osborn, 
New York, told the agency men 
that copywriters are prouder of 
what they write than they used to 
be, when “advertising had made 
the big discovery that everybody 
is stupid.” 

He showed campaigns of ten 
years ago and those of today, but 

(Continued on Page 162) 


McGraw-Hill 
Sees Industrial 


Research Boom 


Forecast Says Spending 
for Plant to Rise 12%, 
for Research, 20% in ‘57 


New York, April 24—U.S. indus- 
try will spend 12% more for new 
plants and equipment in 1957 than 
in 1956. 

It plans to increase research ex- 
penditures 20% this year over 56. 

By 1960, at least 10% of total 
manufacturers’ sales are expected 
to be in products not made in 1956. 

These are some of the highlights 
featured in the tenth annual Mc- 
Graw-Hill Publishing Co. survey 
of business plans for new plants 
and equipment, to be released 
April 26. 

Dexter M. Keezer, vp and direc- 
tor of McGraw-Hill’s department 
of economics, at a press confer- 
ence today pointed out that com- 
panies participating in the survey 
employ 42% of all industrial em- 
ployes in the U.S. 

Other findings in the survey in- 
clude: 


e 1. One-third of all manufactur- 
ing companies are planning capital 
expenditures in 1957 for the pur- 
pose of bringing out new products. 
In manufacturing as a whole, 32% 
of all companies expect to make 
such expenditures in ’57, compared 
with 28% in ’56. 


e 2. Expenditures on research and 
development reached $6.1 billion 
in 1956—up sharply froix' ihe $4.8 
billion spent in ’55. And indications 
are that it will increase 20% in 


"57 over °56. This is pointed out 
las “ 


| 


perhaps the most impressive 
(Continued on Page 159) 
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No New Direct Mail 
Ideas Since 1930s, 
Theiss Tells DMAA 


New York, April 24—A past 
president of the Direct Mail Ad- 
vertising Assn. threw away his 
prepared script yesterday—“Ideas 
by Mail,” and said there hasn’t 
been a new idea in direct mail 
since the merchandise-on-approval 
innovation of the early 1930s. 

Arthur W. Theiss was the speak- 
er, at the annual DMAA workshop 
luncheon. He was president of the 
DMAA in the 1954-55 year, is a 
former board member of the Ad- 
vertising Federation of America, 
and is vp in charge of sales, in- 
cluding all advertising, at the Pa- 
triot Life Insurance Co., New York. 


s “There hasn’t been a new idea 
in direct mail since the on-approv- 
al one,” he said. 

Mr. Theiss added, “Are we all 
copycats? I am amazed at the kind 
of copy I see. It’s trite, it all has 


|a sameness 


and a laziness.” | ly, love of someone or themselves, 
that last year he re-| fear, fear that something may hap- 
ceived 142 solicitations for funds; pen to them or to someone they 
by various organizations but only | love,” he said. “Forget about ap- 
six impressed him. “The others| pearance, masculinity, femininity. 
were all copies of preceding mail-| They are important, but sec- 
ings,” he said. ondary.” 
Mr. Theiss said direct mail has 

# Mr. Theiss was introduced by|a three-fold job to do: 
his advertising agency account ex- 1. Figure out what you’re trying 
ecutive, Lester Wunderman of|to sell, merchandise the program 
Maxwell Sackheim & Co., as a| connie and ask yourself, “Can 
client unimpressed by a 3% return| I become enthusiastic about this?” 
(“He asks what happened to the| 2. Sell an idea, not a new shirt— 
other 97%”). Direct mail is too in-|an idea behind a shirt, not the 
terested in statistics, Mr. Theiss| shirt itself. 
said. 3. Start pioneering. “Stop being 

“Somebody sends me something | copycats,” he said. “The formats 
on Jayne Mansfield or Marilyn) you’re using are 30 years old. For- 
Monroe, including their measure-| get about the 3%. What about the 
ments,” he said. “I don’t need sta- other 97%.” + 


tistics—I got eyes.” 
Applying this logic to direct Williamson Named A.M. 

mail, Mr. Theiss charged that di- Robert C. Williamson, formerly 

rect mail gets too wrapped up in| assistant national advertising man- 

1% gains, price and other logical| ager of the Arizona Republic and 

reasons, and forgets there are but|the Phoenix Gazette, has been 

two reasons—love and fear. named national advertising man- 
ager of the San Jose Mercury 

News. 


He said 


s “People buy for two reasons on- 
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ACB Reads every ad in every daily newspaper in the U. 8. 
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ADDITIONAL 
SERVICES: free on request, or contact nearest ACB office 
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YOUR brand 


was advertised 
in 39 cities 


‘\ 


Yes—some brand names were advertised in newspapers published in more 
than 39 cities today . . . and some have been “‘skunked”’ all season. It pays 
the sales department and the salesman to know just how well accepted their 
brand is with dealers. And it pays the adman and the agency to know, too. 

It’s a simple matter to find out. More than 1100 firms do it with ACB 
Reports like these: 


RETAIL STORE REPORTS 


Provide accurate check-up of 
dealer tie-in advertising covering 
your own and/or competitive ac- 
counts. A widely-used service 
for determining sales policy and 
directing salesmen’s efforts. Re- 


ports can show lineage; cost of 
space; city; publication; sales ter- 
ritory; dealer name; product and 
price advertised; mats used; totals 
and percentages. ACB Reports 
are better than 95% accurate. 


MAT ANALYSIS SERVICE 
Gives you a detailed report, plus 
tear sheets of all your mats used 
by dealers and thereby helps 


prevent mat wastage by showing 
you the type of advertising which 
is most popular with dealers. 


TEAR SHEET SERVICE 


Tear sheets are the basis of all 
research in newspaper advertis- 
ing. ACB can furnish tear sheets 
containing advertising of an 

specified dealer or national re 
vertising. ACB tear sheets are 


complete pages and show posi- 
tion, full eedline information; 
Gives you competitor activity; 
names of active dealers; test cam- 
paigns; current pricing policies; 
competitive claims; etc., etc. 


11 additional services are available. Described in ACB Catalog sent 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Madison Ave. + Chicago (3) 18 S. Michigan Ave. + Columbus (15) 
20 South Third St. * Memphis (3) 161. Jefferson Ave. + Som Francisco (5) 51 First St. 


ACB READS EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


Advertising Age, April 29, 1957 


Highlights of This Week's Issue 


This week ADVERTISING AGE, stamp company, Sol Chalek tells 
presents its 10th annual Market PED ceectecencsicinnennesitinpennccsinapstintpatpe Page 16 
Data Issue. More than 1,500 items) !ecreasing production costs are major 


problem of newspapers, publishers told 


of essential data on nearly every | ot AMPA wssting Page 22 


market in the U.S. and on numer- 
ous occupational categories and | *#rikes on by rg pe 1966 =o 
segments of the population are} 

listed beginning on Page 31. Most 
of these market data booklets, fold- 
ers and maps are available to ad- 
vertisers and agencies free. Just 
use the convenient coupons pro- 
vided. 


Chrysler gives 9,000 dealers new sales 
agreements, keeps control on local ad- 
vertising Page 28 


Kiddy theater in supermarkets plans run 
into legal imbroglio wae Ue | 


Stark, Wetzel 


acquires Grand Duchess 
Steaks Inc. eetete 


-owlWage 149 


Paul Watson, retiring from Ruthrauff & 
Ryan after 36 years, sees young talent in 


Many magazines, Sunday newspapers are 
worth at least $1, Politz’ Barton tells 


CD sciiennbuns Page 2 CD setecececanstomnihcnialintianinthintienenmnennte Page 150 
Rates, deals, “over-commercialization” of | Flow offers Post Office help of its staff in 
radio is hit by FC&B's Pardoll.... Page 2 improving efficiency . Page 151 
TV Guide has set new rates, raised its| Radio sales perked up in ‘56; suburbs’ 


growth helped, CBS’ Allison tells Cin- 
cinnati adclub ww Page 153 


Cyanamid ads have helped to boost sales 


guarantee effective Oct. 5 ............Page 2 


FCC considers plan to allow broadcasters 
to “drop in” new tv stations in markets 


where it won't interfere with other of melamine dishes 640% since 
stations ............. Page 2 1950 . -owlPage 154 
Lenox China’s new drive in Seventeen is |MeKesson adds television, radio, outdoor 
aimed at pre-brides .... Page 2 | to its magazine campaign Page 134 
Vance Packard tackles ‘“‘manipulation by | Senate's plan for barring billboards from 
ads” in new book on motivation re- highway runs into legal, cost tan- 
search, ‘“‘The Hidden Persuaders” Page 2 BIO cerrecrecccceree see Page 155 


Wine drinkers in U.S. guzzied down 150,- 


Lentheric offers toilet water in “mist” 
form in May drive Page 2 013,320 gals. for record in 1956, Wine In- 
stitute reports .. : Page 156 


Heinz, Wesson oil join for third year in 
Salad sale promotion Page 2 | Frozen food sales grew 35% in 1956, pack- 
ers are told aseemnens Page 156 

Colgate exec explains management shifts 
made to improve profit picture ....Page 3 | Calypse, hillbilly and western style jingle 
helps sell Flavaroma barbecue sauce in 


Cadillac is named the advertiser of the 


midwestern markets Page 159 

year by Bureau of Advertising ....Page 3 
Frigidaire promotes “sheer look” of its 
Rival offers new improved product for the | color appliances . Page 159 


modern, “less active’ dog ............Page 3} 
| Primrose Foundations denied temporary 
injunctions on Woolworth, Figure Flat- 
tery Brassiere Co. using “Primrose” on 
brassieres : Page 162 


REGULAR FEATURES 


Reader's Digest in Canada insists it is Ca- 
nadian corporation, not subject to 20% 
magazine ad tax ....... - Page 3 


Stop boasting about your product, sell it, 
Whittier tells Four A's meeting .... Page 3 


McGraw-Hill sees industrial research boom 


| Advertising Market Place .... _ 158 

in 1957 .... Page 3) slong the Media Path .... 149 
WCAU-TV says tv stations are using too | Coming Conventions. ................... 156 
MANY MOVIES coccccccceeneneeePage | Consumer Magazine Linage 149 
Department Store Sales . 141 

Theodore Repplier tells Four A's ad fel~ | Bditorials oo... — | 
lowships would help spread U.S. way of | Getting Personal ................ . 28 
FOB caccssncscennssnvcrscse pessvepesesentestomnes Mage 6) Obituaries ...... a 148 
Bus poster size has been standardized by Photographic Review no 
National Assn. of Transportation Adver- Rough Proofs - ae ~ 
tising ....... Page 6 This Week in Washington 162 
Voice of the Advertiser 152 

Trading stamps benefit only the trading | What They're Saying .......... .& 


vp, and Dan Hulbert, C-M copy 

Three former Campbell-Mithun | supervisor, also a vp. Richard Iver- 
men have formed their own agen- |son, formerly office manager of 
cy, Zeuthen-Thomas-Hulbert Inc., |Campbell-Mithun, has joined the 
Minneapolis. Principals of the new |new agency in the same capacity. 
agency are Ralph Zeuthen, presi- | Mr. Zeuthen told ADVERTISING AGE 
dent (he was assistant to the pres- | that he is taking no C-M accounts 
ident and account supervisor on | With him. He added, however, that 
Northwest Airlines at C-M); Todd | there is a “fairly good chance that 
Thomas, C-M account executive, | people we know will go with us.” 


Zeuthen-Thomas-Hulbert Bows 
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IN NORTHERN CALIFORNIA 
IT @ THE EXAMINER 


First in circulation and first in advertising 


+ +4 beet Hee 


weer 
} 


The Gan Francigeco Examiner 


Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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Repplier Urges 
Ad Fellowships to 
Spread U.S. Ways 


WHITE SULPHUR SprINGs, W. Va., 
April 26—Advertising agency lead- 
ers were told here today their bus- 
iness ought to have advertising 
fellowships to assist selected for- 
eigners in a program of training 
for advertising and marketing. 

The fellowships were suggested 
by Theodore S. Repplier, president 


Four A’s Meeting 


—Horizons— 


of the Advertising Council, speak- 
ing as chairman of the Advertising 
Organizations Committee of the 
People to People Program. 

He suggested a_ three-month 
training program, with each co- 
operating agency hiring the fellow 
assigned it for $20 a day—or a 


hope that the U.S. government or 
the European Productivity Admin- 
istration will agree to underwrite 
travel expense of the fellow’s trip 
here and return. 

Mr. Repplier also stressed the 
power of communist propaganda, 
which, he said, out-advertises the 
U.S. 20 or 30 to 1. He characterized 
it as “the largest and most ingeni- 
ous advertising campaign which 
ever sold half the world an inferi- 
or product.” 


® On a personal level, the agency 
men heard Dr. William Menninger, 
head of the Menninger Founda- 
tion, Topeka, advise admen to 
“make a rich life and not just a 
rich living.” 

He remarked that in business as 
a whole, “68% to 80% of all dis- 
charged employes are let go 
because of social incompetence, 
rather than because of lack of tech- 
nical ability. 

“I am sure the figure must be 
at least this high in the advertising 


| total cost of $1,800. He held out the! business, where personal service is 


such a critical factor,” he said. 

“Our way of living also presents 
us with problems. We have done a 
good job of speeding up almost 
everything,” he said. “Our prob- 
lems have speeded up proportion- 
ately. Absenteeism, alcoholism, di- 
vorce, delinquency and crime are 
all increasing. While we have 
learned to get along with things, 
we are doing a poor job of getting 
along with each other. 

“I wonder if our progress in de- 
veloping material things has 
dulled our sense of spiritual val- 
ues? Have the great technological 
advances ... stimulated man’s in- 
stinctive hostility and aggressive- 
ness beyond our capacity to handle 
them?” 


s Walter Washburn, vp of Young 
& Rubicam, traced the history of 
the agency’s volunteer work with 


the Citizens Committee to Keep) 


New York City Clean. He showed 
evidence of the results of the cam- 


in it because “we think an adver- 
tising agency ought to be a good 
citizen in its own community.” 


s A group of J. Walter Thompson 
Co. executives, plus W. H. Whyte, 
of Fortune, showed Thompson’s 
presentation on “Interurbia,” a 
distillation of the Yale and Fortune 
studies on agglomeration of cities. 
It predicts that by 1975 “Interur- 
bia” (now accounting for 50% of 
U.S. population and more than 
50% of retail sales—in 4% of the 
land area) will include 60% of the 
population and 70% of retail sales. 


s The agency men heard a new 
entrant into national advertising 
describe his reasons for entry— 


|Fred Hecht, general retail mer- 


chandise manager, Sears, Roebuck 
& Co. It is based on the notion that 
national mass media promotion of 
Sears brands “could protect our 
already established position and 
attract new customers from the 
new market strata of higher pur- 


paign, adding that Y&R engaged chasing power,” he said. 


the stamp of a better cheddar 


It used to take a rind reader to tell a 
fine cheese. That’s where the iden- 
tifying stamp appeared. Modern 
packaging, alas, has all but done 
away with this venerable custom. 

Happily, you can again find, in a 
growing number of stores, a cheese 
proudly labeled with a stamp such 
as adorned the most distinguished 


rinds. It is the stamp of a better 
cheddar called Miss Wisconsin. 

Around this stamp revolves a com- 
plete new advertising, merchandis- 
ing and packaging program for our 
client, Armour and Company. 

It’s a stamp that’s attracting cheese 
lovers in more and more stores across 
the country. 


N.W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


| 
J 


HAROLD D. FRAZEE, specialist in pack- 

age goods marketing, has been 

named vp and account supervisor 

at Bryan Houston Inc., New York. 

He was formerly vp of Scheideler 
& Beck. 


National advertising can sup- 
plement the job done by local 
store promotion, he said, empha- 
sizing that local advertising con- 
sists chiefly of traffic-getting, 
dollar-producing insertions. 

“Only occasionally can we af- 
ford to show top-of-the-line goods 
locally,” he said. “So, with the ris- 
ing cost of doing business, we must 
look more and more to selling more 
higher priced, higher grossed mer- 
chandise.” 

He showed samples of advertis- 
ing, and traced the organization of 
Sears’ advertising program, a pro- 
gram keyed to the knowledge that 
60% of Sears’ sales are made in 12 
hours of any given week. 

One thing about the national ad- 
vertising program (frankly called 
experimental) is already apparent, 
he said: It inspired store person- 
|nel who are proud of the ads and 
| feel extra confidence in advertised 
items. 

“While the voice of national ad- 
vertising may whisper subtly to 
jour customers, it seems to be an 
lamplified shout echoing within 
our own walls,” he said. e 


Operators Agree 
‘on Standard Size 


for Bus Posters 


New York, April 23—Standardi- 
zation of so-called king-size post- 
ers carried on the exterior sides of 
buses has been adopted by the Na- 
tional Assn. of Transportation Ad- 
vertising, New York. The standard 
adopted is 24x12’. Many of the 40 
member companies of NATA, 
which operate transportation ad- 
vertising in 150 urban markets in 
the U.S. and Canada, already have 
adopted this standard, and most of 
the others will now convert to this 
lsize. This is expected to make 
standard king-size posters on buses 
feasible as a national advertising 
medium. 

New officers elected by NATA 
are Harrison Davis, of Fielder, 
Sorensen & Davis, San Francisco, 
president; George W. Prechter Jr., 
Transportation Advertisers Inc., 
New Orleans, vp; N. Gist Lamdin 
Jr., Nation Wide Bus Advertising 
Co., New York, secretary; Otto J. 
Griesar, Canadian Car & Bus Ad- 
vertising Ltd., Montreal, treasurer. 
Allan B. Chalfant continues as 
managing director. + 


Rand McNally Publishes 
88th Commercial Atlas 

Rand McNally & Co., Chicago, 
has published its 88th edition of 
the Rand McNally “Commercial 
Atlas and Marketing Guide.” The 
new edition has 566 pages and con- 
tains up-to-date economic and geo- 
graphic information for manufac- 
turers, financial institutions, 
transportation companies, public 
utilities, trade associations, adver- 
tising agencies, marketing com- 


panies, libraries, schools and many 
types of business. 
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Rendezvous for 24,891" Component Parts 


*an estimate by leading car manufacturers. 


From the motor line, from the chassis line, from 
the trim line, more than 24,000 separate parts 
and pieces flow to this point, are joined together, 
and move on along the line, a complete car now, 
just a few flourishes from final OK. 


Imagine the complex production problems 
which arise, particularly during model change- 
overs. To solve them requires a great deal of 
imagination, experience and, perhaps most impor- 
tant, information. Information about new prod- 
ucts, new materials, new methods, new tools, new 
legislation—and, of course, always, what's com- 
petition doing. 


The vendor, the manufacturer, the dealer, the 
service man—each must know what the other 
wants, has or needs. To gather, edit and publish 
this vital information is the job of the automo- 
bile industry's weekly newspaper: AUTOMOTIVE 
NEWS. 


To deliver this news—while it still is news— 
to 44,000 paid subscribers}—takes 14 experienced 
full-time editors and 106 on-the-spot correspond- 


ents constantly in touch with manufacturers, 
dealers, field representatives and service men. 


Little wonder then that through its 32 years 
of publishing, AUTOMOTIVE NEWS has come 
to be regarded by these men as their Newspaper 
of the Industry. Discover yourself the difference 
in interest your own sales story generates among 
automotive men when you place it with their 
must reading publication. 


Get the complete story on how AUTOMOTIVE 
NEWS has boosted the sale of other auto prod- 
ucts—and will do the same for yours. Simply ask 


Keeps you in FRONT of the fast-moving automotive industry. 


* * 


Audio 


The Newspaper of the In 


nuatine Neues 


your nearest AUTOMOTIVE NEWS representa- 
tive to call, at your convenience. 
+86% of whom annually renew their subscriptions at the 


regular $8 rate. They are offered no premiums, cut rates, 
or special inducements. 


NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, 
State 2-6273. 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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Dell Distribution | 


Moves from ANC 
to Independents 


New York, April 25—Dell Pub- 
lishing, which puts out 35,000,000 
copies of its publications each 
month and probably ranks as 
American News Co.’s largest single 
customer, will move its magazine 
and book distributing franchises 
from ANC to independent whole- 
salers June 25. 

Dell’s cover price sales amount 
to perhaps $45,000,000 a year. Its 
publications include the Dell Mod- 
ern Group (Modern Romances, 
Modern Screen, Screen Stories), 
such Dell Comics titles as Walt 
Disney, “Looney Tunes,” “Tom & 
Jerry,” and Dell books. 

In mid-1955, American News Co. 
lost the distributing franchises of 
Look and four Time Inc. maga- 
zines, but U.S. News & World Re- 
port renewed its ANC contract. At 
that time, a spokesman for Dell 
said that company would remain 
with ANC. 

“If things go the way they have 
been, we’ll just stay where we are,” 
he said. 

The Look and Time Inc. defec- 
tions cost ANC something like 75,- 
000,000 copies of magazines an- 
nually. Look moved to Curtis Cir- 
culation Co., and Time Inc. books 
went to S-M News Co., now Select 
Magazines Inc. 


s Last month ANC reported its 
1956 net sales at $171,996,893 and 
its net income at $2,352,531. In 
1955, the figures were $171,322,526 
and $1,706,332 respectively. Earlier 
this month the company said Jan- 
uary and February sales were 
ahead of the same periods in 1956. 

When Dell gave ANC 60 days’ 
notice today, the distributor was 
handling something more than 60% 
of the 35,000,000 copies Dell puts 
out monthly. The remainder is 
handled by about 350 independent 
distributors. After June 25, ap- 
proximately 800 independent dis- 
tributors will channel Dell pub- 
lications to consumers. 

Officials of ANC were unavail- 
able today for comment on Dell’s 
departure. Among the magazines 
ANC handles currently are U.S. 
News, The New Yorker, Newsweek, 
Pines Publications and Atlas Pub- 
lications. e 


Winchell, ABC 


Aren't Pfft Now: 
Lawsuit Is Dropped 


New York, March 25—Walter | 
Winchell, who asked to be released 


from a “lifetime contract” with 
ABC early in 1955 and later filed 
suit against the network for breach 
of contract, is returning to the 
fold. 

The columnist-commentator will 
be seen on ABC-TV this fall in 
a weekly film series titled, “the 
Walter Winchell File.” He will 
serve as host and narrator for the 
show, a Desilu production. 

Pointing out that “I don’t see 
how I can sue a network I’m going 
to work for,” Mr. Winchell this 
week said he will drop his $7,000,- 
000 suit against ABC. In that ac- 
tion Mr. Winchell charged that he 
lost his job at the network, with 
which he had been associated for 
25 years, because he was misin- 


formed about the amount of libel | 


protection afforded him by the 
ne work’s insurance policy. 

Mr. Winchell said ABC did not 
buy his program as a means of 
settling the court action. He point- 
ed out that Desilu Productions con- 
tracted for his services on the 
film show and that Desilu sold 
it to the network. 


WHYN First Station 
Snared in FTC-FCC 
False Ad Crackdown 


WasHIncTon, April 24—The first 
individual radio station snared in 
the new FTC-FCC crackdown on 
controversial broadcast commer- 
cials was identified today as 
WHYN, Springfield, Mass. 

The station isn’t accused of any- 
thing. It is simply being told by 
the Federal Communications Com- 
mission that one of its advertisers 
has been accused of making false 
claims. 

FCC’s notice to the station is in 
line with a working arrangement 
developed by the two federal regu- 
latory agencies last February}! 
which specifies that the Federal 
Communications Commission is to 
notify radio and tv stations of any 
Federal Trade Commission actions 
involving one of their advertisers. 


s Three previous complaints is- 
sued since the adoption of the liai- 
son agreement involved network 
advertisers. While FCC indicated it 
would transmit copies of the FTC 
complaints to the network, no ef- 
fort was made to put pressure on 
individual stations carrying the 
network announcements. 

During a panel discussion at the| 
NARTB convention in Chicago ear- | 
ly this month FCC members de- 
nied they were trying to induce 
stations to drop commercials on 
the basis of untested FTC charges. 
They insisted their sole purpose 
was to keep the stations informed 
so they could decide whether the 
broadcasts are consistent with their 
responsibilities as station operators. 


s The case which FCC is referring 
to WHYN, Springfield, involves | 
advertising by Siberian Fur Shop| 
Inc., Greenfield, Mass. In a com- 
plaint earlier this week, FTC said 
the fur shop omitted information 
required by the Fur Labeling Act, | 
and misrepresented the sources of | 
some of this merchandise. 

FTC’s public announcement of| 
the case said false ads were carried 
in newspapers and on the air. The} 
text of the complaint, which was | 
transmitted to FCC, contained the} 
information that the ads had been 
carried by the Holyoke Transcript 
Telegram, the Springfield Union 
and WHYN. ° 


Film Co. Opens Studios 


MPO Television Films has} 
opened its new TV Production 
Center at 210 W. 65th St., New 


York. Three shooting stages will | 
be available to the film company | 


jin the center. Formerly it rented | 
| studios in New York. 
| 


McCann Adds Gordon Bread 
Gordon Bread Co., Los Angeles, 


|}has named McCann-Erickson, Los 
| Angeles, to handle its advertising, 
| effective June 10. Gordon Bread is 
|currently using newspapers, Sun- 


day supplements and grocery trade 
journals. 


J. M. REEVE has been named manag- 
er of the Montreal office of Mc- 
| Cann-Erickson (Canada) Ltd. He 
formerly was with Kraft Foods 
Ltd. and McKim Advertising. 
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up—Newspaper revenues have risen sharply since World War II as 
shown in this chart from ANPA’s new study. Advertising accounted 
for 70% of total newspaper revenues in 1954. 


Ads, Population Growth to Boost Newsprint 
Use to 11,175,000 Tons by ‘65, ANPA Finds 


New York, April 24—U:5S. 
newspapers will need 8,000,000 
tons of newsprint by 1965 to supply 
more readers due to population 
growth, and to meet greater space 
demands by advertisers, according 
to a study released today by the} 
American Newspaper Publishers 
Assn. 

By 1965, U.S. users other than 
newspapers are expected to re- 
quire 600,000 tons; anticipated 
newsprint use in Canada is esti- 
mated at 575,000 tons, and over- 
seas exports are expected to total 
2,000,000 tons. 

Total estimated demands on 
North American newsprint pro- 
ducers both in Canada and the U.S., 
in 1965 are estimated at 11,175,000 


print consumption rose over 2,500,- 
000 tons in the postwar decade, 
at the beginning to meet the great- 
er demands of all consumers, later 
to supply the growing require- 
ments of small and medium size 
newspapers and all newspapers in 
the South and West. Newsprint 
consumption is moving away from 
concentration in the Northeast and 
North Central regions. 


= Required capacity in 1965: For 
producers to meet the estimated 
11,175,000 tons expected to be 
needed in 1965 will require sub- 
stantial new building of productive 
capacity. The continental industry 
will need 1,525,000 tons in addi- 
tional capacity to match the fore- 
cast total potential of 11,175,000 
tons and at least 5% more capacity 
should be added for reserve. Over- 
seas imports are not expected to 
exceed 125,000 tons in 1965 because 
of increased consumption in over- 
seas countries. (Total imports of 
European newsprint into the U.S. 
in 1956 were 311,453 tons.) 


duction of newsprint in North 
America was 8,168,058 tons. Of 
this, 6,812,490 tons were used in the 
U.S., 874,572 tons overseas and 
477,130 tons in Canada, a total of 
8,164,192 tons, leaving a surplus of 
3,866 tons.) 


s The survey made by Dr. Charles 
W. Boyce, consultant on newsprint 
1 40-page pamphlet! 
with charts titled, ‘‘Newsprint—A 
Forward Look to 1965.” 
Highlights include the following: 
Circulation: Daily newspaper 
circulation is expected to reach 
65,000,000 and Sunday newspaper | 
circulation 54,000,000 in 1965. The 
increases over 1956 are 14%, some- 
what greater than the percentage 
increase in the first postwar de- 


= Newsprint Prices: Newsprint 
prices have increased almost every 
year since the war. Newsprint is 
the largest single cost element in 
newspaper publishing. It 
from 15% of over-all costs in small 
newspapers to 50% or more in 
very large newspapers. Most pub- 
lishing costs yield substantially in 
ratio as volume increases. News- 
print costs, on the other hand, vary 
directly with and in the same di- 


cade jrection as newspaper volume. 
Advertising: Maintaining its es-| Newsprint cost is, therefore, of 
tablished relationship with the|™ore than ordinary importance as 


a determinant of subscription and 
sales prices and of advertising 
rates. 

The price of newsprint has risen 
from $85 a ton, the OPA approved 
increase on Oct. 11, 1946, to the 
current ruling base price of $135 a 
ton. 


growth of personal consumption 
expenditures, expressed in constant 
dollars the advertising linage index 
based on 52 cities is expected to 
reach 3.6 billion lines in 1965, a 
24% increase over 1956. This in- 
crease is less than half that of the 
last decade. 


# Fundamental objections of pub- 
lishers to the newsprint price cycle 
are: They have been forced too 
frequently to adjust circulation 
and advertising rates when popu- 


® Newsprint Production: During 
the first decade and a half of this 
century most newsprint used in the 
U.S. was domestically produced. 
After removal of the tariff in 1913 
and embargoing the exportation of 
Crown Land pulpwood from On- 
tario and Quebec, newsprint man- 
ufacturing capacity increased ra- 
pidly in Canada, exceeding U.S. 
capacity in 1926, and going on to 
create a heavy overload of excess 
capacity by 1931. 

Canadian manufacturers gener- 
ally increased production capacity 
after World War II by speeding up | *~. 
old equipment. U.S. producers ex- | f 
panded principally by building | 
new mills and installing new ma- 
chines in existing mills. 


come ae strong competitor 


nance new mill capacity. 


ed to assist manufacturers 


|@ U.S. consumption: U.S. news-! paper business. 


ranges | 


lation shifts were slowing circula- 
tion growth and television has be- 
in 
advertising. They have seen no 
serious effort, particularly in Can- 
ada, to expand capacity to meet 
growing newsprint requirements. 
They believe price levels have|ald-Traveler. In his search for a 
been sufficiently high for some|preferable non-newspaper appli- 
time not only to continue improv- |cant, Mr. Cunningham recommend- 
|ing financial returns, but also to 


The new ANPA study is intend- 
to 
| gauge the demands and to point up 

the growth potentials of the news- 
e |chusetts Bay Telecasters Inc. 


Advertising Age, April 29, 1957 


‘Outdoor Ad Pacts 
Canceled in Chicago 
Officials’ Imbroglio 


Cuicaco, April 24—Outdoor 
signs in this city are becoming 
about as popular as a nest of mice 
at a slumber party. 

Mayor Richard A. Daley today 
ordered revocation of all building 
permits issued for construction of 
outdoor signs along city express- 
ways. The order nullified, among 
other things, 17 permits for signs 
that were issued last month by 
George L. Ramsey, city building 
commissioner. 

The mayor's action came shortly 
after the city council had approved 
an ordinance which bans outdoor 
signs within 400’ of expressways, 
toll roads, Lake Shore Dr. and 
parks of 10 acres or more. 

The ordinance is a part of the 
city’s new comprehensive zoning 
ordinance, which has been pending 
before the aldermen for 18 months. 
A similar ordinance has been 
buried in committee for a year. 
| 


le The aldermen apparently were 
jolted into quick action on the or- 
dinance by a legal move yesterday 
on the part of Benjamin S. Ada- 
mowski, Cook County state’s at- 
torney. 

Mr. Adamowski filed suit in cir- 
cuit court asking that the city be 
compelled to revoke permits for 17 
outdoor signs along the Congress 
St. expressway. Named as defend- 
ants were the city, Mayor Daley, 
Mr. Ramsey and General Outdoor 
Advertising Co. and Beverly Sign 
Co. (recipients of the 17 permits). 

The current bitter dispute over 
the signs broke out a month ago 
when Mr. Ramsey issued 17 per- 
mits for signs along the recently 
opened Congress St. expressway, 
after he had been authorized to do 
so by the city’s corporation coun- 
sel. e 


FCC Reverses Prior 
Decision, Grants TV 


Channel to Paper 


WASHINGTON, April 24—The Fed- 
eral Communications Commission 
today reversed its chief hearing ex- 
aminer, and decided to settle a 
four-way contest for Boston's 
Channel 5 in favor of WHDH Inc., 
the Herald-Traveler station. 

In its decision the commission 
said WHDH'’s superior record in 
operating a radio station, plus the 
commendable preparations it made 
to enter tv, overcame any “disqual- 
jification” that could be charged 
against it because of its newspaper 
connections, 

The decision was 4-2, with Com- 
missioners Rosel Hyde and Robert 
Bratley dissenting and Commis- 
‘ieee T. A. M. Craven abstaining. 


. At the same time that it de- 


cided to award Channel 5 to the 
Herald-Traveler, the commission 
|}voted to deny petitions from the 
'Globe Newspaper Co., Boston, 
| which had filed a protest express- 
ling fear that the tv station would 
be used to strengthen the Herald 
Traveler’s competitive position in 
the newspaper field. 

The Globe’s petition was filed 
|when word leaked out from FCC 
|several weeks ago that four com- 
missioners were lined up to reverse 
an earlier finding by Chief Hear- 
_ing Examiner James D. Cunning- 
|}ham ruling out a grant to the Her- 


‘ed Greater Boston Television Corp., 
'a local group of 36 stockholders 
| with a wide variety of roots in the 
Boston business community. The 
other two applicants were Allen B. 
DuMont Laboratories and Massa- 
e 
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The buy is MI. 


CIRCULATION COMPARISON OF THE MECHANICAL FIELD 


TOTAL NET PAID: 
MECHANIX ILLUSTRATED 
Popular Mechanics 
Popular Science 
SINGLE COPY SALES: 
MECHANIX ILLUSTRATED 
Popular Mechanics 
Popular Science 
SUBSCRIPTIONS: 


MECHANIX ILLUSTRATED 
Popular Mechanics 
Popular Science 


see for yourself 


You'll find the figures below: 


COST COMPARISON OF THE MECHANICAL FIELD 


Guarantee 

Black & White Page Rate 
Cost Per M (Guarantee ) 
Circulation (12/31/56) 
Circulation $1 Buys 
Black & White Page Rate 


Cost Per M (Circulation) 


Sources: Standard Rate & Data Service 


Bopeier 
Mechanics 


1,250,000 
$3,000 
$2.40 
1,294,925 
432 
$3,000 
$2.32 


Publishers’ Statements to A.B.C., December 31, 1956 


July-Dec. 1956 


1,040,989 
1,294,925 


1,192,567 


446,783 
511,100 


32,072 


594,206 
783,825 
760,495 


Source: Publishers’ Statements to A.B.C,, 12/31/56, 12/31/55 


MECHANIX 


MECHANIX ILLUSTRATED readers make 


and do things. They buy tools, lumber and other 


building materials, paint brushes, hardware, 


things 


firearms, ammunition and camera equipment, 


They're also extra-conscious of motor cars and 


automotive products. More reasons why the 


is M.I.! Dozens of new advertisers agree. This 


is proved by the fact that M.L.’s billing 


is up over 13% for the first six months of 1957 


compared with the same period in 1956. 


MORE THAN a MILLION DO-IT 


July-Dec. 1955 


955,736 
332,606 
, 122,683 


—_— 


456,273 
567,551 


471,103 


499,463 
765,055 


651,580 


-YOURSELF 


Popular 
Science 


1,150,000 
$2,650 
$2.30 
1,192,567 
450 
$2,650 


999 


% Change 


8.9% 
—2.8 


6.2 


—-2.1% 
-10.0 
—8.3 


16.7 


. ELELUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 


CHICAGO + DETROIT + LOS ANGELES « MIAMI « SAN FRANCISCO 


READERS 


When you compare MECHANIX ILLUSTRATED with the other publications 


in the mechanical field, you can see for yourself that the buy is M.1. 


MECHANIX 
ILLUSTRATED 


950,000 


$1,800 
$1.89 
1,040,989 
578 
$1,800 
31.73 


an eames <= nae eo. eigen = penta: eet ee tee aR ee. | el retry On ae la ee, ne ee “eae” Se eel 
ed a oar et Ne eae a, nn Hoe ie Sig ee Se Rae Bl eh ee ee eee cS en aed psi tye (<i. ia i ye ie - s 4% CSS. ame.” ees ee a Oise 5 » 
3 = sen ial ae cs a ore ees ae a 2 ou A aes i ee eae aeege Cae Seu ei” en ea a Rafa. -ohaay 
pe nek a. (2 CRE ree NAAR © SCAT RRR ONE SON SMe AT ael gape Yee teas: PR 6 0 Rec, 2 ee Mh Bal se otha, ee es eee yo per ee 
Teor Se A as ec ee) we : ns, eae aye! a ve ss vee ater? eS IN a 5 ae 4 Ss a = 3 , Se i ee ait ae oa eae es aie ‘ ser Femi a Bap eet 3 a: 
tai ite Te Sy ere SER ee, Dear nee et SNe ee cc || ame at ee toe eee e - ; Meg 2 + a 
. ? 
+ 
— 
a 
eet 
Bp. 
oa 
ce 
Sa 
= sae 
os 
iG 
ae 
a 
Si 
is 
= 
et cs 
gt set PUM | oe 
ns O Oe a | 
gret | DEY ‘y 
3 Top Se NW = 
ei " 
\ gy 
. S anne i hs 
gELUe —a = 
now ies oat om i ans 
vue ee eee 4 oa 
6 pee SS — et \ ae 
. ... Sa | ' 
ata Se ¥ P ‘ mY 
oe : ie \W 2 
b oy ai 
“x . - 4 
t . ey 
et . 
wn re eh Z :, a 
a s } 
= | wecom meres, | 
\ — |} Soe” as 
| a — in es 
4 3 case Se ve et 
a A a oa) 
te x. 
. = \ _ Pa 500! ; 
\y i = S 
7 = o 
~~ r s= 
” ee 
—" : 
= , - -_ . 
ee (= 2 
ee a 
CC a 
| pe a a " 
‘a 
ies 
— | - 
= 
zz P| a fo 
] a 
2.5 a 
} pie. 
i —CtsSCiés ! 
a 
5 
aN 
——— e——‘“ | 
eer q 
re 4 
eC eC 
| eee Sel SC 
| 
5 ihe Bik wide fatten Se Pew rsc iy et Se ee is ee eed iz. aioe ages: i 3 rae ee Deep o- Se rob 
eee = ee ~ 9 pce ae ae aE i i Oe ere ge + ppm Maia — 9 PERI 505 SES Sey yeaa, purges oe 2 
cls eee eeciariety are ene Slee GS. See {eee Ge a eet nee vee nee : pie Seem oo PA. ge begs og 2, rai “ath a) ; amma ee! 
it cee wd, ee te a ee OP Se eae igsare ae Be Re ar Ff Bar te ARDS 8 Pindsic ite. ciple 2d eG aS: re fue 
5 =; ae a 2 dip OT eens Pees aac Ss Selena ee Eve tae ee es - Sea eal * ies A ape Slr ae ke eet 2 ee ican mee * que rok le POR a ta ek oe eee ere ee) Pe ee ee Sa oP ws 5, 
Rate hig to Stee 222 aE neem oe eg Sete aa See are. = Y a ee eee Peat ete: Ae: erate See er wet Siem a eee eee » a 


Is your appliance sales picture — 
in the big Chicago market? | 


Call your nearest Tribune 
representative for more 
facts about this 
important study. He’ll 

be glad to call and 
discuss it with you. 
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Bring it into focus with 


the Tribune’s new 


appliance market study! 


_—. to learn where you’ve been and see 
where you’re going in the dynamic Chi- 
cago market? Then spend some time with your 
Tribune representative poring over the 1956 
Home Appliance Market study. For plotting 
your Chicago sales efforts, it’s better than a 
crystal ball. 

Item by item, brand by brand, this study 
spells out the whopping sales potentials in the 
wealthy Chicago market. You’ll learn what 
appliance most families plan to buy next. You’ll 
see where you’ve been getting your customers, 
from what income groups and social levels. And 
you’re sure to be interested in the number of 
families who are thinking about appliances with- 


out a specific brand in mind. 

Brand standings, saturation levels, the grow- 
ing replacement market—they’re all here for 
your use and information. And there’s dramatic 
new evidence of Tribune sales power, too. 
When asked, “‘Which Chicago newspaper is most 
useful when you are buying an appliance?,”’ people 
named the Tribune more than 3 to 1 over any 
other Chicago newspaper! 

In the shifting, fast-moving Chicago appliance 
market, it’s no easy task to steer the right course. 
But your nearest Tribune representative can 
supply many valuable charts and navigational 
aids. Why not ask him to call with your copy of 
this important appliance survey? 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit 
W. H. Hattendorf E. P. Struhsacher W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


SUperior 7-0100 MUrray Hill 2-3033 


WOodward 2-8422 


Los Angeles 
Fitzpatrick Associates 
3460 Wilshire Blvd. 
DUnkirk 5-3557 


San Francisco 
Fitzpatrick Associates 
155 Montgomery St. 
GArfield 1-7946 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 
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Settle the Postal Problem Now 


The latest “emergency” in the affairs of the U. S. Post Office De- 
partment has now been temporarily settled. The embargo against 
third class mail has been called off; Saturday deliveries have been 
restored; Postmaster General Summerfield’s bold move has paid off; 
presumably everybody has calmed down somewhat. 

But nothing whatever has been solved, and if what usually has hap- 
pened in the past is a criterion, we will all have soon forgotten all 
about it—until the next “emergency” arises. 

If we—and we mean the American people—let this happen we will 
probably deserve the worse-than-20-years-ago postal service we get, 
plus the constant recriminations and emergencies avhich make the 
service even worse than it normally is. 

It is imperative that Congress either re-affirm its historic ideas of 
what American postal policy is, or clearly spell out a new policy, 
and then proceed to implement it. The post office is not something 
that can be allowed to drift, at the mercy of first one set of admin- 
istrators and then another. It is no accident that postal service is 
one of the very oldest services of the government; it is as necessary 
and important as any government service you can think of. 

To us it still seems that the major problem is simple: The postal 
establishment and postal service—alone among all the services and 
operations of the federal government—are less efficient and de- 
pendable now than they were 20 years ago or perhaps even 30 years 
ago. Equipment and facilities have not only been allowed to gather 
the character of antiques, but relatively little has been done to face 
up to the possibility that the methods developed for handling mail 
in Ben Franklin’s day may not necessarily be the most efficient for 
this country at this moment. What thinking and testing of new meth- 
ods has been done has been done under the pressure of “reducing 
costs.” 

We have said before that cost reduction is a worthy goal, but that 
everyone—and especially the postal authorities—seems to have for- 
gotten that the first obligation is to provide prompt and efficient 
postal service to the country; not to reduce costs. 

The Postmaster General ought constantly to be demanding the 
necessary money from Congress to improve and speed up the service; 
it ought to be Congress’ function to worry about deficits and how to 
meet them. But in recent years postal officials have never talked 
about improving service as such; they have talked only about reduc- 
ing deficits. 

We need a postal policy that is clear and sensible. We hope Con- 
gress will get to work on it right now. 


Some Overdeveloped Figures 


We note that one advertising agency and its appliance manufacturer 
client have parted because of what our writer called big-plans-but- 
small-appropriations; and we rise to point out that, as with female 
bosoms, some ad appropriations turn out to be busts rather than 
buxom. 

The advertising appropriation has become so important a factor in 
selling within a manufacturer’s own family—in pepping up his own 
men, his distributors and dealers—that frequently it is given as 
much emphasis as the line itself. And naturally it is nice to tell your 
boys that a fantastically large amount of money is being put into 
advertising, so that this year about all the dealers have to do is make 
sure they have an adequate stock and the public will walk in and 
take the merchandise away from them. 

Unfortunately, dealers have long since learned to discount factory 
claims in this regard in the same way they have learned to discount 
some other factory claims (and in precisely the same way the factory 
has learned to discount dealers’ claims). So nobody is fooled for very 
long, and only harm is done by pulling big figures out of a non- 
existent hat. 


feur and the 


Gladys the beautiful receptionist 


—Lou Wiegand, American Machinist. 


“...80 she said, ‘Heck with the Rolls Royce. Who gets the chauf- 


Imperial?’ 


What They're Saying 


‘Gloom of Night!’ 

“I am compelled to regard the 
Post Office, next to Christianity, as 
the right arm of modern civiliza- | 
tion,” wrote Edward Everett a) 
century ago. | 

“Neither snow nor rain nor heat 
nor gloom of night stays these} 
couriers from swift completion of 
their appointed rounds” has been | 
the P. O. motto. 

But P. O. tradition had ignoble 
death this Sat., April 13—a black 
day in its history. The P. O. deliv- 
ered no mail, and announced that 
on April 29th third-class mail 
will be no longer delivered at all. 

Yet it had the sum of $449,000,- 
000 cash on hand to run the P. O.! 

Sabotage? Malfeasance? Incom- 
petency? Mutiny? Dictatorship? 
Feeble ethics? Misappropriation of 
public funds? Arrogance? 

The P. O. service nationally has 
been deteriorating for years. And 
now the public is sandbagged. On 
the birthday of Thomas Jefferson! 

Deficit? All government operates 
at a deficit! Government is for 
service... 


—Ad Sparks column in the Santa Bar- 
bara Ad-Clubber, issued by the Adver- 
tising & Merchandising Club of Santa 
Barbara, Cal 


Vermouth Is Here to Stay 

The tendency toward increasing- 
ly more gin in martinis has not 
alarmed vermouth men, for the 
drink has been gaining popularity 
faster than aridity. If overnight the 
amounts of vermouth presently 
used in martinis should mysteri- 
ously double, the nation would be 
dry of it in a few weeks. Actually | 
more vermouth is used today than | 
in prewar times when the bartend- | 
ers mixed them two or three to 
one. And one sip of straight gin is 
enough to reassure almost anybody | 
that vermouth in our time is not | 


| 


threatened with extinction. About 
the same amount of sweet ver- 
mouth as dry is sold in this coun- 
try, which may be explained by 
the fact that manhattans, with only 
half as many friends as the mar- 
tini, call for twice as much ver- 
mouth. 


“Esquire Drink Book,” 
Frederic A. Birmingham. 


Study of Motives 

I think I can best summarize the 
relationship between the proper, 
psychological study of motives and 
what is loosely referred to as moti- 
vational research by paraphrasing 
a statement by William D. Wells 
in a recent article. Let me put it 
this way: “It is as big a mistake 
to equate” the psychological study 
of motives with motivational re- 
search, or with projective testing, 
“as it is to equate carpentry with 
the use of a chisel. Most carpenters 
do use chisels from time to time, 
but they use many other tools as 
well—and, it is important to note, 
not all chiselers are carpenters.” 


—Dr. Jack N. Peterman, director, 
psychological research, The Buchen 
Co., Chicago, speaking before the Ad- 
vertising Club of Grand Rapids. 


Edited by 


No Trade Jargon 

What an editor wants in the way 
of press releases is not a National 
Newspaper Award winner, but 


| some good news copy with a good 
| lead that tells the nub of the story. 


We want the releases to be of- 
ficial and authoritative. Deal with 


| the facts of the story first. Also, 


don’t phrase your releases in the 
jargon of the trade, because the ed- 
itors won’t know what you're talk- 
ing about. Remember, in a press 
release, you are talking to the pub- 


| lic, not to yourselves. 


—Devon Smith, financial editor, Tor- 
onto Telegram, speaking at the 2nd 
annual public relations workshop of 
the Canadian Gas Assn. in Toronto. 
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Rough Proofs 


J. Walter Thompson Ltd., the 
world’s greatest advertising jour- 
nal reports, is Britain’s largest ad- 
vertising agency. 

Like Old Man River, it just keeps 
rolling along. 


“TvB presentation dramatizes 
faults of competing media.” 

Not even excluding an impor- 
tant member of the broadcasting 
family, radio. 


“Medic calls car fumes as cul- 
pable as cigarets in cancer,” the 
headline says. 

But in spite of that, you may 
expect sales of the filters to con- 
tinue rising. 


“Men and women are different,” 
insists the Ladies’ Home Journal. 

Mere men, along with those who 
advertise, exclaim, “Vive le dif- 
ference!” 


An ad listing all of the 732 au- 
dited business publications, out of 
a total of 2,000, was published by 
Hayden Publishing Co., which 
didn’t even mention that it pub- 
lishes Electronic Design. 


A new manual of media rela- 
tions issued by Marsteller, Rick- 
ard, Gebhardt & Reed will un- 
doubtedly be extremely popular 
among reps for comments such as 
this: 

“Media representatives’ time is 
as valuable as ours, and they 
should not be kept waiting.” 


Since July has been officially 
designated as National Hot Dog 
Month, it seems to be clear that 
the meat industry has finally giv- 
en up the hopeless task of trying 
to get the public to identify the 
product as wieners or frankfurters. 


“People want the finer things 
even if they cost more,” says Lar- 
ry Doyle, of the Edsel division. 

Some of them want the finer 
things because they cost more. 


A literary agent is inviting AA 
readers to submit their material 
through him. 

There must be at least a few 
frustrated novelists among the 
copywriters. 


“You can’t afford a divorce,” 
Commissioner Clad of California 
tells readers of the Post. 

It’s a lot simpler to hang on to 
your old spouse and your old in- 
stalment payments. 


“Cohen named for Dormin pills,” 
AA reports. 

And it’s the usual 8 to 5 he’s 
not expected to go dormant on the 
job. 


« 


Life and Better Homes are hav- 
ing an enjoyable kind of contest, 
to see which can break the present 
record for the most advertising 
revenue in a single issue. 
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CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


For the second time since 1950, The Philadelphia Inquirer has won a major award in 
one of the newspaper industry’s most demanding competitions—the 27th Annual 
Newspaper Typography Contest sponsored by N. W. Ayer and Son, Inc. Among 152 
newspapers in the more than 50,000 circulation class, The Inquirer was judged 2nd 
for “excellence in typography, make-up and printing.’’ The other winners were the 
Louisville Courier-Journal and The Christian Science Monitor. 


For The Inquirer, this is a proud moment. The newspaper field has tangibly recognized 
what Inquirer readers have been noting for many months: a high spirit of innovation 
has sparked the introduction of new type faces, more attractive layout and additional 


features—all designed to insure page-one impact on every page of an ever-improv- 
ing newspaper. 


This emphasis on quality is evidence of our conscious effort to provide readers with an 


always-interesting newspaper ...a newspaper that, every day, strengthens its domi- 
nant position through editorial vigor. 
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Now in its 24th consecutive year of total advertising leadership 


West Coost Representatives: 


DETROIT SAN FRANCISCO LOS ANGELES 
RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 

Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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*Monday through Friday, 7 am to 6 pm 
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NVENTED 
DAYTIME 


The trouble with television (back in 1950) was that nobody could get enough of it. 


The sereen lit up at night for an almost insatiable audience but went into virtually 


total eclipse in the daytime. 


Advertisers wanted more time than the night contained, but nobody knew whether 


the busy American housewife would sit still for daytime television. 


We thought she would —if you made it worth her while. We felt that better 


programming on a major network seale could light up a lot of sets. 


We felt that daytime television could enable advertisers to tap the concentrated 
purchasing power of America’s housewives at the moment they were planning the 
family shopping. And with the number of television homes increasing so rapidly, 


daytime television could bring new values to the advertiser. 
So we started turning day into night. 


Since 1950 the number of family hours of daytime viewing has increased six times 
and the dollar volume of daytime advertising has multiplied 38 times. In the 

same period, America’s housewives have spent nearly twice as many daytime hours,* 
and advertisers one-and-a-half times as many daytime dollars with CBS Television, 


as with our closest competitor. 


In 1957 CBS Television continues to deliver a larger average daytime audience, 
broadcast more of the most popular daytime programs, offer advertisers a 
lower daytime cost per thousand viewers, and carry a larger number of sponsored 


daytime hours than any other network with a full daytime schedule. 


This continuing expression of confidence in CBS Television is surely a direct 


result of our unique experience with television in the daytime. 


After all, we practically invented it. 


CBS TELEVISION 
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Hickerson Adds ‘True’ Duties 
Jack Hickerson, advertising 
manager of the Fawcett Men’s 
Group, New York, has been given 
the additional responsibility of co- 


FREE! ILLUSTRATED 


CASE HISTORY 
of a successful new product 
and how it was introduced 

Can national advertising on 
a limited budget actually 
make direct retail sales? 
Write on your letterhead for 
16-page booklet. 
Write Dept. P-6 
\ Donahue & Coe 
J “ \ 830 Merchandise Mart 
penne Chicago, Ill. 


quam 


% 


,ordinating advertising for True’s, dising, has returned to his regular 


Fishing Yearbvok, Hunting Year- 
| book and Boating Yearbook, 


| Kelly, Nason Names Two 

| John L. Fitzgerald, formerly 

St. Georges & Keyes, has 
Kelly, Nason Inc., New 

an account supervisor. 


with 
| joined 
| York, 


as 


| Kelly, Nason also has elected Wil- 
| liam 
|pervisor, a vp of the agency. 


McDermott, an account su- 


Pabst Names Kahler: Anthony 
Joins ‘American Weekly’ 
Richard E. Anthony, formerly 
general sales manager of Pabst 
Sparkling beverages, has resigned 
to join The American Weekly, New 
York, as vp in charge of merchan- 
dising. John Hultman, who has 


been acting director of merchan- 


|post of eastern manager of the 
supplement’s merchandising de- 
partment. 

Pabst has appointed Clifford 
| Kahler sales manager of Sparkling 
| beverages to succeed Mr. Anthony. 


Trading Stamps 
‘Benefit Only Stamp 
‘Companies: Chalek 


New York, April 23—“Trading 


For the past year-and-a-half he| stamps benefit neither retailer nor 


|has been a Pabst district manager. 


Delta Promotes Agents 

Delta Air Lines’ $200,000 ad pro- 
gram now under way headlines 
| the travel agent in ads describing 
the airline’s Millionaire Dream 
Vacation folders. Newspapers, 
|magazines and trade papers are 
on the schedule for a series of ads, 
;each emphasizing a different va- 
|cation destination. Burke Dowling 
Adams Inc., Atlanta, is the Delta 
agency. 


OWL THEATRE 
Mon-Wed 10:30 PM 
Sun-Thers 11 PM 


AVAILABLE 


consumer. The only ones who ben- 
efit are the trading stamp compa- 
nies. They offer nothing necessary, 
increase the cost of living and are 
merely middle men operating ex- 
|clusively for their own profit.” 

| That is what Sol Chalek, presi- 
| dent and founder of Associated 
| Food Stores, largest cooperative of 
| independently-owned food stores 
in the New York area, told the 
Merchandising Executives Club 
here last week. 


“Trading stamps are an expen-| 


San Franciscans are sold on KRON-TV 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 


Advertising Age, April 29, 1957 


;Sive gimmick that should be 
stamped out,” he said, in explain- 
ing how his stores, not his cus- 
tomers, are licking the stamps, by 
selling goods without the “addi- 
tional mark-up of 10% to 15% that 
merchants who use stamps have 
to get to stay in business.” 


s Some of his stores, however, 
have met trading stamp competi- 
tion in the past, Mr. Chalek said, 
by using a registered tape plan, 
instead of stamps, which custom- 
ers can redeem in cash or mer- 
chandise. That plan, he said, costs 
144%, compared with the 2% to 
3% that stores using stamps have 
to pay. 

Mr. Chalek said that he believed 
the stamp boom is waning. He 
quoted from a recent report pub- 
lished by Progressive Grocer 
which says that “trading stamps 
are entering a period of decline, 
although stamps are likely to con- 
tribute materially to sales increases 
here and there for some time to 
come” (AA, April 15). 

“The stamp handicap for most 
merchants,” Mr. Chalek said, “is 
that they cost 2% to 3% of sales, 
which, as the Progressive Grocer 
report points out, is more than 
double the average store rental, 
three times an average retail ad- 
vertising budget and nearly as 
much as the labor expense in the 
entire grocery department.” 

Commenting on trading stamp 
redemptions, Mr. Chalek said there 
are 400 trading stamp companies 
now operating in the U.S. and 
that their annual volume in 1956 
is estimated to have been $600,- 
000,000. Of that amount, he said, 
not more than 60% to 70% was 
redeemed, “which leaves 30% to 
40% of $500,000,000 simply pock- 
eted by the stamp operators.” 

Noting that Sperry & Hutchin- 
son, the country’s largest opera- 
tor, claims 95° redemptions, Mr 
Chalek said, “even if applied to 
the whole industry it would still 
leave a substantial sum over and 
above normal operating profit.” 


® Summing up his opposition to 
stamps, Mr. Chalek listed these 
points: 

1. Trading stamps increase the 
cost of doing business for the re- 
tailer and the cost of merchandise 
for the consumer. 


2. Only 13% of consumers buy 
in specific stores because of 
stamps. 


3. Trading stamp companies do 
not advertise products or services 
that help retailers but merely urge 
consumers to buy where they can 
get stamps 

4. A study made recently by 
Batten, Barton, Durstine & Osborn 
shows that 24% of those who save 
stamps said they switched patron- 
age to stores giving stamps or 
other premium credits, while 76% 
said they did not. 

5. Trading stamps represent a 
tax of 2% to 3% on retail business. 

6. Stores giving trading stamps 
have to mark up goods an average 
of 15% to cover costs. 

7. Consumers have to pay 25% 
to 30% more for most premium 
| merchandise they get by redeem- 
|ing stamps than they would pay 
|at a discount house. 

Associated Foods Stores was es- 
tablished by Mr. Chalek in 1942 
with 18 stores, capital of $3,600, 
and had sales of $236,000. In 1956, 
member stores totaled 280, capital 
was $3,200,000 and sales were $31,- 
000,000. . 


Welcome Hurry-Up Ads 
Newsweek has announced avail- 
ability of a “Fast Break Page,” 
an innovation in national adver- 
tising. The page will enable adver- 
tisers to get messages published 
in five days. Space orders must 
reach the magazine’s New York 
— by Thursday noon, with the 
| plate arriving by Friday noon, for 
publication the next Wednesday. 
Space is available at current rates. 
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j B the HERALD 
: _ Cops "em! 


amegailll BEST newspaper R.O.P. COLOR is 

in The Miami Herald. Winner of FIRST PRIZE in the 
sil =r” Annual “News Pictures of the Year" competi- 
: tion of Encyclopaedia Britannica and the National 
Press Photographers Association. 


Recent studies show that a full color ad is 
a 70% greater “stopper” than B/W .. . and the 
“sales pull" lasts four or five days longer. 
in The Miami Herald you're sure of ace-high color 
reproduction ... plus ace-high impact and saturation 


in Florida's $2-BILLION Gold Coast retail market. 


is in the spotlight 


Last year The Herald published 
1,100,445 lines of R.O.P, color 
advertising ; 


UP 63% over 1955 


Color means more business for you ‘ 4 
in Greater Miami and the Story, Brooks & Finley National Representatives 


Florida Gold Coast. New York © Chicago ¢ Philadelphia « Miami 
Cleveland ¢ Detroit e¢ Boston e Los Angeles 
Atlanta © San Francisco 
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Know this 
to sell the South: 


The SOUTH-a #48 BILLION market 
—is unique and different—different because it’s 
far more rural than the rest of the country. The 
South requires special attention by advertisers 
iil and a different kind of advertising strategy. 
oe In the 16 Southern states, 58% of all house- 
i holds and 48% of all retail sales are in C and D 
— counties. By comparison, in the 32 states outside 
ae the South, only 30% of all households and 28% 
of all retail sales are in C and D counties. 
Magazines which provide balanced coverage in 
states outside the South are inadequate in the 
C and D counties of the South. Your advertising 
needs a higher proportion of rural coverage to be 
successful in selling the South. 


are in 


The Progressive Farmer dominates the C and 
D counties of the South as no other magazine 
dominates a market of similar size. With 
1,330,000 subscribers and 5,300,000 readers, The 
Progressive Farmer fills a major gap in your 
Southern coverage when added to any list of mag- 
azines in which your advertising appears. 

Look at the chart below to see what happens 
in the South when The Progressive Farmer is 
added to a list of four of the biggest national 
magazines. 


= Rest of U.S. 
s 32 States outside South 


LIFE 
Saturday Evening Post 
= Ladies’ Home Journal 
| e Better Homes & Gardens 
a4 39 38 23 
per 100 households per 100 households 


The SOUTH 
16 Southern States 


= Combined Circulation per 100 Households 


The SOUTH 
16 Southern States 


The 
Progressive Farmer 
added to 

LIFE 

Saturday Evening Post 
Ladies’ Home Journal 
Better Homes & Gardens 


ai 38 
per 100 households 


CIRCULATION FIGURES BASED ON LATEST AVAILABLE COUNTY COUNTS. 


5,300,000 SOUTHERNERS READ 


PAUL HUEY, V. P. and Advertising Manager 
Birmingham 2 * Phone; 54-2571 
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Southern 


and 


WHAT ARE The SOUTH Rest of U.S. 


A,B,C and D COUNTIES? 


percent of sales percent of sales 
Nielsen classifies A counties as metropolitan areas earnganen gumercseet Nemes me 
of large cities. B counties have more than 100,000 in in in in 
population or are adjacent to metropolitan areas. ; 
Henne hase 0000 ts 10000) oot >D «| and D | Canad Gd  C ana d | a ana b 
counties have less than 30,000 population. counties | counties counties | counties 


Food Store Sales 5] 49 | 27 73 
= 56 | 4a 26 | 74 
Automotive Sales 49 5] 32 68 
| Gasoline Service Station Sales 45 55 35 65 
pornitre, Household and 54 46 23 77 
| per idle wave bonny = - fuga 42 58 as 54 
TOTAL RETAIL SALES 52 48 28 72 


RETAIL SALES FIGURES BASED ON SALES MANAGEMENT 1955 ESTIMATES. 


Your Progressive Farmer representa- for 48% of Southern retail sales. Contact the nearest 

tive is equipped to supply you with authentic data on cov- Progressive Farmer office below for full information. 

erage of A, B, C and D counties in the 16 Southern states 

by every leading publication in the country. It will pay Ask also for your free copy of “Magazine Readership in 

you to check your advertising list against these data to the Rural South”—the results of a comprehensive new 

make sure you are doing an adequate advertising job in the survey by W. R. Simmons & Associates Research. It’s 

rural South. Remember, most of the people of the South packed with new facts on readership, preference and dupli- 

live in C and D counties and these counties are responsible cation, plus market measurements helpful to advertisers. 

OSCAR M. DUGGER, V. P. and Western Advertising Manager DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH * MEMPHIS 
Daily News Bidg., Chicago 6 + Central 6-3400 250 Park Ave., New York 17 + Yukon 6-7520 DALLAS + SAN FRANCISCO + LOS ANGELES 
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Reestablish Contact with Audience, 
Upgrade Shows, Radio-TV Gals Told 


(Continued from Page 1) 
also hold “considerable disdain for | 


the content and treatment of these | 
serials.” 


® In making his point, Mr. Haus- | 
man disclosed that he had sent a 
questionnaire to 243 AWRT mem-| 
bers which listed 10 daytime se- 
rials and the names of 20 charac- 
ters appearing in them. Respon- 
dents were asked to match the 
characters to the program. A total 


of 205 replies (84%) were re- 
ceived. 
Half of the respondents sent 


back the questionnaire without any 
fill-ins. The average correct an- 
swer total for those attempting 
a score was 3.3 out of a possible 20. 
Only 10% got five or more ques- 
tions right, he said. | 

“Some knowledge of these pro- 
grams and some understanding rd 
what goes on with them is impor- | 
tant in your work,” Mr. Hausman | 
said. “By being the type of people | 
you are, you are missing your op- 
portunity to be the authorities in 
your companies on the attitudes 
and emotions and desires of the 
people who, it is wrongly assumed, 
are your sisters under the skin— 
the people who constitute by far | 
the largest market for goods in) 
this country.” 

He continued: “However, no 
matter how unlike her you are— 
in business, you are her spokes- 
man. You are assumed to under- 
stand her and to be able to inter- | 
pret her. No one really cares that | 
your background, the way you | 
spend your time, your associates, | 
your interests are completely dif- 
ferent from hers. You're both wo- 
men, aren’t you?” 


se Mr. Hausman advised AWRT 
members to reacquaint themselves 
with the majority of women by 
visiting supermarkets, churches 
and maternity wards; by reading 
popular magazines and comic 
strips; by listening to daytime 
dramas on radio, and going to 
American rather than foreign 
movies. | 

He urged his audience to talk to 
their prospective customers and 
listen closely to what they have to 
say, despite the risk of being 
bored. “And no matter what, you 
mustn’t look down on her,” he said. 
“She can recognize insincerity fas- 
ter than lightning. 

“The sooner you stop playing by 
ear and start taking lessons, the 
sooner you will increase your use- 
fulness in your business activities,” 
Mr. Hausman said. 


es Mr. Bernstein, on the other 
hand said, of women’s service 
shows: “Your problem is really 


very simple. 
“The only thing wrong is that 
the kind of show most of you are 


LOOKING 
FOR US? 


We can manufacture a few 
more magazines because of 
our re-equipment program. 
Ideally located for distribu- 
tion in the Eastern half of 
the U.S. 

With over a century of ex- 
perience, we have the know- 
how and the plant for com- 
plete large scale production 
of your periodical printing 
from layout to mailing. 


Box 572, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


putting on the air is basically just 
about the same kind of show you 
were putting on 20 years ago. 
“You haven’t changed, but all 
the competing stuff going out over 
the air has. You're still playing a 
one-man band, while everyone else 


is giving out with full orchestra. 

“You need help. You need better 
program planning. Better writing. 
Better material. Better and more | 
elaborate props on the tv shows. | 
More careful rehearsais. And 
probably fewer commercial prod- 
ucts to plug per 5- or 15-minute 
segment.” 


# Mr. Bernstein said that more 
money would be needed to accom- 
plish these things, and admitted | 
that getting the extra funds would 


be no easy job. But, there is no 
other choice, he said. 

“You either get the money and 
the attention that enable you to 
compete successfully with all the 
other stuff that’s pouring into the 
homes of your potential listeners, 
or you get pushed off the air,” he 
said. 


s Women today have just as much 


or more interest in the type of in- 
formation that is presented on 
service programs, Mr. Bernstein 


Advertising Age, April 29, 1957 


said. But, he added they are “tired 
of the same old tired, unappetizing 
way in which too much of it is be- 
ing dished up. 

“What you’ve got to do, individ- 
ually and collectively, is get your- 
selves out of the bargain base- 
ment,” he said. “That, I think, is 
the basic trouble with most wo- 
men’s service shows. 

“You have built up an image for 
yourselves of being cheap and sim- 
| ple. You are down in the bargain 
| basement of the broadcast store, 


information in these 
| | TI Nation’s Business| 


_ market-data publications 


CORPORATE PERSONALITY 


Reports type of operation, annual sales volume, 
and purchasing plans for store modernization, 
lighting, office equipment, trucks, etc. 


A SURVEY OF 
BUILDING MATERIALS DEALERS 


A STUDY OF 
SCHOOL BOARD OFFICIALS 


Reports on the growth of school systems and the 
plans for new buildings, modern lighting, heating 
equipment, etc. 


A pilot study which explores businessmen’s rat- 
ings of the public-relations activities of other 
businessmen. Answers some questions concern- 
ing public relations in several areas: stock- 
holders, dealers, suppliers, customers, em- 
ployees, and others. 


A SURVEY OF 
2000 OFFICE EQUIPMENT DEALERS 


This study reports on the operation cf office 
equipment dealers, their sales volume, their 
methods of selling, the brands they sell and other 
aspects of their business. 


A SURVEY OF 
3000 BANKING OFFICIALS 
Explores the buying plans of large and small 
banks and studies the business, community and 
social activities of their officials. 


These Nation's Business publications have been of value to many 
businessmen and advertising men. You are invited to check 
the list and send for whatever studies might be useful to you. 


Nation’s Business has 8008 subscribers in 71 of the 77 U.S. 
companies with more than $1 billion in assets . . . and 5256 in 
31 of the 33 companies whose sales exceed $1 billion annually. 
Behind each publication stands the authority of Nation's 
Business—the magazine for business owners. Nation’s Business 
blankets the vast business market. Of its 779,000 subscribers, 
550,000 are owners, partners, presidents or stockholding ex- 
ecutives in manufacturing, banking, retailing, wholesaling, 
construction, transportation, every type of business nationwide. 


Many magazines are aimed at “management men,” but Na- 
tion’s Business covers business owners and stockholding, own- 
ership-motivated corporate executives. Because these men 
represent an unusually productive market for sellers of prod- 
ucts, services and ideas, Nation’s Business advertising linage 
keeps going up. Linage for January-April 1957 is up 18.9% 
over the same period of 1956. Action in business results when 
you advertise in Nation’s Business. 


Nation’s Business also provides thorough penetration of the 
top echelons in big publicly owned corporations. For example, 
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along with the less inspired disc|certain markets with traditional; radio, because they do not fit the; and detail which makes them es-| majority of the respondents felt 
basic needs of radio listening as it| pecially suited to this kind of| that a writer is a writer, regardless 


jockeys. And it won’t work any | women’s service personalities . . . 


longer.” 


® Mr. Bernstein based his state- 
ments on replies from 13 of 20 ex- 
ecutives queried on various phases 
of the advertising and broadcast- 
ing business. 

Following are some of the com- 
ments received on women’s shows: 


“Women’s service programs in 


quantity are dying out, except for! 


” 


| “I have grave doubts about the 
|effectiveness of these programs, 
| which more often than not are dull 
jas slate and may well be dying 
}out...” 

“Rating-wise, women’s pro- 
grams on tv have not been able to 
hold their audiences. Our experi- 
ence with them has been very 
poor...” 


is today in relation to tv, maga-| work. 


zines and newspapers .. 


® The questionnaire also revealed 
| the following views: 

e The two principal reasons why 
there are many more women time 
buyers with agencies than men are 
(1) that women will work for less 
than men and (2) that women 


“They are a thing of the past in| have a natural capacity for care e In the copywriting field, the) were 


|of sex. 


|e Some respondents felt that in| e On the question of who makes 
| future, more women will hold more the most effective pitch for a prod- 
responsible jobs such as agency uct being sold on the air—men or 
radio-tv director or media direc- women—most of the respondents 
tor. However, they indicated if this | agreed that it is impossible to gen- 
happens women will have to de-| eralize, and that the individual and 
velop thicker skins. Other respon-| the product, not the sex, make the 
dents expressed doubt that women difference. 
will get many of these jobs. F 

s Listed as top male pitchmen 
Arthur Godfrey, Garry 


A STUDY OF 
MUNICIPAL BOARD OFFICIALS 


Reports on the growth of civic expenditures and 
the influence of municipal board members upon 
these expenditures. Also shows the assessed 
property values and the operating budgets of 


the communities in the survey. 


A SURVEY OF 
2000 AUTOMOBILE DEALERS 


Reports volume, methods of operation, and buy- 
ing plans of dealers in large and small cities 


throughout the country. 


779,902 PAID CIRCULATION (A.B.C.), including 75,154 exec- 


utives of business members of 


Commerce and 704,586 businessmen who have personal 


subscriptions. 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, WY. 


Washington + Chicago * Philadelphia + Detroit + Cleveland 
Los Angeles * San Francisco 


Reports ty 


PERSONAL CHARACTERISTICS OF 
NATION'S BUSINESS SUBSCRIBERS 


Here is a profile of Nation's Business readers— 
their homes and what is in them; their personal 
buying plans ; their sports, social and community 


activities ; their business positions. 


A SURVEY OF 
2000 HARDWARE DEALERS 


of operation, annual sales volume, 
number of employees. Also active purchasing 
plans for air conditioning, store fixtures, store 
modernization, and many other things. 


A SURVEY OF 
2000 ELECTRICAL APPLIANCE DEALERS 


Shows size of operation, number of employees, 
annual sales volume. Also indicates active buying 
plans for air conditioning, store fixtures, flooring, 
walls and partitions, many other things. 


CONDENSED DATA 
ABOUT NATION'S BUSINESS 
Succinct facts about the market covered by 
Nation’s Business; its editorial concepts; the 
responsiveness of its readers; its value as an 
advertising medium. 


Moore, Art Linkletter, Dave Gar- 
roway, Steve Allen, Ernie Ford, 
| Bill Lundigan, Don McNeill, Nel- 
son Case and Dick Stark. 

| Best women salesmen were 
given as Betty Furness, Arlene 
Francis, Julia Meade, Ruth Lyons, 
Barbara Britton, Carmelita Pope, 
Mary Costa, Fran Allison, Mary 
Margaret McBride and Bess Myer- 
| Son. 

|@ Virgil A. Lynch Jr., director of 
public relations, MacDonald-Cook 
Co., South Bend, listed four ways 
| to improve publicity material (free 
plugs) for use on radio and televi- 
sion stations. Tons of publicity ma- 
terial are thrown away daily be- 
cause most of it is so bad, he said. 

Techniques to improve material, 
he said, are: Provide homemaker 
show talent with good material; 
build quality into the material 
which can get favorable reaction 
from a sponsor; keep the personal- 
ity of the talent in the show (live 
demonstrations are better), and 
give the show cast something it can 
merchandise to its audiences. 

“By not providing radio and tel- 
evision with merchandisable and 
salable material, the pr profession 
is gradually cutting down the 
number of stations which have 
women’s programs and, in doing 
so, cuts its own opportunities for 
broad publicity,” Mr. Lynch said. 

He described merchandisable 
publicity as “publicity which is 
designed to make it easier for sta- 
tions to develop more revenue 
through greater listenership, at the 
same time giving the publicity 
man his damnable plug.” e 


Fulton, Morrissey Names Two 

Fulton, Morrissey Co., Chicago, 
| has appointed Leonard F. Hilts and 
|Richard Snow account executives 
in its public relations division. Mr. 
| Hilts, author of the history of air- 
| mail service, “Jennies to Jets,” and 
formerly with Popular Mechanics, 
| will work on U.S. Gypsum pr. Mr. 
Snow, formerly public relations of- 
ficer for a Chicago rebuilding or- 
ganization, will work on Harnisch- 
feger Homes pr. 


Population in City and 
Retail Trading Zone 218,281 


LA CROSSE TRIBUNE i the onty deity newspeper serving 
the vest, isolated Western Wisconsin merket, remhed third 
onhy te Milwowkoe ond Modtson 
97% Coverage in La Crosse County 
Circ utetion of over 33.0005! « Bilton Merket 
UNDUSTRIAL EXPANSION 
1 Increased production. employment torecest” 
2 Treme Co. hes $13 Million Expension ender 


the National Chamber of 


NATION'S BUSINESS, 711 


Your market-data publications sound interesting. 
Please send me a copy of each of Numbers 


Third Avenue 


, New York 17, N.Y. 


wey 

- = 

6 Born len Oe 

5. M.S. P. plone $1.5 Million in Le Crosse expen 
won 


Name 


6. $500,000 Regions! State Office building 
pleaned 


7 $3.8 Million merked for Deirylend building. 
8 Morthers Plestice te build $150,000 plent 


Position 
Firm_ 
Address 
City 


= Tone_ 


9 let Nerene! Bem busidemg $400 000 structure 
10. Tribune orders $500,000 high speed color press. 
11. Mew industeies contemplating moves te Le 


12. Tribune ROP color im ite T1th peor. 
Ideal Test Market 
Le Crease 4 140 melon trom the meerest mero sew ipeper 
inftwence; Le Crosse 


y Comeume wpendeble ncome 
per howsehold, $5,703.00, industria! ond egrculture! de 
tributes 


"S46 Revell Seles up $2 Millien—Tote! $42,290,000.00! 


The Bu Crosse Tribune 


Getting Better All the Time . 
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| Within the next few months, the 
|ninth in a series of reports will be 
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FIVE CENTS 


Dailies Using 
Photocomposition 
Trebled in ‘56 


New York, April 24—Steadily 
increasing costs of production con- 
stitute the major problem of the 


|issued on “The Preparation of En- 
| graving and Duplicating Materials 
for Run-of-Paper Color Printing.” 

The department also has a new 
service on spot color ink formulas. 
By this service, newspapers can 
supply either a proof, color swatch, 
or manufacturer’s number to the 
mechanical department, and it will 
convert that material into a for- 
mula based on ANPA-Four A’s 


newspaper business. 

Moreover, the mechanical com-| 
mittee of ANPA reported, “far too} 
many mechanical departments of 


ANPA Meeting 


—Mechanical— 
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Irrigation Boom Reaches 
Nebraska Irrig a 
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State’s Oil Production Reaches Record Flow 
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Yes, there’s oil, too, in the dynamic $2.4 Billion-dollar 
market covered by The Omaha World-Herald. 


Read by 3 out of 5 families in Nebraska 


' Omaha 
World-Herald 


252,598 Daily 263,674 Sunday 
ABC, 12 Months Ending March 31, 1956 
O'Mara & Ormsbee, National Representatives 
New York * Chicago + Detroit + Los Angeles 
San Francisco 


standard ink mixing and blending 
system. Newspapers which have 
used the service have indicated 
that it is accurate and helpful in 
producing more uniform, high 
quality run-of-paper color print- 
ing. 


® As an indirect service to ANPA 


| newspapers are operated today by members, the mechanical depart- 
the same rules and planning used|™e®t reported, it has been called 


30 years ago.” 

Publishers, the committee de- 
\clared today, must use the same 
|}honest study they give to income 
| problems. “Study work simplifica- 
tion and all the frills you have in 
|your operation,” it urged. “What 
| you ask the shop to produce is the 


| biggest cost factor in your opera- | 


| tion.” 
| The ANPA mechanical depart- 
|ment, in its annual report, empha- 
sized that in order to combat rising 
}costs, “publishers and _ business 
managers, in addition to produc- 
tion executives, must acquaint 
| themselves with the solutions other 
/newspapers have found to similar 
| problems.” 


s During 1956, it reported, the de- 
partment answered 700 individual 
jrequests for information from 
;}member newspapers. Many times 
| it was necessary to query a repre- 
|sentative cross-section of newspa- 
| pers with similar problems to find 
| the answer. 

| During the year, inquiries from 
| members led to compilation and 
| publication of four special ANPA 
| reports, two were issued on news- 
papers setting less than 11%-pica 
columns and on printing on 60” 
newsprint rolls or smaller. 

| A third was devoted to a dis- 
| cussion of the nine-column format 
}and its use. A new and up-to-date 
lreport is now being printed, so 
|publishers will have all the facts 


javailable on these means of re-| 


ducing production costs and in- 
creasing productivity. 

Specia! attention has been given 
by the department during the year 
to photocomposition. On June 1, 
1956, there were 12 newspapers 
using photocomposition. Since then 
the number of machines in use has 
grown to 35. The department is 
preparing a new report on photo- 
composition, covering all of these 
installations. 


on frequently to consult with ad- 
| vertising agencies preparing r.o.p. 
|color art and duplicating material 
for insertion in newspapers. 


—Trattic— 


' 


® Highlights of the ANPA traffic 
committee report focused attention 
jon rising transportation costs. 

| Mounting transportation costs, 
| the committee warned, are chang- 
ing the economic life of many 
communities and might well justi- 
fy attention of individual mem- 
bers. 

The average of all transportation 
costs for all newsprint mills is in 
excess of $20 per ton. 

High freight rates are partly re- 
sponsible for several mills’ limit- 
ing their sales areas and is influ- 
encing the switching of business 
from railroads to trucks and wa- 
terways. 

Piggy-back service is yet to be 
provided for newsprint, but the 
ANPA traffic department is in- 
vestigating extension of this serv- 
ice to include newsprint. 


® The ANPA traffic department 
| reported: 

Motor carriers cut costs for 
newspapers because they can quote 
rates for delivery direct to pub- 
lishers’ plants, instead of to rail- 
head, where additional costs mount 
up for hauling. 

Inadequate U S. supply of box 
cars caused a shortage in Canada 
|during the past year, but ANPA 
was able to obtain substantial re- 
lief. 

Reduced rates on carload ship- 
ments of paper winding cores have 
now been approved by all railroad 

| rate-making territory jurisdictions. 


Jules Thompson Adds One 

| Jules E. Thompson Co., San 
Francisco, has been appointed 
western advertising representative 


and Western lowa 


s Publishers were urged to attend| for Wholesale Grocer News, pub- 

the 29th ANPA mechanical confer-| lished by Verst Publishing Co., 

ence June 10-12 at the Morrison | Chicago. 

Hotel, Chicago. Registration is ex- 

pected to exceed 1,500. So far, 125! Court Elected Exec VP 

exhibit booths have been reserved Donn R. Court, who recently was 

for displaying latest newspaper| named general manager of Cal- 

equipment. ifornia Outdoor Advertising Co., 
During 1956 the department pub-| has been elected exec vp and a di- 

lished 38 bulletins, a new record. | rector. 
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for heaven's sake, 
go back and tell them 
there’s only ONE way 
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There's no ethereal explanation needed here. It’s a 
down-to-earth fact that THE ELIZABETH DAILY JOURNAL 
gives you a definite sales advantage in this 

wealthy Elizabeth and Union County (N. J.) market. 


Things like bigger coverage to help you do a better selling job. 
More coverage than both the other two papers combined, 
You get rewarding “in the home” coverage, too, 

among readers with a Consumer Income Per Household of 


$8,972 . . . over 58% above the national average! 


Yep, this measures up as a golden sales opportunity, 

no matter what you have to sell. And THE ELIZABETH 
DAILY JOURNAL is the “gateway” to this challenging 
sales paradise. Come on in! 


50,000 PLUS Circulation/ ROP SPOT and FULLCOLOR sane, 8 
? Elisabeth Daily Journal ELIZABETH F, NEW JERSEY i 
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24 
Fink Moves to Chicago 


— head of the art department in 


Sam Fink has been named vp the Chicago office of Young & Ru- 


Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 

upon request. 


THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO S 


| bicam. Mr. Fink, an art supervisor 
= Y&R’s New York office since 
11955, succeeds William Johnston, 


| who resigned. 


|Philip Morris Elects Greene 

Philip Morris Inc. has eiected 
|Roger Greene, advertising direc- 
tor, vp of advertising. 


Every weekday 22 different 
local shows attract listeners to 
«cess Radio, San Francisco... 
more than to any other station! 


|(with 50 mentions, 


Packard Book Is _ 
Searching Probe — 


of Motivationists 


(Continued from Page 2) 
tions (“The Engineered Yes”) and, 
finally, the over-all cultural cli- 
mate (“The Packaged Soul”). 


® Recounted here are many of the 
depth studies conducted in the past 
five years to determine consumer 
attitudes toward a product. Those 
who figure prominently in these 
accounts are Dr. Ernest Dichter 
the most 
quoted .source), Louis Cheskin, 
James M. Vicary, Pierre Martin- 
eau, Social Research Inc., Ed Weiss 


and McCann-Erickson. 

“The Hidden Persuaders” is a| 
thoughtful book. While it consists 
mainly of a description of the 


“subterranean operations” of the 
“depth boys,” it also contains an 
indictment and a plea for restraint. 

Mr. Packard is disturbed by 
what he calls the “Orwellian con- 
figurations of the world toward 
which the ‘persuaders’ seem to be 
nudging us.”’ He charges that some 
of the “persuaders” seem “to fall 
unwittingly into the attitude that 
man exists to be manipulated.” He 
feels that the widespread use of 
motivation analysis to mold opin- 
ion raises important moral issues. 


s Specifically, Mr. Packard asks 
what is the morality of: 


e “Encouraging housewives to be 
non-rational and impulsive in buy- 
ing the family food?” 


e “Playing upon hidden weak- 
nesses and frailties—such as our 
anxieties, aggressive feelings. 
dread of non-conformity, and in- 
fantile hangovers to sell prod- 
ucts?” 


e “Manipulating small children 
even before they reach the age 
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Emanuel Hochman, Vice-President and General Sales Manager, Bulova Watch Co., tells how: 


“‘We put radios into the diamond business!’’ 


“We've put Bulova Radios into 17,612 jewelry stores — and 


captured a large share of the radio business! 


“But we couldn't have done it without Air Express! 


“Parts come from 180 different suppliers via Air Express 
for assembly. Production schedules are always tight — Air 
Express gives us valuable leeway which we regularly need. 

“In fact, we often make use of Air Express to deliver 


CALL AIR EXPRESS 


—___ & AirExpress 


finished radios to our retail outlets. 


And we never miss a date. 


“Air Express took our new business ‘off the ground’ — 


keeps us the fastest-growing radio company in America! 


“Yet, most of our Air Express 


shipments cost less than 


with any other complete air service. 10 Ibs., for instance, 
New York to Jacksonville, Florida, is $4.42. It’s the lowest- 


priced complete service by $1.32!" 


yx 


30 YEARS OF GETTING THERE FIRST via | .S. Scheduled Airlines 


. division of RAILWAY EXPRESS AGENCY 


Advertising Age, April 29, 1957 


where they are legally responsible 
for their actions?” (Here Mr. 
Packard is thinking of a Weiss & 
Geller depth study done for Toni. 
It is described earlier in the book.) 


e “Treating voters like customers, 
and child customers seeking father 
images at that?” 


e “Exploiting our deepest sexual 
sensitivities and yearnings for 
commercial purposes?” 


e “Developing in the public an 
attitude of wastefulness toward 
national resources by encouraging 
the ‘psychological obsolescence’ of 
products already in use?” 


e “Subordinating truth to cheer- 
fulness in keeping the citizen 
posted on the state of his nation?” 


Mr. Packard suggests that these 
questions are serious enough to 
concern such groups as the Adver- 
tising Research Foundation, Pub- 
lic Relations Society of America, 
Social Science Research Council 
and the American Psychological 
Assn. 

He proposes that these bodies 
“develop codes of ethics that would 
cover the kind of cooperation that 
can be condoned and not condoned 
in working with the people-man- 
ipulators.” 


s Mr. Packard says he recognizes 
the “important and constructive 
role” played by advertising in our 
society. He is willing to concede 
that “some pushing and hauling of 
the citizenry is probably necessary 
to make our $400 billion-a-year 
economy work.” He believes, how- 
ever, that the “symbol manipula- 
tors” have gone too far in the di- 
rection of push-button control of 
the human mind, a la Pavlov’s 
dogs. 

He notes that people can always 
“choose not to be persuaded,” pro- 
vided they are aware of what is go- 
ing on (and he hopes his book will 
contribute to the general aware- 
ness), but he adds as a parting 
message: 

“It is no solution to suggest that 
|we should all defend ourselves 
| against the depth manipulators by 
| becoming carefully rational in all 
jour acts. Such of course not only 
is visionary but unattractive. It 
| would be a dreary world if we all 
|had to be rational, right-thinking, 
non-neurotic people all the time, 
;even though we may hope we are 
| making general gains in that di- 
| rection. 


s “At times it is pleasanter or eas- 
lier to be non-logical. But I prefer 
| being non-logical by my own free 

will and impulse, rather than to 
| find myself manipulated into such 
| acts. 

“The most serious offense many 
of the depth manipulators commit, 
| it seems to me, is that they try to 
|invade the privacy of our minds. 
It is this right to privacy in our 
minds—privacy to be either ra- 
tional or irrational—that I be- 
lieve we must strive to protect.” e 


Baby Talk Inspires Name 
for ‘Wobes for Wee Men’ 

Roytex Inc., robe manufacturer, 
New York, has resorted to baby 
talk in naming its new division of 
robes for little boys. ““Wobes” was 
decided upon as a simple, easy-to- 
remember brand name that would 
say both “robes” and “little boys” 
at the same time, have special ap- 
peal to mothers and lend itself well 
to an advertising campaign. 

Four b&w half-pages are sched- 
uled for the New York Times Mag- 
azine this year, starting Sept. 8. 
The first ad shows a towel-clad 
|little boy asking “Where’s my 
wobe?” and then shows him hap- 
pily togged out in one. The copy 
reads, “Have you seen a cuddly lit- 
tle robe around? Feels like Mom’s 
hug. Looks like a_ color-striped 
cloud. It’s a Wobe. . .designed only 
for fashionable fellows who wear 
sizes 2 to 7.” David J. Mendelsohn 
| Advertising, New York, is the 
| agency. 
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engineering the invisible 


Air--invisible, vital air—is today far more than a neces- 
sary ingredient for life. Automatic factories operate on air 
power. Giant industries have been created just to condition it 
for human comfort and health. A massive part of our transpor- 
tation system is supported by it. And our national defense de- 
pends on it. 

The engineers behind these air-employing industries depend 
on MACHINE DESIGN in their development work. 

Reason: MACHINE DESIGN gives engineers information 
that helps bring design ideas to life. They read it, use it con- 
stantly. 

Result: Reader action. A sweeping increase in MACHINE 
DESIGN'’s service to readers--stepping up from 12 to 26 issues 
per year—-has increased inquiries per issue 214 times. Adver- 
tising readership averages as much as 55% greater. 


It's a powerful combination 


You can always look to 


MACHINE DESIGN 


for outstanding readership 


a |PENTON | publication 


Penton Building / Cleveland 13, O. 
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Ft al . ~ | 
Contract Delivers the general manager of WGR and 


” es. | Bernard from WOR, Hyatt 


‘from D’Arcy Join KTVI-TV 


Joseph Bernard has resigned as 


WGR-TV, Buffalo, and as a vp of 
\\ |WGR Corp., operator of the two 
| lstations, to join KTVI-TV, St. 
Louis, as vp, general manager and 
|director. The station began opera- 
tion on vhf Channel 2 April 15 


on uhf Channel 36. John I. Hyatt 
has resigned as an account super- 
visor of D’Arcy Advertising Co., 
St. Louis, to join the tv station as 
national and local manager. The 
station, which will operate daily 
from 2 p.m. until midnight for the 
next several weeks, has signed 
contracts with Anheuser-Busch to 
telecast 62 St. Louis Cardinals’ 


ae | away-from-home baseball games. 


son do 


The Boston 


FIRST IN TOTAL aio, ' ADVERTISING FOR 30 CONSECUTIVE YEARS jane WOR-TV temporatiy. WUR 


George F. Goodyear, president 
rald- Traveler of WGR Corp., will assume the 


duties of general manager of WGR 


Corp. is being sold to Transcon- 
'tinent Television Corp. of Buffalo 


Represented nationally by George A. McDevitt Co., Inc., New York * Chicago + Philadelphio + Detroit + Pittsburgh in a $5,000,000 deal. 


Give your Newspaper ads a 


COMMANDING ADVANTAGE... 7 


VESsTCtBrearry 


If Shakespeare wrote your copy and Rembrandt did your art, your newspaper advertisement 
would still be no better than the printing plates that you mail to the newspapers. 


It's foolish to spend your money for top-quality talent if your ad lacks top VISIBILITY 
and fails to show up favorably against your competition. 


If you specify Reilly PLASTICTYPES* —the finest of all plates for newspaper reproduction— 
you are practically assured of a VISIBILITY dominating the page, because of the exceptional 


uniformity, legibility and halftone brilliance of ads reproduced from Reilly PLASTICTYPES. 


EVERY REILLY 
PLASTICTYPE 
MAILED TO NEWSPAPERS 
IS THE 
SAME TOP QUALITY 
FOR THE 

SAME PRICE — 
AND IT'S ALWAYS 
DELIVERED ON TIME 


@ Reilly is the only electrotyper in the industry employing skilled ev 
that every PLASTICTYPE meets rigid precision standards. 


veravers 10 Assure 


f0 
molding—for making PLASTICTY PES. Available to no other plastic plate 
maker, Duramatrix was developed as a result of Reilly’ 


” = a , 
@ Reilly is the only electrotyper using Duramatrix—the key to high-fidelity 
S extensive investments 
in research and engineering 


@ Reilly is the only electrotyper who guarantees that every PLASTICTYPE is 


routed to a minimum depth of O55” im all ¢ pen area 


Let us prove our statements by showing you a set of tear-sheets from 
a recent national campaign 


REILLY ELECTROTYPE DIVISION 
SOS E. 45TH STREET, NEW YORK 17, N.Y. 


after having operated previously | 


Advertising Age, April 29, 1957 


‘56 Strikes on 14 


Dailies ‘Produced 
Nothing,’ ANPA Told 


New York, April 25—Newspa- 
per publishers plainly indicated 
today their impatience with news- 
paper unions. 

A report submitted to the con- 
vention of the American Newspa- 
per Publishers Assn. declared that 
14 newspaper strikes last year 
“produced nothing.” It added that 
strikes in the last five years “have 


ANPA Meeting 


been disastrous for employes, as 
proved by 20 International Typo- 
graphical Union walkouts that 
forced 13 of 20 publishers to con- 
tinue without that union.” 

The report said the ITU has lost 
contracts with 79 newspapers in 56 
cities in the past 12 years “by in- 
sisting on a strike instead of arbi- 
tration urged by ANPA.” 

Unions were openly warned by 
the ANPA report to cease their op- 
position to new processes of pub- 
lishing. “The record shows that 
new processes cannot be stopped, 
although they are often delayed by 
unions,” the report declared. 


s “Union opposition,” continued 
the report, “is based on a fear of 
losing jobs. But jobs are lost when 
newspapers are killed by strikes 
or debts. Indeed, many papers have 
more jobs than men, which means 
costly overtime—to the detriment 
of the public and the paper.” 

In 1956, according to the report, 
there were 67 arbitrations and 14 
strikes. “The slight decline in ar- 
bitration last year accompanied by 
an increase in strikes (80 arbitra- 
tions and 9 strikes in 1955) shows 
greater unrest. But the net result 
is a permanent loss by unions that 
preferred strikes over arbitration.” 

The report said the number of 
union contracts on file dropped 
from 1,445 to 1,369 last year. 

“The decrease was caused by 
the large number of ITU contracts 
not received because that union 
demanded representation of em- 
ployes engaged in work performed 
or claimed by members of other 
unions or men free of any union,” 
the report said. 

“The insistence of ITU repre- 
sentation claims,” the report said, 
“ignores the operating differences 
that exist between individual 
newspapers and long-established 
work practices based on efficiency, 
economy and experience—plus 
conflicting representation claims 
of other unions.” 


s The report also said that the 
“substantial number” of contracts 
bearing ITU language without 
modification was “proof of ITU re- 
sourcefulness. 

“That union knows it is legally 
restricted in bargaining by reason 
of its status before NLRB under 
the Taft-Hartley Act, with which 
it is not in compliance, and that it 
runs a risk of a contempt pro- 
ceeding if it can be shown that it 
failed to bargain in good faith and 
used coercive methods to compel a 
publisher to agree to its demands.” 


_Nemarow Gets Glassblowers 


The American Scientific Glass- 
blowers Society, Wilmington, Del., 
which plans to publish a_ bi- 
monthly called Fusion, has named 
the Nemarow Advertising Agency, 
Vineland, N. J., to handle adver- 
tising and public relations. Ne- 
marow will promote the maga- 
zine. 


Blake Enterprises Sold 

Wondsel, Carlisle & Dunphy, a 
new New York film producer, has 
purchased the facilities and stu- 
dios of George Blake Enterprises, 
1600 Broadway, New York. 
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Advertising Age, April 29, 1957 
Hik p . . tising director marketing manag-, 

ike Price of Magazines, Sunday | e:'*: sc'ssa'insicatea previousiy. 
Newspaper to $1, 


(Continued from Page 2) | 

One approach to the prob-| 
lem, he said, may be for the 
client to run a good ad several | 
times. “It is possible for an 
agency to improve its net in- 
come from a schedule that re- 
peats the insertions of worth 
while advertisements.” 

Mr. Barton suggested that, 
advertising managers of com- 
panies have an opportunity for 
greater stature by becoming 
marketing managers. Such men, 
he said, would have “general | 
direction of the marketing cam- 
paigns of companies, drawing 
on various independent service 
organizations to provide the 
special services required. 


s “Under this conception, the 
advertising agency could have 
as its mission the production 
and placing of advertising. Its 
advertising campaigns would 
fit into the marketing concep- 
tion or strategy developed by 
the advertiser’s marketing di- 
rector.” 

In a talk scheduled for to- 
morrow, Mr. Barton says he | 
would not be surprised to see 
“6,000 agencies by 1965, placing 
some $6 billion of business and 
employing approximately 60,000 
persons.” 

Smaller agencies, he will add, 
have two alternatives. They can 
“concentrate all their efforts on 
advertising, so they remain spe- | 
cialists in advertising and do 
not pretend to be anything else, 
or they can associate with or 
merge with other agencies to 
acquire the manpower and fa- 
cilities they need to compete on 
a more equitable basis.” 

Specialists in advertising can | 
be assured that “the transform- | 
ing imagination of the copy- 
writer will always be a para- 
mount function in advertising.” 
Non-specializing agencies can 
gain stature by joining “such 
groups as advertising agency 
networks.” 

“If you must remain small,” 
he will add, “specialize; if you 
want to grow fast, merge, and 
do it now.” 


® Projecting by two methods— 
advertising expenditures in re- 
lation to gross national product, | 
and the relationship between 
advertising expenditures and 
personal consumption—Mr. 
Barton visualizes a total adver- 
tising expenditure in excess of 
$14 billion by 1965. 

“These are all big figures,” 
Mr. Barton said, asking, “What 
do they mean to us?” He said 
they mean, for one thing, that 
more dollars are spent per per- 
son for advertising each year to. 
keep the economy rolling. “If 
you divide the money spent for 
advertising in 1940 by the popu- 
lation you get $15.86. This fig- 
ure rises to $37.89 by 1950 and 
to $54.57 by 1955. By 1965 it 
will be $70.46. 

“Of course the value of the 
dollar in terms of the prices 
consumers paid for commodities 
has been declining, so that the | 
expenditure in 1955 in terms of | 
1940 dollars was $30.32 instead 
of the actual $54.57, but that 
still makes it twice what it was 
per person in 1940.” 


s In Mr. Barton’s opinion, the 
greatest hazard to tv will be in- 
creasing costs to the advertiser, 
and the greatest hazard to spot 
radio will be avarice. He de- 
fined avarice as any tendency 
of broadcasters to overload the 
daytime program with com- 
mercials so that the interests of | 


Woodward & Byron Adds 1 
Barton Urges Heller Candy Co., New York, 
has appointed Woodward & Byron, | 
the audience are subverted to the} Westport, Conn., to handle its first | 
interests of the advertisers. Mr. | COSUmer advertising. Test = 
Barton doubts that pay-as-you-see pags = Rewspapes and radio | 
tv is a hazard to commercial tv. will start this month - Bridgeport | 
Mr. Barton said the current and next month in Hartford. Hel- 
project of the Assn. of National ai — —. ne hag = 
Advertisers to study the nature of |, . be - — on 3 omast, 
advertising agency services could | Lisbon an ee fre 
possibly result in a conclusion that 
the agency has spread itself around Furey Joins Lynn Baker 
too much and that the direction of George R. Furey, formerly with 
marketing functions should rest | Batten, Barton, Durstine & Osborn, 
more firmly in the authority of | has joined Lynn Baker Inc., New 
the advertising manager or adver- | York, as an account executive. 


PROVIDENCE 


belongs on your 


‘A’ Schedule 


ABC Providence Now 513,275 


Now that the ABC Providence area is rated in the over-500,000 group—with a 
population of 513,275—this city-state market belongs on your “A” schedule. 


THE 
INFLUENTIAL 
IS COMING 


New England's second largest market is closely-knit, firmly-established and 
isolated a compact, convenient test city—large enough to generate a profit- 
able demand and small enough to keep costs within practical limits. = 


One of America’s Best Test Markets 


a nationally-accepted proving ground where scores of well-known brands 
made their debut where, year after year, the nation’s leading manufacturers 
test advertising, merchandising and packaging ideas. 


You can get your share of the whopping-big $1,477,987,000 consumer spendable 
income of the 852,000 people in this compact city-state region with consistent ad- 
vertising in their favorite newspaper—The Providence Journal-Bulletin. 


Combined Journal-Bulletin 
Circulation Over 200,000 


Providing more than 100% coverage of ABC Providence, and over 80% in the 
city-state market. The Providence Sunday Journal, over 185,000. 


Statistics: ABC and SRDS Estimates of Consumer Markets 
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78, Queens, N.Y. 


Browne Vintners Co. Moves 
Browne Vintners Co., subsidiary | 
of the House of Seagram, has| Siesel Adds Fancher 
moved its executive offices to 405 Fancher Furniture Co., Salaman- 
Lexington Ave., New York, until|ca, N.Y., manufacturer of bedroom 
the new House of Seagram Bldg.,| and dining room furniture, has ap- 
375 Park Ave., is ready for oc-| pointed Harold J. Siesel Co., New 
cupancy. The New York sales| York, to handle advertising and 
force, advertising, sales promotion | publicity, effective July 1. Mitch- 
and public relations departments/ell Advertising, Erie, Pa., is the 


Chrysler's New 
Dealer Pacts Put 
Curbs on Ad Copy 


Detroit, April 23—Chrysler 
Corp. has given new sales agree- 
ments to its 9,000 dealers, follow- 
ing General Motors Corp. and Ford 


Getting Personal 


Bill Treadwell, pr director of Leo Burnett Co. and past national 
president of the American Public Relations Assn., has been appoint- 
ed to represent President Eisenhower’s People-to-People program 


are at 50-35 56th Road, Maspeth! present agency. 


Of all gills Magazine 


households surveyed, 43.3% 
reported spending more than $200 
on vacation travel during 12 
months. This is exceeded by 

only 3 of the 54 magazines 
appearing in the report. 


1,176,014 Elks comprise a mass market with 
class incomes the median of which is $6,050. The 


Starch 51st Consumer Magazine Report gives the complete 


picture. Just write or phone to see a copy. 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. pega handled its own advertis- 


Motor Co. in revising the contracts 
to meet objections raised by a Sen- 
ate committee a year ago. 
Generally the new agreement 
tends toward greater autonomy 
for dealers. One clause, however, 
gives the corporation considerable 
control over local advertising by 
restricting the dealer to copy that 
is neither misleading nor will cast 
any reflection on Chrysler. Adver- 
tising copy must be designed to 
develop customer confidence, ac- 
cording to the new agreement. 


= The new agreement is unique 
in that it is of indefinite duration. 

GM and Ford permit dealers to 
sign up for definite terms of one 
to five years. Chrysler, however, 
still holds the right to cancel a| 
dealer’s contract if the dealer fails | 
to sell as many cars as the com-| 
pany sets as his quota. This, the 
company says, is “failing to meet 
the dealership’s responsibilities.” 

Otherwise about the only way 
the dealer can lose his franchise is | 
by conviction of a crime. + 


Jay Maish Elects Maish Jr. 
Jay H. Maish Co., Marion, O., 
has elected Jay H. Maish Jr. pres- 


ident and secretary of the agency, | 
succeeding his father, who was | 
named chairman of the board and | 
treasurer. Mr. Maish Sr. had been | 
president of the agency since it 
was founded in 1916. His son has 
been secretary of the company 
since 1949 and general manager 
since 1951. 


Arrow Tool Names Wittner 
Arrow Tool Co., Wethersfield, 
Conn., has named Fred Wittner 
Advertising, New York, to handle 
its advertising. The company pre- 


ing 


tre 


the opinion makers 


Some companies sell 
products. Others sell sci- 


entific knowledge and 


technical skill. Such or- 


ganizations with brains 


for sale can best adver- 


tise them to people with 


enough of their own to 


appreciate the need. 


| 


at the eighth annual conference of the British Institute of Public 
Relations May 16-19, in Brighton. Representatives from 25 coun- 
tries will attend... 

Arriving on the Queen Mary May 7 will be Don. A. Tibbenham 
and his wife Margaret, British ad people, who plan an eight weeks 
stay for a look at the U.S. scene. Mr. T. is chairman of Tibbenham 
Publicity Ltd., London, and joint managing director of Willsmore 
& Tibbenham Ltd., Norwich. His wife is a founder director of the 
London company... 


> a 
ae 
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MEMORIAL TROPHY PRESENTED—Jack Daly, Caples Co. (center), won the 
Dutch Bannister Memorial trophy for his low net 57 in the Southern 
California Advertising Golfers Assn. tournament at the San Fer- 
nando Valley Country Club. Maurice Kimball (right), Maurice A. 
Kimball Co., was second with low net of 64. At left is Gordon Van 
Der Boom, of Van Der Boom, Hunt & McNaughton, Los Angeles, 
president of the SCAGA. The Kimball company donated the trophy 
in memory of Mr. Bannister, who was one of its vps at the time 
of his death last January. 


Jo Anne Samish, Ruthrauff & Ryan, San Francisco, is “Princess 
Agency” and competing with seven other girls in various Princess 
categories in advertising and graphic arts for the honor of being 
Queen of the San Francisco Adclub’s annual ball set for May 4 
at the Fairmont Hotel... 

Wilfred Woods, publisher of the World, Wenatchee, Wash., is 
one of a party of eight men who are on a boat trip of 1,500 miles 
up the Columbia from the ocean to the river’s source in British 
Columbia. Travel is in two 20-ft. boats with outboard motors, and 
involves circumnavigating six major power dams... 

Norval D. Jennings, ad manager of the American Gas Assn., re- 
ceived an appendectomy as an April 15 birthday present. He’s “39 


again”... 
% 
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BEST DRESSED FETED—Mary Kersey Harvey, president of the Women’s 
Advertising Club of Washington, presents an award to Joseph E. 
Davies, former ambassador to the U.S.S.R., at the club’s annual 
Ten Best-Dressed Men & Women luncheon. More than 600 guests 
attended the event during which the ten best-dressed men and 
women in the capital were honored, At left is CBS television per- 
sonality, Mark Evans. Mrs. Harvey is vp of M. Belmont Ver Standig 
Inc., Washington, D. C., agency. 


Shirley Potash, assistant pr director for Time, was married April 
13 to Richard M. Clurman, editorial director of Newsday. They’re 
honeymooning in Jamaica, B.W.I... 

Rex Marshall, tv salesman of Reynolds aluminum, announced 
the April 5 arrival of Jamie, his fourth child, thus: Not yet very 
strong ...But extremely light-weight...And (fortunately) rust- 
proof!...It’s a GIRL!!... 

Samuel Pasco, partner in Pasco & Shepard Advertising, Windsor, 
Conn., and Mrs. Pasco are parents of a baby girl... 

Vernon M. Schenk Il, of the Joseph R. Gerber Co., Portland, Ore., 
has been named chairman of a new armed services relations 
committee of the Portland Chamber of Commerce to handle com- 
munity relations between the city and the services... 
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Eagle Scout Lynn Loosli of Ashton, Idaho was named 
_ Star Farmer of the Pacific region at the 
National Future Farmers of America cc 


THE NEW Bairro 


already have wide interests and skills. They wil 
be the leaders, the policy and opinion makers 
GENERATION "the future. No other magazine, youth of adult 


1.600,00 PAID 


based on publisher's circulation records 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Food Broker Lou Flarsheim says: “THE STAR 1S 
‘THE BEST MEDIUM TO MERCHANDISE THE GROCERY TRADE 
IN THE KANSAS CITY AREA” 


MR. FLARSHEIM'S LETTER: 


In 66 years as food brokers in Kansas City, we've been 
exposed to and have worked with every sales hypo 
and gimmick in the book—and we've worked with every 
type of advertising medium. 


Today's fight for distribution, shelf space and volume 
movement must be accomplished with profit for both 
manufacturer and grocer. This has caused us to take a 
long, hard look at advertising media which we 
merchandise to the trade. 


Cold dollar judgment and experience have proved to 

us that The Kansas City Star is the best medium to mer- 
chandise to the grocery trade in the Kansas City area. 

In our opinion, grocery manufacturers get more “action” 
for their advertising dollar in The Star than they do 

from any other medium. 


We strongly recommend The Star to our clients because 
it works. When we make our presentations to buyers, 
Star advertised products get more attention. And The 
Star’s complete home coverage and acceptance produce 
immediate, measurable action from housewives. We 
know, because Seavey & Flarsheim sells groceries. 


ay os 


SEAVEY & FLARSHEIM BROKERAGE CoO. 


THE KANSAS 


LOUIS FLARSHEIM, We Ve 
Seavey & Flarsheim Brokerage Co. 


Thank you, Mr. Flarsheim! No one in Kansas City 

is better qualified to name the top food merchandising 
medium in this area. Your letter echoes the sentiments 
of every broker, wholesaler, buyer or retailer who 

has ever experienced the tremendous pulling power 
of Star advertising. 95% home delivered, The Star 

is the perfect medium for food advertising. Last year 
The Star ranked second in America among newspapers 
in food advertising. 


If you are entering the big, able-to-buy Kansas City 
market, a Star schedule is your best guarantee 

of quick, widespread consumer acceptance. Ask 
for details of The Star’s unique and helpful 
merchandising plan! 


CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 E. 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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Available Market Data Section 


Advertising Age | 


THE NATIONAL NEWSPAPER OF MARKETING 


U.S. Living Standard Must Jump 


Sees 9,000,000 
U.S. Population 
Hike by 1960 


Census Bureau Director 
Predicts Biggest Growth 
Decade in History 


By Robert W. Burgess 
Director, Bureau of the Census 

At the present rate of the na- 
tion’s population growth, there 
will be 9,000,000 more of us 
making use of the products 
of American factories and farms 
in 1960 than there are today. 
As of April, 1957, 
our population is 
an estimated 
170,500,000.In 
our planning for 
the Eighteenth 
Decennial Census 
of the United 
States, scheduled 
for April, 1960, 
we are basing our 
calculations on 
an estimated 
180,070,000 peo- 
ple and 56,000,000 dwelling units 
to be counted. The Seventeenth De- 
cennial Census in April, 1950, cov- 
ered a population of 151,000,000 
and a count of 46,000,000 dwelling 
units. 

During the seven years since 
the last national census, the pop- 
ulation of the United States has 
increased by more than 19,000,000, 
an annual average of about 2,- 
750,000. Last year (1956) the na- 

(Continued on Page 42) 


Robert Burgess 


The list of 
Available Market Data 
begins on Page 50 
and goes to Page 139. 
Use the coupons 


for requesting data 


List Available 
Market Data 
for AA Readers 


Over 1,500 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its tenth annual 
descriptive list of the available 
market data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, to 


(Continued on Page 48) 


Greater Consumption Needed to Support Production; 
Advertising Must Change Living Habits: Researcher 


By Arno H. Johnson 
Vice-President and Director of Research, 
J. Walter Thompson Co., New York 


There are changes and pres- 


sures in our economy that point 


to an opportunity for a rapid surge 


upward in our standard of living 


over the next ten years. 
Economists tell us that within 
ten years—by 1967—our total na- 


tional production of all goods and | 


services in the United States 


should grow to more than $600) 


billion from the 1956 level of $412 
biliion. To support this level of 
total production, and to avoid seri- 
ous unemployment and under- 
utilization of our productive abil- 
ity, the American standard of 
living must expand by at least 
50% in the next ten years. In 
other words, the total purchases of 
all goods and services by consum- 
ers must increase to over $400 bil- 
lion by 1967 compared with the 
1956 level of $266 billion. That is 
an increase of over 50%! 


® This need and opportunity for 
rapid changes in our standard of 
living has important implications 
to advertising—in fact, to the 
whole area of marketing. 

With our huge capital invest- 
ments in the improved tools of 
production, and in scientific re- 
search and education, we have 


What's Going to Happen to U.S. Population by 1960 
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Total U. S. Population 

1955 Estimate: 164,303,000 
1960 Projection: 178,479,000 
Increase: 14,176,000 or 8.6% 


UNEVEN GAINS—Although U.S. population will in- 
crease 8.6% on the average between 1955 and 1960, 
according to Census Bureau estimates, the gains will 
not be evenly distributed geographically. Four sec- 
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tions of the country—shown shaded on the map— 
will gain more than the average, while five others, 
not shaded, will have smaller than average popula- 


made possible substantial increas- 
es in our national productivity per 
person and in our real purchasing 
power per capita. Even in agricul- 
ture, physical production per man 
hour of labor increased 96% be- 
tween 1940 and 1956. 

Now the emphasis must shift to 
consumption. Consumption must 
increase rapidly in the next dec- 
ade to supply the markets to ab- 
sorb our potential production and 
to provide our labor force with 
well paying jobs in line with this 
increased productivity. 


s This need for expanded con- 
sumption means special emphasis 
in the future on ways to increase 
productivity in marketing and dis- 
tribution. The low cost efficiency 
of mass communication—the edu- 
cational force of national advertis- 
ing in changing concepts and 
desires and in preselling mass mil- 
lions of people—the importance of 
packaging and package design in 
carrying the advertising message, 
display, and identification to the 
point of sale—the trend to self- 
service retailing offering a wide 
range of freedom of choice to the 
consumer—these are factors that 
can increase consumption and can 
improve the productivity in mar- 
keting. 


More Selling Effort Needed 

These changes in our economy 
point to the need for increased 
selling effort now—rather than 
any diminution of effort. We must 
encourage and implement the ad- 
vance in standards of living which 
have been made possible by our 
increased productivity. 

And consumer purchases of 
goods and services must increase 
rapidly over the next ten years if 
we are to avoid inflation by uti- 
lizing to the most efficient extent 
our greatly increased capacity for 
production of nearly all types of 
consumer goods. Any significant 
slowdown of demand in our econ- 
omy of mass production, automa- 
tion and mass distribution could 
quickly raise unit costs of products 
consumers buy, and could break 
the “break-even” points which de- 
termine profits. 


= There was, during 1956, an un- 
fortunate spread of the belief that 
consumer buying and expansion 
of our standard of living must be 
curtailed as a measure to control 
inflationary pressures. Our real 


rate of growth in consumption did 
slow down in 1956 and productiv- 
ity per man hour failed to show 
sufficient growth to offset in- 
creased labor costs. Prices of con- 
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50% by 1967, Arno Johnson Avows 


TENTH YEAR—Arno Johnson, whose 
postwar predictions of vast eco- 
nomic growth for the U. S. have 
turned out to be impressively ac- 
curate, presents here his analysis 
of the economy and its prospects 
in the next decade. This is the 
tenth successive year in which Mr. 
Johnson’s observations have high- 
lighted Advertising Age’s annual 
market data issue. 


crease 3.5% between February, 
1956, and February, 1957. 


Demand Can Hike Productivity 
and Keep Inflation in Check 


But consumer buying builds in- 
flation pressures only when there 
are shortages—and there are cer- 
tainly very few shortages in the 
consumer goods area now. Even 
in the consumer durables—auto- 


mobiles, appliances, furniture, 
carpeting, etc.—which represent 
13% of consumer expenditures, 


there is little short supply. For 
most of these products, as well as 
for most of the rest of the 87% of 
our standard of living, an increase 
in consumer demand could im- 
prove efficiency and productivity, 
and could lower costs rather than 
cause inflation. 

Production—efficient production 
—is the best answer to inflation, 
since in the long run only by in- 
creased productivity can higher 
wages be justified. 


= How can we continue to in- 
crease productivity per capita? 
Beyond improved education and 
know-how, better health and 
greater willingness to work there 
are two major forces for increased 
productivity: 


1, Supplying better tools (im- 
proved plant and equipment, sci- 
entific research, automation). 


2. Supplying expanded demani 
and markets to keep production at 
efficient levels. 

An increase of at least 50% in 
consumer demand over the next 


sumer goods and services did in- 


ten years, rather than any curtail- 
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OPPORTUNITY FOR MARKET EXPANSION 10 YEAR OPPORTUNITY: SIXFOLD GROWTH 
AS PRODUCTIVITY AND POPULATION GROW 50% HIGHER STANDARD OF LIVING BY 1967 IN DISCRETIONARY SPENDING POWER 
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ment of consumer purchasing, is 
needed to support our production 
potentials. 


See a 50% Higher Standard 
of Living by 1967 


Few question the likelihood of | 


our productive ability reaching 
well beyond $600 billion ten years 
from now—by 1967. A minimum 
of $500 billion in 1965 was envi- 
sioned by the President in his eco- 
nomic report to Congress in Jan- 
uary, 1955. That estimate, and the 
estimate of $535 billion for 1965 
by the congressional joint com- 
mittee on the economic report, 
was based on careful study of our 
probable labor force and minimum 
increases in productivity. 

And, with our increasing trend 
to automation stepping up our 
productivity, Professor Sumner 
Slichter, in the Nov. 10, 1955, issue 
of Sales Management pointed to 
the real probability of exceeding 
$570 billion of production by 1965. 
In view of these estimates for 
1965, a goal of $600 billion two 
years later, in 1967, seems realis- 
tic. In fact, Dr. Arthur F. Burns, 
while chairman of the President’s 


gross national product figure may 
approach $600 billion within ten 
years. 


s $600 billion by 1967 is a con- 
tive ability since it allows only for 


population plus a gain of 2.2% per 
year in per capita productivity— 
well below the rate we have dem- 
|}onstrated since prewar. Actually, 
in the 16 years between 1940 and 


capita (in terms of 1956 prices) 
increased by 55% or nearly 3% 
per year. 

While accepting almost without 
question that our production can 
| grow to the neighborhood of $600 
| billion in ten years, many business 
|and financial executives, as well 
as government officials, seem to 
| overlook the fact that consumption 
must be vastly increased over the 
| present peak levels to support that 
level of production. They fail to 
recognize the opportunity and the 
urgent need for this immediate 
surge upward in living standards 
of the mass of our American pop- 


council of economic advisors, ulation. 
Here's Discretionary Spending Power 
Since 1929—Opportunity Ahead 
Disposable Basic Living Cost Discretionary 
Income _To Equal 1940 Per Spending Personal 
After Taxes Capita Standard Power Net Saving 

Yeor (billion) (billion) (billion) (billion) 
1929 $83.1 $55.6 $27.5 $4.2 
1930 74.4 54.7 19.7 3.4 
1931 63.8 50.0 13.8 2.5 
1932 48.7 45.2 3.5 —0.6 
1933 45.7 43.2 2.5 —0.6 
1934 52.0 45.0 7.0 0.1 
1935 58.3 46.6 11.7 2.0 
1936 66.2 47.3 18.9 3.6 
1937 71.0 49.3 21.7 3.7 
1938 65.7 48.2 17.5 11 
1939 70.4 48.4 22.0 2.9 
1940 76.1 49.2 26.9 4.2 
1941 93.0 52.1 40.9 WA 
1942 117.5 58.5 59.0 27.8 
1943 133.5 62.8 70.7 33.0 
1944 146.8 64.5 82.3 36.9 
1945 150.4 66.7 83.7 28.7 
1946 159.2 73.1 86.1 12.6 
1947 169.0 85.5 83.5 4.0 
1948 187.6 93.0 94.6 10.0 
1949 188.2 94.0 94.2 7.6 
1950 206.1 96.4 109.7 12.1 
1951 226.1 107.0 119.1 17.7 
1952 237.4 111.0 126.4 19.0 
1953 250.2 113.5 136.7 19.7 
1954 254.4 116.0 138.4 17.9 
1955 270.6 117.5 153.1 16.6 
1956 (4th Qtr.) 293.3 123.0 170.3 22.4 
Opportunity 

1958 310.0* 130.0 180.0 22.0 
1962 350.0* 140.0 210.0 24.0 
1967 430.0* 150.0 280.0 30.0 

*Calculated on basis of total production reaching $435 billion 
by 1958; $480 billion by 1962; and $600 billion by 1967. 


servative measure of our produc-| 


an increase of 1.7% per year in| 


1956, total physical production per | 


stated in October, 1956, that the To support a $600 billion pro-|lationship of personal consump- billion compared with $194 billion 


| duction economy and avoid unem-/|tion to total production in 1950) in 1950. Advertising played an im- 


ployment we must add to our| 
level of sales to consumers the | 
huge amount of about $136 billion | 
(to total personal consumption of 
$400 billion by 1967 compared 
with $264 billion in mid-1956). 
That’s the equivalent of adding 
our entire prewar 1939 total on 
top of our present high standard 
of living. (We consumed only $139 
billion in 1939 at present prices.) 

In other words, we must accom- 
plish in the next ten years as 
much improvement in our total 
living standards as we accom- 
plished in the previous 200 years 
from colonial times to 1939! 


s Are you prepared for this veloc- 
ity—this rapid change in concepts | 
and habits of living? For example, | 
in the last eight years purchases | 
of electricity by home consumers 
increased nearly 2% times as fast 
as other purchases for our ex-| 
panding standard of living. In| 
view of this, visualize the poten- 
tial market for electricity that| 
should be developed and sold in a} 


increase in the over-all standard | 
of living. And visualize the expan- 
sion in plant and equipment need- 
ed, as well as the financing. This 
is just one of the many areas of 
potential rapid change. 

But the adding of $136 billion to 
our annual level of sales to con- 
sumers can take place only if mass 
millions of Americans change 
their habits, change their desires, 
change their motives, change their 
ideas of what satisfies them, and 
change broadly their level of de-| 
mand for the infinite variety of | 
goods and services and invest-| 
ments that measure a standard of | 
living. The importance of selling, 
advertising, and consumer credit| 
as forces to bring about these nec- 
essary changes over the next ten! 
years can hardly be overempha- 
sized. It will take substantially in- | 
creased efforts to create markets | 
for $136 billion more sales annual- 
ly. 


® Population growth alone cannot} 
maintain prosperity or expand 
| markets rapidly enough to keep up 
| with production. Our population, | 
|in the past 15 years, has grown! 
|far more rapidly than the dreams | 
|of the most optimistic forecasters. | 
| It is over 171,000,000 now and can| 
be expected to reach 200,000,000 | 
by 1967. But population increases | 
in the ten years between 1957 and | 
1967 can take care of only 17% or) 
about a third of the 50% growth! 
in consumption needed—the rest 
must come from change in indi- 
vidual habits and desires. The ex- 
tent of these changes in habits | 
and desires will depend largely on | 
| advertising. 
Chart 1 shows the important re-' 


and 1956, and the share of pro-| 
duction taken by defense, other 
government purchases, and pri- 
vate investment. It shows, also, 
what is implied when the econo- 
mists talk so glibly of a “$600 bil- 
lion economy” by 1967. They think | 
in terms of production, but the in- | 
evitable conclusion is that with | 
such a level of production—even 
after allowing for substantial in- 
creases in defense, government 
purchases and new plant and 
equipment—there must be revolu- 
tionary changes in living stand- 
ards with an increase in consump- 
tion of better than 50%. 


® Five years ago, in ADVERTISING 
Ace, May 12, 1952, I pointed out 
the opportunity for utilizing our 
war-proven productivity in ex- 
panding our standard of living in 
a peacetime economy. My analysis 
indicated that production by 1957 
could grow to the neighborhood of | 
$400 billion and the standard of | 
living could increase by a third) 
to a personal consumption level | 
of $280 billion. We are producing, | 


consumption level is close to $280) 


portant part in this change in liv- 
ing concepts and expanding con- 
sumer demand. Total national ad- 
vertising has doubled in the seven 
years from $3.3 billion in 1950 to 
an estimated $6.6 billion in 1957. 
Now advertising must be looked 
upon as the major force in ex- 
panding consumer demand and 
concepts of a standard of living if 
we are to have a further growth 
of 50% in the level of total pur- 
chases by consumers by 1967. 
Actually, our record of expan- 
sion in consumption over the past 
two decades has shown an in- 
crease of about 50% every ten 
years. That is real consumption 
measured in constant’ dollars 
without inflation. This is further 
evidence that the needed addition- 
al increase of 50% by 1967 is 
within reason if we continue vig- 
orous educational effort in mar- 
keting and advertising and do not 
place artificial restrictions on con- 
sumer purchasing (see Chart 2). 


Discretionary Spending Power 


$600 billion economy with a 50% | in 1957, over $400 billion and the | Six-fold Hike Broadens Market 


Evidence of how increased pro- 
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HOW FAMILY FOOD EXPENDITURES 
INCREASED WITH INCOME - 1950 
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AN EDITORIAL 


... We reproduce our publisher's message to the 
109,500 building men who recently received their 
new Data & Specifications File. 


Building Industry advertisers will be quick to rec- 
ognize the progressive publishing policy it reflects 
... an all-out effort (at substantial cost) to further 
improve and perfect the leading, long established 
and acknowledged #1 reference file for builders. 


Because it contains more than three times as 
many data pages as any other builder reference, 
this unique buying guide will be used almost daily, 
all year long, by the industry's largest builder 
audience—the readers of PRACTICAL BUILDER. 
It’s the best buying tool for them, the best selling 


tool for you. 


The final, sure step 
between the product 
and the sale 


mn 
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’ j i + } 
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Also publishers of PRACTICAL BUILDER and 
other leading building industry magazines. 


THE ORIGINAL 


Service, the DSF ; onstruction j 
of its kind. SF is the origin industry unparalleled 


to-d oe ; 
ate Specification data abou - + Provides accurate and nd 


: t buildi 
nstruction ideas to — ee ety 
rs. 


magazin e have lifted it o 
salle e routine. Now it Stands am of the regular month] 
‘++ Inexhaustible , _ _ rewarding et vacant 


Thus asa 
‘ : ’ Separate PB . ‘ 
scription, we ' Service, included j 
cost, with j Spotlight this im ed in the regular sub- 


April 15, 1957 


Harold H Ro 
- Rosenb 
Editor and Publishee 


Dara « SreciFIcaTIONsS Fite 


FOR 109,500 BUILDING MEN 


5 South Wabash Avenue, Chicago 8, Illinois 
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UNDEVELOPED POTENTIAL FOR FOOD SALES 


EXPANSION SHOWN BY LAG IN 1950-1955 
AS FAMILIES MOVED UP IN INCOME 


INDEX: FAMILY FOOD EXPENDITURES IN 
INCOME GROUP OF 12000-13000 + 100 

A-~ 1950 INDEX 

B - 1955S INDEX 
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ductivity can create the purchas- 
ing power is shown by an analysis 
of “discretionary spending power.” 

Prewar, our economy was typi- 
fied by the $25 a week family— 
average weekly earnings for pro- 
duction workers in manufacturing, 
in 1940, were $25.20. The “middle 
income” family, for example, fell 
in the $1,000 to $1,500 income 
group. Now the “middle income” 
family is in the $4,000 to $6,000 
income group with an average in- 
come of $5,000. 

Weekly earnings in manufactur- 
ing, by December, 1956, had grown 
to $84.05, or more than three times 
the 1940 level. After taking into 
account both increased taxes and 
present costs of maintaining an 
equivalent 1940 standard of living 
in the necessities of food, clothing 
and shelter, the middle income 
family now has_ discretionary 
spending power over six times as 
great as the prewar middle in- 
come family. 


® Total discretionary spending 
power for our entire population, 
which reached a level of $162.9 
billion in the second quarter of 
1956, and $170.3 billion in the 
fourth quarter of 1956, was nearly 
6% times as great as the $26.9 bil- 
lion in 1940. Discretionary spend- 
ing power is defined here as the 
surplus spending power over and 
above what would be required to 
supply a per capita standard of 
living for the basic necessities of 
food, clothing, and shelter equiva- 
lent to the 1940 actual standard of 
living after taking into account 
present prices. 

This could reach $180 billion by 
1958 and $210 billion in five years 
—by 1962. And, on the basis of 
the $600 billion production goal, in 
1967, the discretionary spending 
power could reach $280 billion or 
an increase of over 65% above the 
1956 peak level (see Chart 3 and 
table on Page 32). 


® In 1956 discretionary spending 
power represented 58% of total 
disposable income, after taxes, 
whereas in 1940 it represented 
only a third of the much smaller 
total. 

That represents a huge pool of 
purchasing power dependent upon 
the whim or discretion of the in- 
dividuals as to how it is to be 
used. People have the money now 
to select and choose between an 
infinite variety of items beyond 
the bare necessities. Many will 
add new products or services or 
will increase savings and invest- 
ments, others will increase their 
basic expenditures for better 
clothing, or housing, or upgrading 
their diets. The opportunity for | 
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HOW MOVEMENT UPWARD IN INCOME GROUPS 


CAN EXPAND POTENTIAL MARKET 
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for instance, to our agricultural 
future. 


A Future for U. S. Farms 

There is a future for American 
agriculture—a favorable opportu- 
nity for substantial increases in 
demand for agricultural products, 
both for foods and fibers. 

This expanding future demand 
for agricultural products is inher- 
ent in the potential surge upwards 
in standards of living in the 
United States and other free na- 
tions of the world. There can be 
an upgrading of diets and an up- 
grading of apparel and clothing 
concepts as mass millions of fam- 
ilies move up in incomes and pur- 
chasing power with increased pro- 
ductivity. 


8 This opportunity will be world- 
wide as standards of living ad- 
vance throughout the free nations 
of the world. With increased pro- 
ductivity, increased education and 
resulting increases in real pur- 
chasing power, standards of living 
could advance rapidly over the 
next ten years, and longer. Such 
advances in living standards of the 
population could expand the de- 
mand for agricultural products 
and expand the agricultural in- 
come—provided sufficient promo- 
tional and educational effort is 
directed to the changing and up- | 
grading of people’s habits, desires | 
and concepts of food and clothing | 
as they move up in productivity | 
and income. 

As evidence of what an expand- | 
ing standard of living, throughout | 
the United States alone, could | 
mean to the future of agriculture | 
and livestock raising, I have ana- 
lyzed various U. S. government | 
studies of actual per capita con- | 
sumption, or consumption per | 
family, at different income levels. | 
These have been projected to show 
potential increases in demand if 
people moving up in income were 
educated through promotion and | 
advertising to take on the desires | 
and consumption habits of the in- 
come groups into which they 
move. 


# At a $600 billion level of pro- 
duction in the United States in 
ten years there could be a total 
market of $105 billion for food 
products or 50% greater than the 
$70 billion in 1956. Red meat con- 
sumption could grow 62% in 
pounds and 84% in value, and we| 
would need 67% more pounds of | 
wool for apparel! 

That means an opportunity to 
sell at least $35 billion more of 
food products annually ten years 
from now. This opportunity can be 
shown to be real, but aggressive 
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HOW MOVEMENT UPWARD IN INCOME GROUPS 


CAN EXPAND POTENTIAL MARKET 
READY-TO-WEAR - WOMEN 


PURCHASES PER WOMAN IN ‘21000-3800 INCOME GROUP «1007 
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volume of food business will put, survey. Note that, taking the av- 
pressure on our food distribution | erage 1950 food expenditures per 
channels both for increased effi-| family in the $2,000 to $3,000 in- 
ciency in distribution along with|come group as an index of 100, 
a widening range of selection to| the expenditures for food per fam- 
give consumers greater freedom of|ily ranged from only 48% of this 
choice to meet their desires. average in the income group un- 
der $1,000 to 168% above average 
in families with incomes of over 
$10,000. At all levels, from $5,000 
up, expenditures for food were 
considerably above the average— 
from 124 to 2% times as much 
as in the $2,000-$3,000 group. This 


® Actually, food expenditures 
|}have increased since prewar as 
a share of total personal consump- 
| tion expenditures. At the low 
|point of the depression, in 1933, 
food represented 23.5% of the } 
standard of living as measured by | Was in 1950. 

total personal consumption expen-| There were only 6,400,000 fam- 
|ditures. In the immediate prewar |ilies then with incomes above 
| years—1939 and 1940—food repre- $5,000, after taxes, but by 1956 
sented 23.2%. By postwar 1950 the|the mumber had more _ than 
| food share had increased to 26.3% | doubled to 14,600,000 and it is ex- 
and in 1956 it was 26.6%. pected that three years from now 
| Even with no further increase |—1!960—there will be 22,800,000 
|in the share of the consumer dol-| °F more than three times as many 
lar given to food, the total food | families as in 1950 with incomes 
market ten years from now could | @bove $5,000, after taxes. 

| be 50% greater than now. But an 
| analysis of the food consumption 
|habits of families in different in-| food, because if the families mov- 
| come groups will show that the | ing above $5,000 were to take on 
| opportunities for expansion of the| the 1950 likes and habits of similar 
total food market could exceed | families, they would be spending 
| 50%. The spread between food ex- from two-thirds more to twice as 
| penditures per family in the pres-|™uch to meet these new dietary 
ent average income family and| concepts. And, in a few years, 
food expenditures in the better|there may be more than three 
‘levels of income is considerably | times as many families able to af- 


This alone indicates the poten-| 
| tial expansion of the market for | 


greater than 50%. 

The population increase up to 
200,000,000 by 1967, from the pres- 
ent total of 171,000,000 can con-| 
tribute an increase of about 17% 
to the food market. The remaining 
two-thirds of the 50% potential | 
increase by 1967 must come)! 
through changes in food habits—| 
upgrading the diet and increasing | 
the convenience and range of se-| 
lection of foods. Increased selling 
effort and advertising will be| 
needed to bring about these 
changes in consumption of agri- 
cultural products. 


As Income Expands, So Can 
Our Food Consumption 

A basic factor in the opportu- 
nity for expansion in the market 
for food, and for increased meat 
consumption in particular, is the 
fact that, according to government) 
studies, prewar, it was shown that 
per capita consumption of food in- 
creased with each increase in the 
family income. 

While this study of quantity | 
consumption was made before the| 
war, there is recent supporting | 
evidence of this opportunity for 
upgrading the diet as income im- 
proves. A study was made of total 
food expenditures per family in 
terms of dollars in 1950. Results 
of this study recently became 
available (summarized in_ the 
U. S. Department of Agriculture 


ford the better standards of food 
consumption actually existing in 
families with similar incomes in 
1950. At a minimum, this means 
that there can be a market for 
food products 25% greater in five 
years and 50% greater in ten 
years. 


Farms Need Advertising as 
Eating Habits Change Slowly 
Food and clothing consumption 
habits and desires do not change 
automatically with changes in in- 
come. This is natural because food 
and clothing customs, habits, likes 
and motives are the result of past 


|experiences built around a life- 


time of training and a concept of 
a standard of living quite different 


| from what now is possible. 


Evidence of this lag in accepting 
new food habits as people move 
up in income is found in compar- 
ing the index of food expenditures 
by income groups in 1950 (as just 
discussed in Chart 4) and an in- 
dex of food expenditures by in- 
come groups in 1955. Data have 
just been made available by the 
Department of Agriculture on the 
1955 Household Food Consumption 
Survey (see Chart 5). 


® Using the $2,000-$3,000 income 
group as the base for an index in 


| both 1950 and 1955 it is evident 


that the spread above this level 


|to consumption at higher income 


expansion in standard of living is | marketing will be needed to reach 
not alone in durable goods or lux-| this level since it means major 
ury items. It covers a wide range.|changes in living standards and 
It can be particularly important, | food habits. Also, this increase in 


levels was not as great in 1955 as 
in 1950. Obviously, the millions 
moving upward in incomes did not 
at once, or by 1955, take on the 


Bulletin, National Food Situation, 
July 27, 1956). 


s Chart 4 shows the results of this 
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food expenditure habits of those 
who were in the similar higher 
income groups in 1950. This left 
| substantial areas of undeveloped 
| potential food consumption in each 


of the 1955 income, groups. It 
would have taken about 30% 
greater food purchases by those 


| over $5,000 in 1955 to match the 
food habits of similar families in 
1950. 

To some extent this upgrading 
of the American diet has been 
taking place. The Department of 
Agriculture indicates that an in- 
dex of civilian food consumption 
|per capita (1947-49=—100) has 
| grown from 91 in 1935-39 to 104 
in 1956, or an increase of 14% in 
|total per capita consumption of 
| food since prewar. In that period 
calorie consumption per capita has 
remained almost constant, but 
consumption of protein per capita 
increased 9%, calcium 15%, iron 
19%, niacin 29%, riboflavin 29%, 
and thiamine 30%. Carbohydrate 
consumption per capita dropped 
12%. 


® The late Dr. H. E. Babcock, who 
was chairman of the board of 
trustees of Cornell University, ef- 
fectively exploded the myth that 
the market for food is limited by 
the fact that the average human 
stomach has a capacity of only 40 
fluid ounces. Ten years ago, in an 
article in the January, 1946, is- 
sue of the Country Gentleman, ne 
pointed out that in the elasticity 
of the quality in a pound of food 
there is the explosive power to 
“blow” America into a new era of 
agricultural prosperity. 

His analysis showed that an up- 
graded diet for proper nutrition 
would include animal products 
equivalent to huge increases in 
our production of grains, hay, and 
other agricultural products. He 
said that, with an adequate diet 
of protective food, “a forty-ounce 
human stomach can use up the 
equivalent of 35 pounds of corn a 
day,” and that doesn’t include the 
additional fruits, vegetables, and 
cereals needed in a balanced diet. 

Dr. Babcock wrote: “Here is 
an educational job for colleges, 
schools, government agencies, farm 
organizations, and labor unions. 
Some of this is already being done. 
But for quick action this is a job 
for salesmanship and advertising.” 


Meat Consumption Per Capita 
Has Grown but Not Enough 
Many agricultural products 
have suffered from lack of ade- 
quate promotion to expand the de- 
mand as families move up in pur- 
chasing power. It can be shown, 
for exampie, that the increased 
consumption of meat has not been 
as great as it should have been to 
keep in line with our changing in- 
come distribution and standards 
of living. The share of disposable 
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The magic Formula for Most intensive readership and Greatest Advertising Results is LOCAL EDITING and GRAVURE reproduction 
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LOCALLY EDITED — full of what interests readers 


most — their own community — their neighbors — 


themselves. HAPPY TESTING 


UNMATCHED READERSHIP — as proved by every 


published survey. GROUN DS eee 


UNMATCHED READERSHIP — as proved by spon- For Maximum penetration and impact where and 


taneous reader response. E 
when you need it, use one or more of these 


EXTENSIVE COVERAGE— 23,000,000 subscribers in ly-Edlited Group markets—twelve of the best 


39 major markets. of thirty-nine major markets served by Home 

Edited Gravure magazines. You get all the basic 
INTENSIVE COVERAGE —80% to 99% family cov- advantages of newspapers plus glamorous gravure 
erage. 


reproduction—the magic formula for most intensive 


readership and greatest advertising results. 
MERCHANDISING FLEXIBILITY —can fit your mes- 


sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


MAGATINE ADVERTISING 
AT THE LOCAL LEVEL 


MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


ECONOMICAL PRODUCTION — 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR ©* LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 


TIMING FLEXIBILITY —“‘When they are skiing in 


Buffalo, the azaleas are blooming in New Orleans.” 
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NEW APPLIANCE POTENTIALS - 
CAN EXPAND RAPIDLY WITH INCOME GROWTH 


9 


CHANGES IN CONSUMER EXPENDITURES SINCE 1947 


REFLECT CHANGING HOME LIFE 


Advertising Age, April 29, 1957 


10 


HOW THE TEEN AGE MARKET WILL GROW 
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income, after taxes, that our pop- 
ulation has been willing to spend 
for food has increased in total, 
but the share spent on red meat 


has decreased since prewar days. | 


Before the war, people 
23.1% of their income after taxes 
for food. This was divided 5.9% 
for red meat and 17.2% for all 
other foods. In 1956, 


greatly increased disposable in- 


come, people stepped up the share | 


they were spending for food in to- 


tal to 24.8%, but red meat’s share | consumption. It is equally obvious | over $6,000 income 


of income dropped to 4.8%. 


sumer acceptance from 5.9% 
income to 4.8% 


that is a drop of about 19% in 


out of a} 


jure Noth 


crease their consumption to that 
extent. They were not adequately 
educated to have the diet stand- 
ards and desires of the prewar 
better income groups—particular- 


spent | ly in respect to meat. 


Then, looking to the future, by 
1960 the number with incomes 
over $3,000 is expected to repre- 
sent about 80% 
So with education, it is obvious 
that there could be a very sub- 
stantial further increase in meat 


factor to the decline in meat’s 


+ Current Busness US Degt of Commerce 


of our families.| far above 


meat’s share) whereas other foods| share of what people are willing | 


in total increased from 17.2% 
expenditures to 20%. 

What could account for this 
decline in the share people are 
willing to allot to meat? Meat cer- 
tainly started out with an accepta- 
bility in prewar years that in- 
creased substantially with each in- 
crease in income. It is apparent 
that as people moved up in the in- 
come scale they were not educated 
to take on the same dietary interest | 
in meat as the income groups into 
which they moved had demon- 
strated. 


of 


Beet Acceptance Grows Slowly | 
in Better Income Groups 

As a tangible example of how) 
differences in per capita consump- | 
tion by income spell opportunity, 
a Department of Agriculture study 
in prewar years showed that those 
with incomes above $5,000 actual- | 
ly consumed per capita over 2% 
times as much beef as those with | 
incomes under $1,000. In the pre- 
war period represented by this} 
study (1935-1939), families with) 
incomes under $1,000 represented 
the majority of all families—53%. 
By 1955 this income group had 
dropped to only 10% of our popu-| 
lation. Before the war the income 
group above $3,000 represented 
only 6% of the families, but these 
families were, on the average, 
consuming 2% times as much beef 
per person compared with the av- 
erage family. 

Now, here is_ the 
change: in 1955, 63% 
ilies had incomes 
Some 34,000,000 families instead 
of 2,500,000 were in the income 
levels where beef consumption 
could be high. Their discretionary 
spending power had _ increased 
substantially so that if they 
wished to do so they could have 
increased their beef consumption 
per capita by more than double. 
And even then they would not be 
eating more beef per capita than 
similar families, prewar. 


startling 
of our fam- 
over $3,000. 


to spend for food. 


Meat Today Is a Real Bargain 
A | 
in | 


The facts show that meat, 
1955, cost 4% less than prewar in 
terms of minutes of work required 


to buy a pound of meat. In other 


stepped up, on the average, with 
each higher level of income. In 
purchases of ready-to-wear, men 
in the over $6,000 income group 
bought 2% times as much as the 
average man in the $2,000 to 
$3,000 group, and spent 3% 
times as much. Those in the $4,000 
to $6,000 income group also were 
average in purchases 
(see Chart 6). 


® Likewise, in 1948, women in the 
group bought 


In| that relative lack of promotion as|about 134 times as much ready-| hose 
other words, meat declined in con- | compared with the aggressive sell-| to-wear as the average woman in| 
of|ing of other consumer products| the $2,000 to $3,000 income group 
(percentagewise,|must have been a contributing|and spent nearly three times as 


much (see Chart 7). 
Since 1948 millions have moved 


|}up above the $4,000 income level 


words, meat is a real bargain in| 


terms of today’s 
spending power. 


discretionary 


Before the war, it took 28 min-| 


utes of a factory worker's time to 
buy a pound of meat; in 1955, 
only 19 minutes of work were re- 
quired. That is 32% less work 
time and 1957 figures would show 
a further decrease in cost of meat 
in relation to average hourly earn- 
ings. As of February, 1957, aver- 
age hourly earnings in manufac- 
turing had increased to $2.05 or 
9% over the $1.88 average of 1955 
while retail meat prices showed no 
increase over the 1955 average. 

So there is certainly an incen- 
tive to agriculture to take what- 
ever measures are necessary to 
reach the higher consumption 
goals which are realistically pos- 
sible. These are goals which are 
based on actual consumption 
habits before the war either in 
terms of pounds or in terms of 
the amount people were willing to 
spend for meat out of their in- 
come. Aggressive promotion—ad- 
vertising, selling and education— 
will be needed to reach these 
goals. 


Farm Products in Apparel 
Find Bigger Markets 


can expand the demand for other 
agricultural products as well as 
for food. It can be shown that 
consumption habits vary widely 
by income groups and that the 
movement upward in income 
groups can expand substantially 
the potential market for clothing 
fibers such as cotton and wool, as 
well as the market for synthetic 
fibers. 

A Department of Agriculture 
survey in 1948 showed that both 


® The facts indicate, of course,| physical units of clothing purchas- 
that those moving up did not in-|es and expenditures for clothing| expand to about 22,800,000 or 3% 


Had they taken on the clothing 
habits and desires actually report- 
ed by those with income above 
$4,000 in 1948 there would have 
been substantial increases in the 
consumption of both cotton and 
wool. Actually, clothing purchases 
have increased very little, indicat- 
ing that the clothing industry 
failed to change people’s habits 
and desires as they moved up the 
income ladder. Between 1947 and 
1955 consumer expenditures for 
clothing increased only 8% or only 
one-seventh as much as the 54% 
increase in total personal con- 
sumption expenditures. 


Huge Market Still Available 


in Electrical Appliances 
A more recent study (1950) of 
purchases of electrical appliances 


by income groups gives an indica-| 
the expansion potential | 


tion of 
still available for electric service 
as families move upward in in- 
come groups (see Chart 8). 
Adding together actual purchas- 
es of four of the more modern 


|}electrical appliances in 1950 (au- 


tomatic washers, mechanical dry- 
ers, ironers, and freezer units) 
by families of different income 
groups showed that average ex- 
penditures per family for these 


| appliances varied from $2.44 in the 


1950 income group under $2,000 to 
$50.40 in the income group over 


Sevrce ture of the Conan ‘eres Fi tm a 


| times as many as in 1950. This il- 
| lustrates the velocity of expansion 
in potential markets. This expand- 


ing standard of living could great-| 


ly expand the potential for elec- 
tric service. 


Trend to Home, Family Life 

Is Changing Markets, Needs 

The change toward family liv- 
jing has been accelerated since the 
war and this has affected 
trend of consumer expenditures. 
items having to do with 
family living have gone up since 
1947 considerably more than av- 
| erage whereas expenditures for 
other types of items like spectator 
|}amusements have declined even 
though purchasing power is much 


,| higher (see Chart 9). 


| 


In the eight-year period, 1947- 
55, consumer expenditures for 
household gas, electricity, and tel- 
|ephone increased more than twice 
|}as fast as the total standard of 
living purchases. In contrast to a 
54% increase in total consumer 
purchases of goods and services, 
|the consumer expenditures for gas 
| increased 133%, for electricity 
|131%, and for telephone 126%. 
Expenditures for owner-occupied 
| housing, user-operated transpor- 
| tation, travel, and private educa- 
| tion also increased rapidly. 


® Leisure time available for home 
and travel and recreation activi- 
| ties has more than doubled in the 
last ten years. Total weeks of va- 
eation of workers jumped from 
| 34,400,000 weeks in 1946 to 70,- 
000,000 weeks in 1956. It was es- 
timated that 85% of vacations in 
1956 were with pay. 

These changes are more than 
| quantitative. The people them- 
selves have changed, creating en- 
tirely new ways of living. Great 
masses of people have vastly 
wider horizons, have new and dif- 
ferent experiences, have changed 
patterns of home life, of expres- 
sion, of leisure time and of buying. 
And this is only what has taken 
place since World War II. Even 
greater changes must occur with- 
in the next ten years to provide 


$7,500—the better income family | markets for our productive ability. 
was 20 times as good a market as| 

| the lower income family! 
The advance in living standards | 


# On an index number basis com- 
parison with the average family 
showed that those with incomes 
over $5,000 spent from %5 greater 


|Mobile Population Stresses 
Importance of National Brands 


The rapidity with whieh our 


|markets can change is indicated 


by the mobility of our population. 


to over three times as much as/| Most of us are aware of the re- 


the average. Even since 1950 there 
has been a rapid movement of 
families into the income groups 
above $5,000 after taxes—an ex- 
pansion from 6,400,000 families in 
1950 to 14,600,000 in 1956, or more 
than double in number! By 1960 
it is estimated that the number 
having over $5,000 after taxes will 


gional shifts in population such as 
Florida growing 36% in six years 
| (1950-1956), and California grow- 
ing 27%. 

But even more important are 
the continuous shifts in local mar- 
kets even between neighborhoods 
in the same county. In five years, 
1951-56, there were 159,000,000 
| persons over the age of one year 


the | 


moving to a different home. That's 
the equivalent of our entire civil- 
|ian population moving within a 
five-year period! 


= About 103,000,000 of these 
moves were to a different home in 
the same county. Actually there 
were more moves than this indi- 
cates since a family moving more 
than once within a year was 
counted only as one move during 
the year. 

With a population shifting as 


rapidly as this, the importance 
of nationally advertised brands 


quickly identified by their pack- 
aging or symbols is obvious. The 
newcomers’ ability to find the fa- 
miliar and preferred brand at once 
in the new supermarket or shop- 
|ping center outlet smooths the 
process of distribution. 


|. Of particular significance is a 
|breakdown of customers who 
| move within a year by age groups. 
In the year from March, 1955, to 
| March, 1956, the number moving 
totalled 34,000,000 or 21% of the 
civilian population over the age 
| of one year. The greatest mobility 
| was among young adults of 20-24 
| years—48% of these moved place 
|of residence within the year. All 
of the group from 18 to 34 were 
well above average in shifting. 

The new homemakers, young 
|married fernales, were far above 
|average in changing place of res- 
|idence. Some 43% of these house- 
| wives between 18 and 24, and 28% 
| of the ones between 25 and 34 
moved during the year. This fre- 
quent shifting of place of resi- 
| dence and place of purchase 
|}among the large group of young 
housewives under 35, who are just 
establishing purchasing habits and 
| brand preferences, emphasizes the 
importance of national advertising 
and building of package recogni- 
tion. 

And within the next five years 
the number coming into this 
young homemaker group will start 
to increase rapidly. 


Fast Increase in Homemakers 
to Appear by 1960 

The number of persons reaching 
18 years of age will start to in- 
crease substantially in 1959—from 
1960 on the increase will assume 
major proportions. If 18 is con- 
sidered the start of the family for- 
mation period we can soon expect 
increased pressure on housing and 
all the consumer market items as- 
sociated with family life. 
| Taking the entire young group 
|coming into the family formation 
stage—the five years’ group of 17 
to 21—there has been a growth of 
only 5% in numbers in the last 
\five years, 1952-57. But, by 1960, 
this group will be 17% larger than 
| in 1952 and by 1964 it will be 46% 
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Grit can bring you a world of sales 


in Small Towns, U.S.A. 


North (Va.), Easterly (Tex.), South (Ky.), and 
West Clowa, Miss.), Grit offers advertisers some- 
thing unique—and valuable. 

The Grit audience is unique. Grit is the one national 
publication slanted specifically to true small towns 
—towns down the road so far a piece that they are 
not influenced by any big city. 

The Grit circulation pattern is unique. Grit sells more 
than 850,000 copies every week. And a smashing 
58.53% of them go to towns of 2500 or less. No 
other national publication comes even close to such 
small-town circulation density. 

The Grit concentration on single-copy sales is unique. 
Exactly 90.15% of its circulation represents single- 
copy sales. Grit readers in 16,000 small towns give 
it a cold cash vote of confidence each week. There’s no 


casual readership here, no waste circulation. 

The Grit editorial flavor is unique. No other publi- 
cation is written quite like Grit. It has an unmistak- 
able aura of village squares, quiet streets, a calm 
and contented way of life. 

The Grit power to make sales is unchallenged. For 
21 years Grit Reader Surveys have demonstrated 
that a Grit campaign is practically certain to in- 
crease the small-town share-of-market of almost 
any consumer product. 

Grit advertising in 1956 was up 16.2% over 1955. 
If you are not already represented in its pages, isn’t 


it time you tapped this Richvale (Calif.) of Proffit 
(Va.)? 


Grit Publishing Co., be ae ger Pa. © Represented by Scolaro, 


Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Most successful food advertisers consider magazines a primary selling medium. 
Here are. 


1. The factors they say they weigh most carefully in selecting magazines, and 


2. Brief, but highly significant, facts documenting the effectiveness of 
TRUE STORY WOMEN’S GROUP magazines 
in answering these marketing needs. 


bf MBERS are, of course, basic. But in our field, 
it is numbers of YOUNG HOUSEWIVES...” 


TRUE STORY WOMEN’S GROUP has a circulation of over 6,200,000 
88% of these primary readers are HOUSEWIVES 
65% of women readers are 35 YEARS or YOUNGER 


bl IC AVI(N is weighed in relation to coverage. First, we want to reach 
as many DIFFERENT MARKETS as possible...” 
. S % of TSWG primary homes are not reached by any or all of 


the 3 major Women’s Service Magazines 


By O% of TSWG primary homes are not reached by any or all of 
9 the3 major Weeklies or Bi-Weeklies 


8 8% of TSWG primary homes are not reached by any or all of 
9 the 3 major Store Magazines 
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ADVERTISERS 


CIRCULATION 


6.300 .000 


6.200 .00O0 


6.100 .000 


6.000 .00O0 


5.900 .00O0 


5.800 ,OOO 


5.700 .OOO 


“CONTINUITY 


and reiteration within 


the same markets are desirable...” 


TRUE STORY WOMEN’S GROUP’S six magazines inter-duplicate each other 
to a degree comparable to similar combinations of ‘white collar” magazines. 


Since none of these white collar magazines reach the huge, rich Wage Town 
market to any significant extent, a TRUE STORY WOMEN’S GROUP advertiser 
is assured of reiterated impact on this very special audience. 


mereasingly recognize the value of the numbers, 
the exclusiveness, and the constant reiteration afforded 
by TRUE STORY WOMEN’S GROUP. 


The record speaks for itself ... 


PF 0 


ead 


he. 


‘54 


$10,000 .COO 


$ 9,000 ,OOO 


$ 8,000 .000 


$ 7.000 ,COO 


S$ 6,000,000 


ADVERTISING REVENUE 


a: 


—— 


1952 ‘s3 ‘S54 ‘ss ‘Ss6 


Yes, TRUE STORY WOMEN’S GROUP answers major needs of major advertisers. 
May we join your sales team, too? 


Sources: (Circulation) Audit Reports of ABC (1952-1955); Publisher's Estimate (1956). (Revenue) PIB ; Kemp Audience Study 
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ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
earn more, spend more than families in any 
other Minnesota city. 

Per Household 
CONSUMER SPENDABLE INCOME........ . $6768 
rrr eae 
In this rich area—family incomes 20% above the na- 
tional average per family, retail sales 78% higher 
than the national average—only the POST-BULLETIN 
delivers saturation coverage . . . 103% coverage of 
Rochester. 
In its home country (Olmsted), the POST-BULLETIN 
reaches 5 times as many homes as the leading outside 


paper ... 3 times more than all outside papers com- 


bined Passengers yearly. 


A 35,000 population city with a 
skyline. The 52nd largest airport in the U.S. with 85,000 


200,000 pepulation 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


Circulation over 21,000 daily 


COLOR AVAILABLE! 


Advertising Age, April 29, 1957 


|the rate of about 2,900,000 per 
| year or 240,000 per month and the 
|® The young teen-age group, 13) total of 4,200,000 births in 1956 
| to 16, will grow in numbers even | marked the highest point in our 
more rapidly in the next five | history, 3.1% above 1955. 
years. | The birth rate has continued at 
Since these new young families a level far above earlier predic- 
will have been brought up in the! tions by population experts. Births 
era of swift growth of supermar-|jn December of 1956 were the 
kets, self-service and packaged | largest on record and were 4.4% 
products, national advertising and| above 1955. The “baby boom” 
package identification will assume | since 1940 has been of such pro- 
| increasing importance. | portions that it will have a pro- 
|}nounced effect on new family 
| formations from 1960 on. 


| larger (see Chart 10). 


|@ The number of households in 
the United States grew by 13,836,- 
/000 or 40% in the 16 years be-| 
ltween 1940 and 1956 Foca thn Population Shifts to Suburbs, 
949,000 in April, 1940 to 48,785,000 | Farm Population Drops 
in March, 1956). | Between 1940 and 1956 popula- 
| It is estimated that the number tion in the suburban portion of 
of households will reach 53,600,-| 162 metropolitan areas grew 63% 
000 by 1962 and 58,000,000 by 1967. | while the central cities grew 25% 
‘In 1970 households may reach|and the rest of the United States, 
61,400,000 and, from that point on,| outside of the 162 metropolitan 
the growth may average 1,200,000 areas, increased only 11%. 
|per year for some years beyond| The shift to suburban areas has 
1970. |been dramatic in the past five 
| years. The civilian population of 
|@ Population continues to grow at|the United States grew by 14,- 


TOLEDO is the key 


Ninth largest port in the U. S., Toledo is the center of a billion-dollar market now—and 
will grow as the St. Lawrence Seaway grows. Start now—to cultivate this great market. 


And TOLEDO’S NEWSPAPERS are the 


S 


key / to this great and growing market on the St. 


Lawrence Seaway. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., marketing 
assistance as only newspapers can give it. 


REPRESENTED BY &SaOt~ GON GY. 


egy 


REGAN & 


TOLEDO BLADE Daily ond Susdoy. TOLEDO TIMES Mowing 


to the sea 


| 000,000 persons. And 98% of this 
|growth was in the metropolitan 
areas while only 2% was in the 
rest of the United States where, 
|in 1950, about 44% of the popula- 
|tion resided. Some 83% of the to- 
ltal growth in population—more 
than 11,500,000—took place in the 
|suburban parts of the metropoli- 
tan areas. 


® As compared with a 9% in- 
crease in total civilian population 
in five years, the areas outside the 
metropolitan markets grew only 
| 0.5%, the central cities grew 5% 
}and the suburbs grew 34%. 

This rapid shift reflects chang- 
ing living standards, changing 
shopping habits, and the increas- 
ing trend toward family living. 
Pressure will continue for subur- 
ban shopping centers and for mul- 
tiple car ownership among sub- 
urban families. The suburbs of 
metropolitan centers now are be- 
ginning to join into wide “inter- 
urbia” areas. This movement is 
accelerated by decentralization of 
industry. 


® Farm population dropped from 
| 30,500,000, or 23.1% of the total, 
jin 1940 to 25,100,000, or 16.6%, 
}in 1950, and last April 1, at an 
estimated 22,300,000, the farm 
|population was approximately 
|13.3% of the total population of 
167,400,000. 


Selling Job Ahead Is Big, 
Sights Must Be Raised 

The magnitude of the job to be 
done in chang.ng consumer habits 
as well as the great opportunity 
for expanding sales in nearly ev- 
ery field of production and serv- 
ices suggests the need for raising 
our sights in the whole marketing 
area. 

Competition will be intensified 
by the rapid growth of advertising 
influence. The amount of total ad- 
vertising influence directed to the 
U. S. consumers to change their 
habits and ideas of living has gone 
from approximately $2 billion in 
1940 to the neighborhood of $10 
billion in 1956. That’s five times 
as much! 


sy , - 
Map: 


bites 


s In just the past six years, when 
there has been relatively little 
change in prices or the value of 
the dollar, the total of advertising 
influence directed to the consum- 
er has increased 75% from $5.7 
| billion in 1950 to $10 billion in 
1956. And the total may reach $11 
billion in 1957. On a per capita 
basis, this has been an increase 
from $38 per person in 1950 to $60 
per person in 1956. 

To sell the volume of goods and 
services necessary to support a 
$600 billion level of production in 


Hf 1967 could well require from $17 
billion to $20 billion of total ad- 
vertising—or nearly double the 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Metropolitan Oakland—the largest market in Recent surveys among eastern industries show an 

Northern California and the second largest on increasing preference for the area as a site for 

the West Coast —continues to grow at an unusual branch plants. Which promises that the area’s 
Yes, it is important to recognize pace. Recent sales figures in all categories indi- great industrial expansion —so important to bal- 
Metropolitan Oakland's cate that this amazing growth will continue. anced population growth — will also continue. 


commanding size as a 
market. It is equally important 
to remember this fact: 


LLEW JONES, Director of Media & Research 
FOOTE, CONE & BELDING, San Francisco 


ONLY THE 


Tribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


~ 
*Qukland judged an All-America City, December 1956 
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DAVENPORT 
NEWSPAPERS 


a e 


THE QUAD CITIES ... one | 
of the TOP TEN Markets of the 
North Central States ... area 
buying income now rated at 
$494,275,000, is easy to sell 
through 


RR EON RIS 


Represented by 
Jann & Kelley, Inc. 


present level. 

This suggests the need for re- 
orientation of objectives and re- 
examination of markets and meth- 
ods—not in relation to the past 


fi but in view of the new and 
changed opportunities. 


s It suggests re-examination of 
the sales organization and the ad- 
vertising budgets—to see if they 
are adequate for the job to be 
done and for the opportunity that 
exists. Formulas based on past re- 
lationships of selling and adver- 
tising to sales may no longer be 
realistic in view of the growth of 
competition, expansion in the 
number of primary prospects, and 
the need for education to change 


| habits and ideas. Just to keep up 


with our expanding productivity, 
which will make possible $600 bil- 
lion of production by 1967, will re- 
quire an expansion of $136 billion 


|or more than 50% in sales to con- 


sumers—an almost revolutionary 
change in living standards and 
concepts of the mass of our popu- 


yy waite 9b. ~~ 
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6 Bev tiny figure up there at left happens to 
be an assistant editor of the National 
Geographic. He is crossing a rope bridge over 
the Hunza River, high in the Himalayas, and 
his name is Franc Shor. The picture was taken 
by his wife, Jean (who would rather have 
kept her eyes closed) .* 

Editor Shor’s reasons for this feat encompassed 
more than a whim to get to the other side. The 
structure of frayed cable and wood crosspieces 
offered the only route to a mountain village he 
wanted to photograph for The National 
Geographic. He announced he will never do 
it again. 

Neck-risking is NOT commonplace among 
National Geographic staff members. But visit- 
ing and recording interesting places around 


across with a baby clutched under one arm!” 
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the globe IS the continuous vocation of this 
magazine’s writers and photographers. The 
man-&-wife team of Shors has trekked the 
Gobi Desert, retraced Marco Polo’s path 
across Asia, hobnobbed with potentates, re- 
ported such diverse places as Cyprus, the Saar, 
Finland, Pakistan, the Dodecanese and Canary 
Islands, Greece, Iran, and you-name-it for The 
National Geographic’s 2,000,000-plus families. 


These readers find a special enjoyment in the 
colorful pages of The National Geographic - 
an editorial vigor attracting the minds of 
people who are above average in business 
responsibilities, earnings, interests and buying 
tendencies. If your job is selling quality goods 
to quality customers, there’s no better climate 
where your advertising can thrive. 


* “Hurry across,” urged Jean Shor (herself a National Geographic 
editor). “1 don’t want to be a bridge widow.” Despite a cold wind, 
Franc Shor returned drenched with perspiration.“And I didn’t feel any 
hetter afterwards,” he confesses, “when a Hunza woman came tripping 
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lation. 

| In this new environment and 
|new pattern of life, advertising 
will have the job of accelerating 
|}increased consumption and in- 
|creased efficiency and productiv- 
ity in the whole area of marketing 
and distribution. < 


Sees 9,000,000 
U.S. Population 
Hike by 1960 


(Continued from Page 31) 

tion’s population increased by an 
estimated 3,000,000, a figure well 
|}over the seven-year average. In 
| each of the last three years, births 
| have exceeded 4,000,000 annually. 
In the past ten years, 38,800,000 
babies were born. People are mar- 
| rying and starting families young- 
er, and are having more children, 
reflecting in part, present favor- 
able economic conditions and, in 
part, different attitudes and other 
factors. 


s There is no evidence yet of any 
adverse change in these underly- 
ing factors, but it must be recog- 
nized that economic conditions 
may become less propitious or 
some young parents may slip back 
to the attitude of many of their 


Population Up 8,000 
Every 24 Hours 


The tempo of the nation’s 
population change has now 
increased to a point where 
there is an average net in- 
erease of one in the popula- 
tion every 11 seconds. This 
rate of gain is the average 
effect of one birth every 7% 
seconds, one death every 20 
seconds, one immigrant ev- 
ery 14% minutes and one em- 
igrant every 20 minutes. This 
figures out to about 8,000 
more mouths to feed every 
24 hours. 


parents and grandparents that one 
or two children is the size of fam- 
ily they prefer. Immigration, too, 
contributes about 300,000 to the 
population each year. (Table A 
presents data on components of 
population change since 1950.) 

For some time now, it has been 
evident that the nation’s popula- 
| tion growth in the 1950-60 decade 
will be numerically the greatest, 
|barring catastrophic events, for 
}any single decade in the country’s 
| history. This is the net effect of 
| the great increase in the numbers 
|of the younger population, the in- 
| creased number of the older peo- 
|ple kept alive and well by ad- 
|vances in medical science, and 
some gains as a result of immigra- 
| tion. 


s In addition to this “home 
grown” market for goods and serv- 
ices, our foreign commerce has 
attained new peaks, both in ex- 
ports and imports. New industrial 
enterprises are springing up and 
many of the old established ones 
are taking on new life from the 
momentum of greater demands of 
an ever-increasing population 
| base. 

| The steady and _ substantial 
|growth of the population means 
|a growing demand for food, cloth- 
|} ing, housing, medical care, educa- 
tion, recreation and other neces- 
sities and comforts of living. Even 
| now, the baby boom of the first 
| years after World War II is being 
felt in terms of the overcrowding 
of our schools, with greater pres- 
sure a certainty as the 12,000,000 
babies born in the last three 
years begin their course through 
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“Fear of a bat. 


Fear of being spiked. 


Fear of the crowd. 


I don’t care who 


they are — 


all ball players 


are afraid.’’ 


You watch a big-league game. You see the strongest, fastest, 
most talented players in the business. In action, they seem calm, 
self-assured. But are they? In the current Look, Cincinnati 
Redleg manager Birdie Tebbetts says, A// Ball Players Are 
Afraid —including the Ruths, the DiMaggios and a former 
catcher named Birdie Tebbetts. 

Each of us, at some time, has known fear. By showing how ball 
players fight ¢heir fears, LOOK again captures a basic element 
of human behavior. For this is LOOK’s way—to tell, through 


the experiences of some people, the story of all people . . . to 


give us a deeper understanding of ourselves through a clearer 
understanding of others. 


LOOK, the exciting story of people, attracts one of the largest 
magazine audiences ever assembled. Its powerful appeal to peo- 
ple explains why, since 1946, LOOK has gained circulation and 
advertising revenue faster than any other major magazine . . . 
why Look is such a big, convincing salesman for the products 
of American industry. 


CIRCULATION OVER 5,000,000 LOOK the exciting story of people 
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From a elorious past 
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al spectacular future 


Power’s 75th Anniversary Issue tells the remarkable story of “Energy — U.S.A.” 


The first issues of Power rolled off the presses in 1882. The U.S., 

then, was on the threshold of an “electrical revolution.” 

Significantly, Power celebrates its 75th anniversary this year at the 

beginning of what can be called the “nuclear revolution.” In this short % 

of a century, changes have taken place in power generation, distribution and use 
which stagger the imagination. 

The high point of Power’s celebration of 75 years of editorial service 

to progress will be the September issue. 

Three major editorial sections will be featured in this “Diamond Jubilee” 

issue . . . looking back, an appraisal of the present and a forecast 

of the future: 

¢ 75 Years of Power Progress: a broad pictorialized history of the phenomenal 
advances in the power-field since 1882. 

* The Power Field Today and Tomorrow: survey reports on present trends 
and probable future developments in each segment of the power-field. 

* Energy — The Key to the Future: a special report which will graphically 
show the role of energy in our economic and social progress. 

Advertisers will find this “Diamond Jubilee” issue the most remarkable 
opportunity for telling their own industrial stories . . . their growth, product 
development and looks into the future. You can be sure that the September issue 
of Power will be a power-field reference issue that will be kept and looked at for 
years to come. Plan now to schedule your company progress story in the advertising 
pages of the “Diamond Jubilee” issue—the big September issue. Your 

POWER representative will call on you soon to tell you all about it. 


McGRAW-HILL 
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the educational system in the next 
few years. 


® In just one year, that ending 
June 30, 1956, the number of chil- 
dren becoming old enough to enter | 
the first grade in school (reaching | 


— THE FIELD 


YEAR INCREASE 
1956 2,995 

: 1955 2,849 

- 1954 2,841 
wea eS EW 1953 2,681 
OR KS 1952 2,644 

‘ NO VEE 195) 2,718 
’ 1950 2,520 
1949 2,551 

1948 2,530 

1947 2,638 

10-year total 26,967 


FIRST IN: 

1. ABC paid circulation 
Over 75% first five ABC classi- 
fications 

2. ABC renewals 
Average well 
over ten years. 


Residence 


over 70% for 


ABC ABP 
185 N. Wabash Ave., Chicago 1, Ill. 


' Not Available 
155 €. 44th St., New York 17, N. Y. 


Table A 
How We Grow 
Components of Population Change, 1947-56 


(Figures in thousands, from Census Current | 
Population Reports Series P-25, No. 153) 


POPULATION (1) 


(1) Includes changes due to admissions into and discharges 
from Armed Forces at overseas points for which figures 
are not shown separately. 


Table B 


U. S. Civilian Population by Metropolitan 
and Urban-Rural Residence: 1956 and 1950 


SE siicdiccinseiitipesiihtasbesstnieienibitideien 
Standard metropolitan areas .... 
RE GHD. degitcnshnstercnnnapaatns 
Outside central cities ................ 


% increase 

March April 1950 to 
1956 1950 1956 
164,308,000 149,633,731 9.8 
96,235,000 83,800,342 14.8 
51,428,000 49,137,541 47 
44,807,000 34,662,801 29.3 
3. Advertising pages SEIIIN: Ss scinchigtibignsh theiliinenaendbiaeineniiin 27,750,000 23,711,596 17.0 
far more than any ABC publice- SII tautthateshinishiaahadadabnisiinesaisinnane 17,057,000 10,951,205 55.8 
tion in the field IT | scisicieuscntneedeeninunilennien 14,713,000 

4. Consulting engineers SII tiihscnieecnnietiottiticdnlenaeameataliaaall 2,344,000 —:  - we 
Largest circulation among fore- See SI seicnicsscrisvetiiciannnnniiia 68,073,000 65,833,389 3.4 
most Iting engi s in the IID cidsiinsenanisnteseihitsilianinilntesdacanaeidaien 24,453,000 23,067,325 6.0 

P ay , . a : . Rural 42,766,064 2.0 
‘or full information write, wire or ca’ Senter eo, haiae 
WATER & SEWAGE WORKS cam 19,193,000 a? sain 


NET CIVILIAN 
BIRTHS DEATHS IMMIGRATION 
4,220 1,568 344 
4,091 1,532 295 
4,078 1,485 249 
3,965 1,527 239 
3,912 1,508 240 
3,826 1,497 379 
3,627 1,464 350 
3,649 1,448 354 
3,637 1,449 329 
3,817 1,451 275 
38,822 14,929 3,054 


¥ Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 
RIVERSIDE 
PRESS and 
ENTERPRISE 


from 
* 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


10,000,000 lines of 
retail advertising 56 


6) was about 3,500,000. The num- 
ber reaching high school age (14 
years) was 2,600,000. The number 
reaching college age (18 years) 
was 2,300,000. The number reach- 
ing their majority (21 years) was 
2,200,000. The number reaching 
their 65th birthday was 1,200,000. 
At all of these threshold ages, the 
numbers will increase substanti- 
ally for each of the next 20 years. 


politan areas of the country. 


Census Bureau in March, 
(see Table B), the metropolitan) 
population of the United States is 
growing at four times the rate of | 
that for the population residing | 
in the non-metropolitan sections. 
| Within the metropolitan areas, the, 
outlying parts have grown about| 
six times as fast as the central 
cities. About half of the increase 
within the metropolitan counties 


Most of the nation’s population | 
growth is occurring in the metro-| 
Ac- | 


cording to a sample survey by the| 
1956. | 


Table C 
Projection of U. S. Population 


by Regions and Divisions, July, 1960 


(In thousands. Figures relate to the “resident” population, i.e., 
the civilian population plus members of the Armed Forces 
stationed in the area) 


REGIONS AND ESTIMATE PROJECTION INCREASE FOR 5-YEAR PERIOD 


DIVISIONS July 1, 1955 July 1, 1960 (Number) (Percent) 
United States 164,303 178,479 14,176 8.6 
Regions: 

Northeast 41,862 44,661 2,799 67 
North Central 48,447 52,784 4,337 9.0 
South 50,809 54,259 3,450 6.8 
West 23,185 26,775 3,590 15.5 
Divisions: 
New England 9,619 10,057 438 46 
Middle Atlantic 32,244 34,604 2,360 7.3 
East North Central 33,604 37,118 3,514 10.5 
West North Central 14,843 15,665 822 5.5 
South Atlantic 23,447 25,4619 2,172 9.3 
East South Central 11,669 11,881 212 1.8 
West South Central 15,694 16,760 1,066 6.8 
Mountain 5,931 6,789 858 14.5 
Pacific 17,253 19,986 2,733 15.8 
Table D 


U. S. Population and Retail Sales 
(Total and Per Capita): 1952-56 


July 1 Population Total Retail Sales Per Capita Sales 


Year (thousands) (millions of dollars) (dollars) 
1952 155,761 164,090 1,053 
1953 158,313 170,739 1,078 
1954 161,191 170,675 1,059 
1955 164,303 185,484 1,129 
1956 167,259 191,470 1,145 


NOTE: Figures in this table are from the Monthly Retail Trade 
Report, based on sample surveys. 


Table E 
Percentage Comparison of Population 
and Retail Sales by Regions, Divisions 
1954 and 1948 


(Population estimated as of July 1 of each year; 
retail sales total for the Census year stated) 


Regions and 


Divisions Percent of U.S. Population Percent of U.S. Retail Sales 
1954 1948 1954 1948 

United States 100.0 100.0 100.0 100.0 
Northeast 25.8 26.6 27.0 27.9 
New England 6.0 6.3 6.4 6.5 
Middle Atlantic 19.8 20.3 20.6 21.4 
North Central 29.5 29.7 31.4 32.3 
East North Central 20.4 20.4 21.9 22.1 
West North Central 9.1 9.3 95 10.2 
South 30.8 31.1 25.8 24.7 
South Atlantic 14.1 13.8 12.1 11.4 
East South Central 7.2 76 49 49 
West South Central 9.5 98 8.7 8.4 
West 13.9 12.6 15.8 15.1 
Mountain 3.5 3.2 3.8 3.6 
Pacific 10.4 9.4 12.0 11.5 


was classified as rural in 1950 and 
much of this increase was in new- 
ly developed 
which will be classified as urban 
has occurred in territory which | in 1960. 


suburban areas 
little change 


rural-farm dwellers. 
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Member Audit Bureau of Circulations 


Advertising Age, April 29, 1957 


In the other counties, most of 
| the gain has been in the smaller 
urban places, while there has been 
in the number of 
The farm 
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REPRESENTED BY JANN & KELLEY, INC. 
CIRCULATION DAILY 296,399 SUNDAY 288,453 


ically all of them (79%) read us! 


(and Ohio) and east of the 


IN NATION'S 2ND PORT IN 
NATION'S 2ND OIL PRODUCING STATE 
COBALT PRODUCER 
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population today comprises only 
about one-eighth of the nation’s 
total population as compared to a 
little over a generation ago when 
about a third of the population 
lived on the farm. 

The Census Bureau recently 
has completed a revision of its 
population projections to 1960, for 
regions and geographic divisions. 
These projections are not predic- 
tions, but represent estimates 
based on recently observed trends 
of growth. And as has been the 
case for the last half century, the 
growth rate in the West remains 
the highest with more than aver- 
age gains indicated also for the 
north central states. (Table C pre- 
sents the projections for the four 
major regions and the nine Cen- 


sus geographic divisions of the 
country.) 


® These projections also have 
been made for the individual 
states and a copy of the report 
containing the state projections 
may be obtained by writing to the 
Director of the Census. The fig- 
ures will prove useful to those 
who are concerned with evaluat- 
ing prospects in regional, division- 
al or state areas. 

In addition to the planning for 
the 1960 censuses covering popu- 
lation, housing and agriculture, 
the Census Bureau also is en- 
gaged in preparations for the next 
censuses of business, manufac- 
tures, mineral industries and 
transportation, which will cover 


SOMETHING 
MISSING 


-»-- LIKE CALIFORNIA WW7HOUT 


THE BILLION-DOLLAR 


VALLEY OF THE BEES 


V Actually, effective buying income of more than $2.5 billion 


V More than twice the retail sales of the Providence-Pawtucket 
metropolitan area 


¥ Not covered by San Francisco and Los Angeles newspapers 


A glance at the map shows you why Coast newspapers are far 
from the whole answer in California. They just don’t make any 
impression in the independent Inland Valley. Valley families give ' 
their first loyalty to products they read about in their own Bee . 


newspapers. 


Data Source: Sales Management’s 1956 Copyrighted Survey 


© THE SACRAMENTO BEE 
Ake THE MODESTO BEE 


‘,:> @ THE FRESNO BEE 
2 


McCLATCHY NEWSPAPERS | 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. 


Inthe newspaper field, only McClatchy gives national advertisers three types of discounts -- bulk, 


| these pages are desired. ADVERTIS- 
| ING AcE will undertake to forward 


|other conditions which cannot be 


a > le Fenty 
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operations of stores, factories and 
mines for the year 1958. These 
censuses will measure the further 
changes in the structure and geo- 
graphic distribution of business 
activity. Among other items of in- 
formation, these censuses will 
provide further light on _ the 
growth of retail trade in the sub- 
urbs versus the central business 
districts of cities, on which much 
evidence was collected in the 1954 
censuses. 


s While we cannot undertake to 
predict what the 1958 business 
picture will be, Table D, based on 
results of the Census . Bureau's 
continuing monthly sample survey 
of retail trade, shows how steadily 
retail activity has grown nation- 
ally with the growth of the popu- 
lation during the past five years. 
For regions, divisions and states, 
enlightening information on busi- 
ness growth is presented in the 
reports of the 1954 Census of 
Business. 

For example, Table E, which is 
based on the 1954 Census retail 
trade reports, shows the propor- 
tion of the nation’s total retail 
trade in each of the country’s four 
major regions and nine Census 
geographic divisions in 1954 and 
1948 compared with their propor- 
tion of the estimated population 
in 1954 and 1948. Similar com- 
parisons may be made for indi- 
vidual states because Census pop- 
ulation estimates are available for 
these years for each state. Popula- 
tion estimates are not available, 
however, for individual cities for 
the comparable periods. . 


List Available 
Market Data 
for AA Readers 


(Continued from Page 31) 
simplify the problem of obtaining 
desired information. 


® Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 


all requests for data to the pub- 
lishers of each piece. Fulfilment of 
these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to handle all reasonable requests, 
within the limitations of supply or 


foreseen. 

Most of the material listed in 
this section is available without 
charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


s For ease of reference, the com- 
pilation is presented in eight sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering ihe 
farm field specifically. 

3. Regional and Local Markets, 
which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
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Sioux CityMeans [ 
Business. For You! — 


SO. DAK, 


NORTH 
SIOUX 
ciTy 


SIOUX CITY SERVES 54 COUNTIES 


Sioux City is located over 100 miles distant 
from any comparable metropolitan center. 
Five large department stores and 1,390 
retail outlets have made Sioux City the 
shopping center for 54 counties. Sioux City 
ranks 16th in the nation in retail sales 
per household. 


Huge sales potential of Siouxland’s Billion-Dollar 
market is easily reached through Sioux City... 
Here, for you to sell, is a productive trade territory in the very heart 


of the prosperous mid-west. A rich four-state market that centers in 
Sioux City and offers... 


wt 3 
een rer . . (924,300 population) 
rele. 


DA wt =e Se Se 


115,300 buy-minded people in Sioux City’s metropolitan area alone .. . 
924,300 in the thriving 54 county Siouxland market. 


MONEY TO SPEND ........ .(51,362,194,000, €.8.1.) 


A healthy, well balanced economy provides Siouxland’s families with an 
A | effective buying income exceeding one and one-third billion dollars. 

me 

i > ' 


+ oa PLACES TO SPEND IT .... (1,390 stores in Sioux City) 


Siouxland’s estimated retail sales for 1957 amount to a whopping $1,042,- 
158,000 . . . $141,490,000 in Sioux City itself. 


WAYS TO REACH THEM ....... (effective media) 


You will find it simple and profitable to sell this billion dollar Siouxland 
market through Sioux City’s advertising media since they effectively saturate 
and powerfully influence the Siouxland buying public. 


300 SIOUX CITY INDUSTRIAL PLANTS 


include the world’s largest popcorn and 
honey producers and manufacture such 
varied products as automotive tools, farm 
supplies, truck bodies, clothing, fishing 
tackle and rubber goods. 


——_ 
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BANKS ATTEST BUSINESS ACTIVITY 


SIOUX CITY LIVESTOCK MARKET 


ranking as 5th largest in the nation, it 
handles over $450 million in cattle, hogs 
and sheep annually. Sioux City meat 
packers process 4 million head of livestock 
each year. 


That business flourishes in Sioux City is 
substantiated by 1956 bank figures. Bank 
Clearings—$755,197,791. Debits — $1,619,- 
597,520. Bank Assets — $138,100,611. Sav- 
ings accounts are approximately 60% 
above the state average. Check on your 
sales potential in Sioux City, you'll find it 
mighty worthwhile. 
C. T. McClintock, President 
Sioux City Clearing House Ass’n. 


eee = a : Se 


SIOUXLAND’S PRODUCTIVE FARMS 


rank among America’s richest. Feeder cat- 

tle, hogs, corn, oats and other products 

brought this rich 54county crea a 1955 

average gross farm income of $12,325. 

pa double the national average of 
, .) 


For details of Sioux City and the rich Siouxland market—contact Sioux City’s Advertising media, newspaper, radio or television 
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BUY BUYERS... 
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BEST 
3 


APPLETON Post-CRESCENT 


Consumers don’t come by counties. Our City Zone 
was created by 106,670 customers whose de- 
voted indifference to vague lines on somebody's 
map helped make the Appleton, Neenah-Menasha 
POST-CRESCENT Wisconsin's daily newspaper 
first in editorial volume, second in advertising 
linage and in 94% command of Wisconsin's third 
largest City Zone market. 


NOT boundaries 


Here's some more well-trimmed meat to help retire 
the myth of “markets by highway markers” 
* Retail Sales, Appleton-Neenah-Menasha 
A. B. C. City Zone, $123,629,551 
* Per Family Effective Buying Income, Apple- 
ton-Neenah-Menasha, $6,149 
Source: Sales Management Survey of Buying 
Power 1957 


APPLETON + NEENAH + MENASHA 


e KEN E. DAVIS, MANAGER, GEN'L ADV. APPLETON, WISCONSIN 


consumer markets. 

6. Professional Markets, cover- 
ing the various professions as mar- 
kets. 

7. Canadian Market, which cov- 
/ers all Canadian material. 

8. International Markets, which 
covers material dealing with for- 
eign and export publications. 
| Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists are grouped sep- 
/arately under “local,” so that all 
‘available items are in one place. 
* In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 
lished” data. These have not yet 
een released, but are scheduled 


for early publication. This “soon to | 


| be published” list carries numbers, 
and may be requested through Ap- 
| VERTISING AGE, but it is primarily 

presented as a guide for those 

readers who may be interested in 
|the studies mentioned, and may 
| want to make certain that they do 


OVER 100 MILLION DOLLARS IN 


LOOK QUICK! “. 


and Remember... 


... because This Skyline’s Changing Fast... 


THE PAST 12 


MONTHS FOR OKLAHOMA CITY’S NEW SKYLINE 
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... And the tempo of this construction medley is gaining 
speed and strength. Money is on the move among over 
500,000 in this metropolitan area ... You can feel it in 
the air and see it on their pay checks . . . You can see 
it in this seasons all time high Oklahoma City retail sales. 
Yes, building is booming and this city is growing fast .. . 
Don’t forget the surrounding 58 county market with its 
1,600,000 additional population. Here is a combined ex- 
panding buying power of 2 BILLION DOLLARS a year! 
... If you're selling goods or services, don’t overlook this 
growing market, and remember, your advertising will 
\ reach more Oklahomans more often, with more sales 
impact through the papers they read most. 
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,;not miss them when they are re- 
| leased. 

Although there are over 1,500 
|individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one reason or another, many 
|}important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material as the individual 
| publishers have authorized or re- 
| quested us to list. Nevertheless, the 
|compilation is by far the largest 
and most complete of its kind ever 
assembled, and we hope it will 
prove of real value to the field. e 


NATIONAL 
| MARKETS 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


No. 1000. The Importance of High 
Income Families to the New 
Car Market. 
These are 

shows the 


One 
spending 
and the 


two charts. 
number of 
units buying new cars 
|per cent of each income group 
buying new cars from 1949 to 
1956. The other chart shows the 
‘relation of distribution of total 
spending units by income group 
and distribution of new car sales 
by income group for the years 1949 
and 1955. The charts were pre- 
pared by Newsweek. 


No. 1001. Ownership of Household 
Appliances, Household Sub- 
scribers vs. U.S. 

Capper Publications has put out 
this series of 14 data sheets on 
| household appliances prepared by 
its research department. Owner- 
ship of appliances among House- 
hold subscribers is graphically 
| compared with U. S. ownership 
'on a per 1,000 homes basis. 


No. 1002. Consumer and Market 

Data. ; 

For extensive users of market 
data, the research department of 
Capper Publications has prepared 
checklists of their research publi- 
cations. Included on the lists are 
market studies and general data 
on the farm and small city and 
town markets. 


No. 1003. Household Magazine Ad- 
ditional Owners Series. 
Here are 49 graphically illus- 

trated data sheets for Household. 
|They have been prepared by the 

research department of Capper 

Publications. Each sheet shows 
the number of additional owners 
|of homes, furnishings and house- 
|hold equipment among subscrib- 
ers during the past two to seven 
|years. Since this series covers 
such a wide range of subjects, a 
checklist for ordering purposes 

will be sent to those interested. 

Data are based on subscriber sur- 

veys. 


| No. 1004. Market Saturation: A 

Crutch or a Challenge? 

This is a copy of an address by 
| Victor Hawkins, director of re- 
search, Capper Publications, be- 
fore the Managers’ Conference of 
|the Kansas Power & Light Co. It 
|presents the view that market 
saturation may be psychological 
rather than factual. It shows how 
several major industries broke 
‘down saturation barriers. It dis- 
| cusses ways of handling factors of 
saturation such as increasing the 
| number of potential customers, 
|number of units each buys, size 
of unit and “planned selling” to 
|hit markets ahead of competition. 
| 


| No. 


| 


1005. Household Magazine 
Subscribers’ Report ... Laundry 
Equipment ....Cleaning Sup- 
plies. 

This brochure gives detailed in- 
formation on washing machines, 
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Eastern Office .. 260 Madison Ave., New York 
Pacific Office ... 785 Market St., San Francisco 


Six-Months 
Period Ending 
March 3lst..... 


a 


CIRCULATION 

IN 

DETROIT NEWS’ 
HISTORY! 


The newspaper that’s been Detroit’s greatest 
advertising medium for over thirty years, now 
has more readers than ever... 469,389 week- 
days, and 585,667 Sundays. * 


The Detroit News concentrates this great cir- 
culation in the densely-populated, volume-business, 
six-county trading area. Here, buyers depend 
mainly on DETROIT newspapers for shopping 
information . . . and here, 98% of Detroit’s retail 


business originates. 
*subject to A.B.C. audit 


The 
Detroit News 


WEEKDAY CIRCULATION 469,389 + SUNDAY CIRCULATION 585,667 


Chicago Office .. 435 N. Michigan Ave., Tribune Tower 
Miami Beach ... The Leonard Co., 311 Lincoln Road 
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MRS. TYLER 
IS A 
COMMERCIAL 
MINUTE 
IMPRESSION 


OVER 26 MILLION OF THEM 
IN A SINGLE WEEK WITH JUST 


FIVE UNITS OF CBS RADIO'S 
DAYTIME DRAMA! 


Put it another way: an advertiser reaches 
over 8 million different Mrs. Tylers (and 
their families) each more than three times 
a week with solid, one-minute impressions 
each time. At just about the lowest cost- 
per-thousand available in any medium. 
Today — with so much money going into 
once-a-week or once-a-month advertising— 
it makes good sense to extend and insure 
your budget with this kind of frequency 
and reach. And it makes most sense to fit 
your message into identifiable programs 
with a beginning and an end-specific 
dramas to tune to every day. 

That’s why you find companies that sell 
low-cost, high-turnover products, compa- 
nies like Colgate-Palmolive, General Foods 
and Lever Brothers, all buying (and re- 
buying) daytime drama on CBS Radio. 


FOR FREQUENCY YOU CAN AFFORD AND NEED... THE CBS RADIO NETWORK 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


clothes dryers, ironing and clean- 
ing equipment, soaps, cleaners, 
detergents and other cleaning sup- 
plies. This survey of Household 
subscribers also gives data on util- 
ities, water heaters, water supply. 
The 73-page report is issued by 
the research department of Cap- 
per Publications. 


No. 1006. Household Magazine Sub- 
scribers’ Report ... The New 
Homestead. 

The research department of 
Capper Publications has published 
this seventh in a series of con-| 
tinuing studies among Household 
subscribers. The report contains 
data on subscriber families, their 
homes, furnishings and equip-| 
ment. It includes information on 
ownership, new purchases and | 
planned purchases. More than 125) 
items are covered. 


metropolitan areas have been 
ranked by retail sales, and the 
per cent of the total U. S. retail 
sales for each is shown. The name 
of the paper publishing or dis- 
tributing the Sunday magazine, 
family coverage in the metropoli- 
tan area and group affiliation is 
also shown. It is published by 
the Metro Sunday Magazine Net- 
work. 


No. 1011. The Characteristics of 

Urban Outdoor Poster Readers. 

This booklet shows the char- 
acteristics of people in urban 
markets on a broad range of sub- 
jects, such as age, sex, income, 
and specific product ownership or 
use. Also shown for each of these 
characteristics is the percentage 
of people in urban markets wh 
are poster readers. The booklet is 
issued by Outdoor Advertising 


|first copy; additional copies are 
| 25¢ each. 


|No. 1012. The Market for Auto- 
mobiles Among Saturday Re- 
view Families. 

This market study contains in- 
|formative data on automobile} 
| ownership, including make, year, | 
|type, accessories, etc. Future car 
| buying intentions and factors im- 
portant in the purchase of a car 
are also shown. Interesting com- 
parisons have been drawn be- 
tween the Saturday Review mar- 
ket vs. the total U. S. 


No. 1013. A Report on Entertain- 
| ment and Alcoholic Beverages. 
This is a special report from the 
1956 Portrait Survey of Fortune 
subscribers. It focuses on the di- 
|mensions of the Fortune liquor 
|market: What beverages and 
jbrands do Fortune subscribers 
|prefer? How many guests are en- 
tertained monthly? How much is 
spent for entertainment liquor? 


accessories 


Fortune Subscribers. 

This special report from the 
1956 Portrait Survey of Fortune 
subscribers covers the travel hab- 
its of subscribers in detail: how 
they travel for both business and 
pleasure, how many trips taken 
during the year, what countries 
they visited and plan to visit on 
their next trip. 


No. 1015. True’s 1957 Liquor Re- 
port, No. 11. 

This True report gives statistics 
on liquor consumption by type and 
by state for 1956 and 1955. Trends 
in consumption of the various 
types of liquor for 1949 to 1956 
are also shown. 


No. 1016. Fawcett Women’s Group 
Infants’ and Children’s Prod- 
ucts Survey. 

The Fawcett Women’s Group 
|}has published this report on baby 
‘foods and other baby products 
such as toiletries, drugs, nursery 
and furniture. The 


No. 1007. Metro Digs Deep in the|Inc. There is no charge for the|No. 1014. A Report on Travel by | analysis, including information on 


Blue Ground of Sales. 

This is an analysis of the Metro | 
Sunday Magazine Network, This 
Week Magazine and The American 
Weekly circulation and coverage 
in 371 counties containing 10 or 
more supermarkets. The counties 
included in this study are listed 
and number of supermarkets, total 
food store sales and per cent of 
U. S. food store sales—in addition | 
to circulation and coverage are| 
shown. The study is published by 
the Metro Sunday Magazine Net- 
work. 


No. 1008. A Handy Guide—Com- 
ics. 

Metropolitan sales—standard 
and potential—are ranked show- 
ing total retail sales, food and| 
drug sales, population, families) 
and circulations and coverages for| 
u Metro Sunday Comics Net- 
work, Puck—The Comic Weekly, 
and an expanded comics list and 
coverage only for 12 selected na- 
tional magazines. 


No. 1009. A Handy Guide—Maga- 
zines. 

This booklet gives a ranking of 
all metropolitan areas—standard 
and potential—showing total re- 
tail sales, food and drug sales, 
population, families, circulations 
and coverages for the Metro Sun- 
day Magazine Network and the 
syndicated Sunday supplements 
and coverages only for 12 selected 
national magazines. 

No. 1010. Availability of Sunday 
Magazine Sections. 

This is a list of all metropolitan 
areas—standard and _potential— 
where Sunday magazine sections 


are published or distributed. The 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. | 


1475 Broadway, New York 36, New York 


Advertising Age, April 29, 1957 


usage, brands and types of prod- 
ucts used by children, is limited 
to children under four years of 
age. 


No. 1017. Fawcett Women’s Group 

Food Forum. 

This Fawcett Women’s Group 
report, based on the responses 
from True Confessions and Motion 
Picture readers, covers packaged 
food products used in the home. 
Usage, brands and types are in- 
cluded in this survey. 


No. 1018. True’s Automobile Facts 
& Figures 1957. 

This True report covers auto- 
mobiles, accessories, tires and 
tubes, gas and oil and other auto- 
motive products. The survey goes 
into detail on makes and brands 
and covers the subject of car uses 
and car maintenance as reported 
by male readers. 


No. 1019. True Travel Report, 1957. 

A complete picture of the True 
|travel market is given in this 
|booklet. Vacation, business and 
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32% of all bondholders owning other than 


Government and State bonds in New York 


City and suburbs, read 


The News... 


Source: Profile of the Millions ...a study conducted 


by W. R. Simmons & Associates Research, Inc. 


Approved by the Advertising Research Foundation. 
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other travel, and money spent for; official consumer publication of|True Confessions and Motion Pic- 
transportation and accommoda-|the American Medical Assn. It|ture. Brands and types used and 
tions are all reported. The report| covers such subjects as reader- | where these products are pur- 
covers both the means of trans-|ship, circulation, advertising rates,|chased are included in this study. 
portation and the places visited on| editorial content and will show 


ti i , 
a Medicine Chest Inventory. 


This study on drug and pro-| 
prietary product usage by readers | 
No. 1021. 16th Annual Beauty| of Fawcett’s True Confessions and | 

Reader Forum. |Motion Picture covers brands, | 
Group readers’ usage and brand| This report on Fawcett Publi-|types and place of purchase of | 
preference covers types of makeup |Cations’ continuous survey of its | these products. Released in Aug-| 
and manicure accessories pre-| beauty forum members’ usage and | ust, 1956, the Medicine Chest In- 
ferred by brands and color and|>rand preferences in the toiletries | ventory summarizes the drug and 
data on place of purchase. and cosmetics department sum-|proprietary habits of 816 panel 

|marizes trends in beauty habits |members. 
No. 1025. True Male ea, 1946 to 1956. Survey re- 


reach the pre-selected audience 
No. 1020. Makeup, Hand and Nail | offered. 
Care. 
This 35-page report on the con- 
tinuous study of Fawcett Women’s 


Facts 1956. spondents are readers of Faw-| No. 1026. The Workbasket Reader- 

A complete picture of the wear-|cett’s True Confessions and al ship Survey. 
ing apparel and footwear owned | tion Picture. This is a survey of subscribers 
by the True reader is presented in | . to The Workbasket to determine 
this study. Annual purchases, | No. 1023. Fawcett Women s Group | age, home ownership, vacation ac- 
prices paid, items owned and oth-| ‘Skin Care, Cleanliness, Fra-| tivities, what appliances are owned 
er pertinent data are given for | one Pe wn ye A i ogy ba current interests. 

‘ ‘ : | is Fawce omen’s Group 

ee Cee report compares 1956 and 1955 No. 1027. The Civil Aircraft Mar- 
No. 1022. This is Today’s Health.| purchases of products for skin | ket. 

This brochure will give you all|care, cleanliness, fragrances and| This is a map of the U. S. show- 
the facts about Today’s Health, the |hair preparations by readers of! ing distribution by state of multi- 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


; and-single-engine civil 
how you and your product can| No. 1024. Fawcett Women’s Group| aiso shown is the circulation sonal ownership. It also contains 


|by Ziff-Davis Publishing Co. 


| No. 1029. Radio & Television News | “h@ndise sales. 


| formation on readers who are serv- 
|icemen, dealers, distributors-job- 


aircraft. ,perimenters’ and hobbyists’ per- 


breakdown of Flying. Issued by | comparisons of coverage and cost 
Ziff-Davis Publishing Co. reaching RTN test equipment, 
|communications, jobber and dis- 


No. 1028. Popular Electronics| tributor markets. Published by 
Market Survey. | Ziff-Davis. 
This study contains detailed 


information on: readers who are | No. 1030. Everywoman’s County 
hi-fi enthusiasts, hams and pro-| Coverage. 

spective hams, electronic experi-| This booklet shows that total 
menters; readers owning SWL|retail sales in counties where 


|equipment, servicing and testing| Everywoman’s Magazine is sold 
|}equipment, reader characteristics,| are 78.1% 


of total retail sales, 
hobbies and education. Published | 78.0% of food sales, 79.9% of drug 


|sales and 83.5% of general mer- 


Market Survey. says 

This brochure has detailed in= Ne ee ee ee a eevowe. the 

| dual character of investors read- 

: i ing Financial World. They are not 

Dee Ce ae rercturiny| only securities owners but at the 
8 same time heavily representative 


and communications. It gives de- ; ~~ 
tails on reader hobbies, hams’, ex- | of the highest echelon in industry. 


TTT? 
TTT 


ATTTTETTL TE 


oupon-clipper customers? 


... The News has more readers owning bonds than 
any other New York morning or evening newspaper ! 


W ant bond holders? Considerthat The News 
reaches nearly one-third of all bondholders 


monetary return and security 


owning otherthan Government or State bonds 
in New York City and suburbs... 


100,000 more than the 
World-Telegram & Sun 
110,000 more than the Times 
140,000 more than the 
Herald-Tribune 
140,000 more than the Mirror 
150,000 more than the 
Journal-American 
160,000 more than the Post 


largest newspaper! 


home owners, more two-car 


quality customers. 


Bondholders enjoy the badge of financial 
success, get extra spendable cash, a regular 


The News, New York’s Picture Newspaper .. . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 


. Bondholders, 
incidentally, are fine customers! 
Metropolitan New York offers a higher 
concentration of bondholders than any area | * 
anywhere—and the largest concentration of | 4 First | 


bondholders are in the audience of New York’s : 


The News also gives you more $10,000 
and up incomes, more college educated, more 


families with children...more volume and 


The News with 4,780,000 readers daily 
is your best opportunity! Could you use more 
sales, income, profits? Ask for all the facts! 
Any News office will show you Profile. 


|No. 1032. Family Weekly Market 

Facts Folder—156 Markets. 

This brochure contains current 
totals of marketing data on the 
512 counties covered by Family 
Weekly, including population, in- 
come, retail sales, food store sales, 
drug store sales and passenger 
car registrations. 156 Family 
Weekly distributing newspapers 
are located on a map of the U. S. 
and latest circulation and cover- 
age figures provided. 


No. 1033. The Sixth Popular 

Mechanics Automotive Study. 

This data-packed study by Pop- 
ular Mechanics covers such cate- 
gories as accessory purchase 
indications, battery preference, 
brake lining, car ownership, re- 
pair practices, etc. 


No. 1035. Buying Power of Fam- 
ilies. 

A breakdown on percentages of 
families in each income level, per- 
centages of families holding vary- 
ing amounts in assets and the 
kinds of assets they hold, and av- 
erage and median family income 
and assets are covered in a book- 
let issued by U. S. News & World 
Report. 


Biggest 


we hoki 


6 Months 
| Advertising 
Revenue 

in its 
History 
18% GAIN 
OVER 1956! 
1,700,000 


CIRCULATION 


owners, more 
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AN ANNOUNCEMENT 
FROM TV GUIDE... 


@ Effective with the issue of October 5, 1957, 
TV GUIDE’s rate base becomes 5,300,000. This is an 
increase of 1,300,000 over the present guarantee. 


@ Effective in the Fall of 1958, the rate base will 
become 6,300,000. 


@ The $2.00 per thousand black-and-white page rate 
will continue in effect throughout these rate 
base adjustments. 


The Weekly Magazine The Whole 
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Family Reads Every Day 


TV GUIDE’s net paid weekly circulation averaged over 5,300,000 in the first quarter of 1957. 


Throughout our four-year history, our net sale has grown at an average rate of a million copies 
each year. During the first thirteen weeks of 1957, however, our growth has exceeded this 
“‘normal’’ expectancy by nearly half again as much. In other words, our progress 


this year has accelerated beyond our most optimistic forecast. 


TV GUIDE’s circulation projections indicate that by Spring, 1958, we will be selling 
substantially more than 6,000,000 copies each week. It is our estimate that advertisers will 


continue to enjoy in 1958 and 1959 alike the considerable circulation bonuses that 
have become a TV GUIDE halimark. 


These growth forecasts are based on results in our present 44 editions. They do not take 
into account future new editions to be opened, nor our expanding sales potential as 


TV set ownership increases across the nation. 


The tremendous reader acceptance and loyalty underlying our dynamic circulation story is 
being more and more matched by our advertising. More than 700 advertisers placed us on their 
1956 schedules. Already this year, 421 advertisers have signed contracts, including 189 who 
are using TV GUIDE for the first time. PIB figures show that our first-quarter advertising 


revenues are 112 per cent greater than during the same period in 1956. 


TV GUIDE holds great promise for advertisers who still believe that advertising’s primary 


objective must be to reach the greatest number of prospects with the highest response 


potential at the lowest possible cost. We invite careful consideration of TV GUIDE. 
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Newspaper Circulation* 
In The Rich Passaic- 
Clifton City Zone: 


FIGURES TELL THE TALE. . . FOLKS BUY 
MORE IN THE PASSAIC-BERGEN, N. J. AREA— 


Food sales for 1956 in the 10 communities comprising The The Woraid-News ... .50,455 


: - nl Bergen Record ...... 1,187 

Herald-News A.B.C. City Zone (36.5 sq. miles) were: tiie. 2548 
$82,657,000* Paterson Call ....... 2,105 

Newark News ...... 4,398 

An average of $2,264,574 per square mile Newark Star-Ledger .. 3,352 


N.Y. Herald-Tribune .. 2,962 
N.Y. Journal-American 7,338 


a eee CC ee 


*Sales Management Estimates Food Sales, 1956 


N.Y. Daily News ... .20,918 
: THE HERALD-NEWS ag oo a 
; He WEEE ede sees : 
ie AIC-CLIFTON, N. J. 
a of PASS , N.Y. World-Telegram 
Wm. J. Hay, Gen. Adv. Mgr. James J. Todd, Mgr. 2 ee 1,235 


Post Office Box 1019 
Passaic, N. J. 


New York Office 
18 East 41st Street 


eS. oe 


; Dr. Aaron Andrews 
Advertising Manager 


Hess & Clark, Inc. 


Advertising Age, April 29, 1957 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


No. 1034. Popular Mechanics— 
No. 1 Market for all Shelter 
Products. 

This brochure gives Popular 
Mechanics’ reader characteristics 
(home ownership, remodeling 
market) and includes ample data 
on all shelter and tool products 
available. 


No. 1036. 
Larger. 
Data on the growth of the eco- 
nomy between 1946 and 1956, in- 
cluding gross national product, 
business firms, demand for raw 
materials, capital outlays for plant 
and equipment, jobs and buying 
power are contained in a brochure 
of U. S. News & World Report. 


Today's Business Is 


No. 1037. Occupations of Family 
Heads. 
A breakdown of occupations of 
U.S. News & World Report fam- 
ly heads by types of business and 


‘we SWITCHED ~ 
_ to FARM and RANCH 


ha 


Isolated Case?....NO SIR! 


Abbott Laboratories (Chemical Sales Division) G 
Allied Mills, Inc. 

Aluminum Company of America 

American Cyanamid Co. (Fine Chemical Division) 
Anchor Serum Company (Missouri) 

Armour and Company 

Ben Hur Manufacturing Company 

Childers Manufacturing Company 

Chilean Nitrate Educational Bureau, Inc. 
Commercial Solvents Corporation 

Continental Motors Corporation 

DeWitt's Turkey Hatchery, Inc. 

E. |. DuPont de Nemours & Co. (Remington Arms) 
Fairbanks, Morse and Company 

Firestone Tire and Rubber Company 

Flint and Walling Manufacturing Company, Inc. 
Ford Motor Company (Trucks) 


| Electric Company (Refrigerators) 
General Foods Corporation (Sure-Jell) 
Hercules Powder Company 

Hess & Clark, Inc. (Feed Products) 
Hotpoint Company 

Kalamazoo Vegetable Parchment Company 
Keystone Steel and Wire Company 
Lovisville and Nashville Railroad Company 
Luther Ford & Company 

M-W Gear Company 

Maico Company, Inc. 

Martin Steel Products Corporation 
McCulloch Motors Corporation 

Morton Salt Company (TM Salt) 

National Cooperatives 

Norwich Pharmacal Company (Norforms) 


These advertisers, too, are new in Farm and Ranch within the last year 


Olin Mathieson Chemical Corporation 
Quaker Oats Company (Feed) 

Rainy Sprinkler Sales Company 
Ralston Purina Company 

Red Arrow Laboratories 

Dr. Salsbury’s Laboratories 
Shakespeare Company 

Southern Nitrogen Company, Inc. 
Stewart Stevenson Services, Inc. 
Tokheim Corporation 

Virginia-Carolina Chemical Corporation 
Western Condensing Company 
Western Electric Company, Inc. 
Wolverine Shoe & Tanning Corporation 
Wyler Watch Corporation 

Zenith Radio Corporation (Hearing Aids) 


Advertisers seeking SALES to Southern farmers are 


switching to Farm and Ranch 


NASHVILLE, TENNESSEE 
More than 1,300,000 subscriber families in 15 Southern states 


DALLAS 


Bruce Johnson 


CHICAGO 
Dan Doody 


NEW YORK 
Bob Finn 


LOS ANGELES 
McDonald-Thompson 


SAN FRANCISCO 
McDonald-Thompson 


| tion 


title is contained in a brochure 
issued by USN&WR. 


No. 1038. Grocery Store 

Trends. 

Trends in grocery store sales, 
changes in leadership by brands, 
and changes in living habits, food 
purchasing habits and size and 
type of food stores are reviewed 
in a 50-page booklet illustrated 
with charts and published by A. 
C. Nielsen Co. 


Sales 


No. 1039. Cosmetics Uses of Teen- 

Agers. 

A personal interview study of 
teen-age girls and the cosmetics 
and toiletries they use, how often 
they use each product and the 
number who buy their own is re- 
ported in a booklet published by 
Seventeen. 


No. 1040. Teen-Age Footwear Hab- 
its. 

Facts concerning number of 
pairs of shoes owned, types, heel 
heights and purchases in the past 
12 months are presented in a sur- 
vey of teen-agers by Seventeen. 


No. 1041. Teen-Age Use of Lin- 
gerie and Foundationwear,. 
Purchasing habits and owner- 
ship of lingerie, underwear and 
foundation garments among teen- 
age girls are surveyed in a bro- 
chure issued by Seventeen. 


No. 1042. College Freshmen 
High School Wardrobes. 
Detailed apparel purchases, as 
well as typewriter, clock, luggage 
and other purchases, among teen- 
age girls are surveyed in a bro- 
chure issued by Seventeen. 


and 


No. 1043. Teen-Age Hosiery Use. 

Hosiery wearing and purchasing 
habits of teen-age girls, including 
price paid, place of purchase and 
how often purchases are made, 
are covered in a brochure of Sev- 
enteen. 


No. 1044. Audience Facts 

The TV Guide audience by 
composition of households, marital 
status, age, sex, personal habits, 
buying habits, occupation, educa- 
and residence location is 
analyzed in a brochure issued by 
TV Guide. 


No. 1045. Pre-Selection of TV Pro- 
grams. 
A detailed 
centages of 


the 
who 


survey of 
viewers 


per- 
pre- 


|select all programs watched, and 
| Various 


amounts of programs is 
reported in a bulletin of TV Guide. 


No. 1046. Buyers Over 40. 

A report on the “over 40" mar- 
ket including data on estate plan- 
ning, drug product usage, dietary 
changes and travel plans is pre- 
sented in a brochure of the Jour- 
nal of Lifetime Living. 


No. 1047. Data on New Mothers. 

A survey of 535 mailed ques- 
tionnaire responses from new 
mothers giving age, number of 
children and per cent of new 
mothers is reported in a brochure 
of Parents’ Magazine. 


No. 1048. Family Buying Patterns. 

The percentage of families with 
children and percentage without 
children among refrigerator buy- 
ers and similar data on family 
spending for homes, furniture, 
washers, tv sets and automobiles 
are contained in a brochure issued 
by Parents’ Magazine. 


No. 1049. Family Milk Buying. 

A brochure prepared by Par- 
ents’ Magazine reports results of 
a survey of use habits and atti- 
tudes of families with children 
towards use of milk, evaporated 
milk and milk solids. 
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fare you selling this 
$40-billion-a-year market*? 


*INSTITUTIONS: 

Hotels « Motels e Clubs e Restaurants e 
Industrial Cafeterias ¢ Hospitals ¢ Sanitar- 
iums e Schools « Colleges e Camps « Youth 
Service Organizations e¢ Military Installa- 
tions « Office Buildings « Transportation 
Systems e Consultants e Suppliers « and all 
other establishments within the readership 
of INSTITUTIONS Magazine. 


$10 billions to be spent on new construction in 1957 
more than $6 billions for remodeling, additions in 1957 


100 million acres of grounds requiring maintenance 


5 million rooms requiring redecorating, refurnishing, upkeep 


125 million meals served every day to Americans-away-from-home 


this is the Institutions market... 


for effective media selection, 


for the latest media facts .. . 


YOUR 


CONSULT 


ADVERTISING 


AGENCY 


FACT No. 3 


How important is color in the sale of your 


products to institutions? Many manufactur- 


ers of foods . . . furnishings .. . paints. . . 
decorative building materials .. . and 
numerous other products . have long 


recognized color’s importance. So has 
INSTITUTIONS Magazine, the only publi- 
cation in the field that consistently uses four- 


color illustrations . . . not just on the cover 


but also editorially inside the magazine . . . 
to build exceptionally high page-by-page 
reader traffic. Your advertising message 
inevitably shares in this top-quality reader- 
ship . . . one more “plus value” that only 
INSTITUTIONS Magazine delivers . 

along with its paid circulation . . . the only 
ABC-paid circulation serving the whole 


Institutions field. 


gJ ut 7 ° 


MAGAZINE 


OF MASS FEEDING—MASS HOUSING 


DEPT. A74, 1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


No. 1050. Family Buying. 

Purchases of food, household 
supplies, drugs and cosmetics by 
families with and without chil- 
dren are surveyed in a booklet of 
Parents’ Magazine. 


No. 1051. Data on Families with 

Children. 

A booklet compiled by Parents’ 
Magazine shows changes in U. S. 
population, particularly families 
with children, and includes charts 
on birth and marriage rates and 
distribution of population by fam- 
ily types. 


No. 1052. Drive-In Theater Data. 
Characteristics of drive-in the- 
ater audiences, including distribu- 
tion by age, sex, marital status, 
occupation and education are 
among data in a 42-page booklet 
issued by Alexander Film Co. 


No. 1053. Home Ownership Data. 
Tabulations on home ownership, 
age of homes, household equip- 
ment, size of land, power tool 
ownership and tool purchase plans 
are included in a brochure issued 
by Popular Science Monthly. In- 
cluded is a description of past 
and planned improvement and re- 
modeling activities in Popular 
Science and other households. 


No. 1054. Market for Metal and 
Woodworking Screws. 

Data on purchase habits and 
use of metal and woodworking 
screws, including quantities of 
screws purchased during various 
months of the year for use on the 
job or in home workshops is in- 
cluded in this booklet by Popular 
Science Monthly. 


No. 1055. Use of Photographic 
Equipment. 

A survey of subscribers show- 
ing type and brand of photo- 
graphic equipment used, including 
cameras, slide and movie projec- 
tors and accessories, is summar- 
ized in a brochure prepared by 
Popular Science Monthly. 


No. 1056. Reader-Household Data. 

Occupation, education, income 
and consumption of various con- 
sumer products on the part of 
readers is covered in a brochure 
of Popular Science Monthly. In- 
cluded are data on smokers, au- 
to owners and home owners. 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion 
Smalier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica. 
tion of the Armed Forces Communications 

Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
1475 Broadway, New York 36, N. Y. 


|No. 1057. Purchasing of Autos, 


Parts and Accessories. 

Car and truck ownership by 
make and age, per cent purchased 
new and used, mileage driven, lu- 
bricants and replacement parts 
purchased and purchase intent by 
make are among areas covered in 
a booklet issued by Popular 
Science Monthly. The study was 


made by Daniel Starch & Staff. 


No. 1060. The Abrasives Market. 

Abrasives use by types and by 
operations performed, and pur- 
chasing influence of subscribers 
are surveyed in a booklet issued 
by Popular Science Monthly. 


No. 1061. Market for Metalwork- 
ing Lathes. 
Types and sizes of companies 
|using metalworking lathes, and 
|user job classifications, functions, 


purchasing influence and personal 
ownership of such lathes are cov- 
ered in a booklet issued by Pop- 
ular Science Monthly. Data is 
based on a_ 2,000-questionnaire 
mail survey with a 26.5% return. 


No. 1058. Use of Plastic Counter- 
tops. 

Presence in the home of plastic 
countertop material is reported by 
brand, along with facts on wheth- 
er self or professionally installed 
and future intention to install it, 
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are surveyed in a sheet issued by 
Popular Science Monthly. 


No. 1062. Outdoor Sports Facts. 
Figures on the growth, present 
participation and expenditures in 
such outdoor sports as hunting, 
fishing and boating are included 
in a brochure of Field & Stream. 


No. 1063. Brand Use in Auto- 
motive Products. 
A mail survey showing brand 
use of automobiles, tires, batter- 


an open letter to Mr. Goldenson... 


Dear Mr. Goldenson, 


I think you ought to know that your TV and radio affiliate 
here in Seattle, KING, is 24-sheeting you all over this terri- 
tory as the best thing that has happened to telecasting and 
broadcasting since the invention of the sponsored program. 
The things they are saying about your inspired direction of 
ABC and the network’s vitality and growth — and the roseate 
future of all ABC affiliates — you couldn’t bring yourself to be- 
lieve, even, without standing on a ladder. As a newspaperman 
who still doubts that it is possible to project the human voice 
and the human image through thin air without wires, I am ap- 
palled to hear my friends at KING asserting that KING, 
too, will expand and strengthen its own position in the local 
radio and TV market. How can it expand and how can it be 
stronger than it already is? Are they greedy? Is it possible 
to add two more inches to Marilyn Monroe and make her 
more fetching? ( Yes.) 


In our lay opinion, KING has already achieved, both in 
television and radio, a unique status and a personality far 
surpassing like enterprises in this popular Pacific Coast area. 
But personality suggests “a person”, and it is as hard to 
reduce KING’s personality to its basic elements as it is to 
sift out the things that go to 
make a woman attractive (be- 
yond certain surface configu- 
rations, that is). 


The trouble with KING, and 
it’s a good kind of trouble to 
have, is that KING acts and 
reacts like a person rather 
than like a corporation. It is 
as variable, unpredictable, re- 
sponsive and subject to mood 
as any one member of the vast 
audience it informs, instructs 
and entertains. I was going to say that KING is wonderfully 
inconsistent, too, because I consider inconsistency a virtue, 
but I shan’t because most people don’t. I will say that KING 
does consistently try to avoid the cliches of telecasting and 
broadcasting. We viewers and listeners have come over the 
years to expect KING to be fresh, lively and enterprising 
and different always, but trite, never. They must have a 
sign on their kitchen door, like a restaurant: ‘‘Push 
Originality”. 


There are days, Mr. Goldenson, when KING greets the 
morning with a hangover and a coated tongue and wants 
nothing more the rest of the day than to lock up shop and 
go home to bed. And there are other mornings, when KING 
greets us with a paper hat and toy horn and feels good almost 
to the point of clinical euphoria. But that’s the way people 
behave, people aren’t always the same, and KING is people, 
and we long-time patrons have come to cherish these extremes 
of mood and to respond, as the occasion requires, either with 
sympathy or rejoicing. 


KING takes us behind the 
scenes into its own family life 
to a much greater degree than 
other stations and we know 
them as well as the man next 
door. We hear, for instance, 
that an announcer’s wife has 
gone to the hospital to have 
a baby, and, when nothing 
happens for a week or so, we 
call up by the thousands to 
ask why. And we care. And 
we are vastly amused when a disc jockey says of a commen- 
tator, who has a New England background and a cultured 
inflection, that he has gone briefly to Boston to renew his 
accent — that he was finding himself, to his great horror, no 
longer pronouncing words ending in “a” with a final New 
England “er”. He was not calling Tacoma Tacomer. 


KING recently has established a news bureau at the Post- 
Intelligencer plant and already the camel is well into the 
tent. KING’s men are looking over our shoulders every time 
we sit down to write, and occasionally KING is broadcasting 
our finest prose while it is yet in our typewriters. But you 
would be astonished, Mr. Goldenson, how much news KING 
itself originates in this area and how often our coverage of 
a major news story requires the assignment of a reporter to 
watch and listen to KING. “‘We’d better know what those 
b........ are doing,” is the way the city desk puts it. 


Not long ago there was a controversy between the head 
football coach and the administration at the University of 
Washington which shook the Pacific Coast Conference. The 
coach said little to Seattle newspapers but when it came time 
for him to take his case to the people of the state he chose 
to do it before the cameras of KING-TV. Our own accounts 
were pretty well limited to his TV script. This was discon- 
certing, and, we thought, un- 

American, but it has happened 
often enough. 


This coach, incidentally, 
largely on the strength of the 
very favorable impression he 
made in this telecast, went on 
to win election last fall as 
lieutenant-governor of Wash- 
ington State. His opponent 
was a popular, seasoned poli- 
tician whose post-election com- 
ment boiled down to an as- 
tonished “Wha hoppen?” 


Within weeks, also, the outcome of the disputed great Gold 
Cup hydroplane races in Detroit last summer was decided 
largely upon a study of the kinescope of KING-T'V’s on-the- 
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ies, accessories, gasoline, oil, insur- 
ance and credit cards among read- 
ers is reported in a booklet of 
Sports Afield. 

No. 1064. What Catholic Youths 
Buy. 

Buying habits of parochial 
school youths are surveyed in a 
40-page booklet issued by the 
Young Catholic Messenger. 


No. 1065. Where to Reach Snobs. 


tio of this market to total market, | 
is given for a long list of cities | 
throughout the nation in a 26-page 
booklet issued by Town & Coun- 


|try. The marketing division of 


Hearst Corp. did the study. 


No. 1066. Data on Buyers. 

Per cent of home owners (and 
average value), multi-automobile 
owners, buyers of new cars and 
investors, along with details of in- 
vestments, among readers are cov- 


No. 1059. Facts about Metalwork- 
ing Publication Readers. 

Job functions, purchasing influ- 
ence and use of precision tools by 
readers of 16 metalworking pub-| 
lications were surveyed by the | 
Lufkin Rule Co. Results are re- 
ported in a brochure issued by 
Popular Science Monthly. 


No. 1067. Industries and Types of 
Companies. 


A breakdown of subscribers | 


To secure copies of data listed, 


Available Market Data—National 


use the handy coupons 


tive in a bulletin issued by Forbes 
Magazine. 


No. 1068. Boy consumption of 
candy and soft drinks. 
No data on bellyaches, but a 
rundown on whether boys drink 
soft drinks, when they drink them, 


The style and quality market is| ered in a booklet issued by Forbes 


defined and a “style quota,” or ra- | Magazine. 


shows the industries and types of| where they buy them, how many 
companies in which they are ac-| candy bars they eat a week and 


spot coverage. KING-T'V covers these affairs as if they were 
in the next ward, and I am offering odds that KING-TV will 
be the first with a remote from the moon. In any event, they 
spend money like they are printing it themselves, and I think 
they are. 


A year or two ago when Radio KING was covering the 
Silver Cup hydroplane races in Detroit (we think more 
about hydroplane racing in 
Seattle than we do about sex), 
I telephoned a KING com- 
mentator there after the race 
for a Page One eye-witness ac- 
count of the event. I think this 
might have been a “first’”’ in 
newspaper — radio — television 
relationships (where there is 
no interlocking ownership). 
Yet we never hesitated to play 
the interview because the 
KING man is popular both on 
radio and television, is highly regarded throughout the area, 
and his comments were news. 


There was a disastrous transit strike in Seattle during the 
Christmas shopping season in 1956, and the transit commis- 
sion and striking employees were making muscles at one 
another but not saying much for publication. KING-TV in- 
vited them to speak their minds before its cameras, and they 
did, from adjoining studios, and the city that night decided 
who was right and who was wrong. KING-T'V regarded this 
historic telecast as another “public service” but the com- 
mission and the drivers had no such high-flown concept of 
it. They merely considered appearing on KING-TV as the 
natural and expected thing to do under the circumstances. 
If the Devil appeared in Seattle on a Sunday morning and 
demanded equal time, I am certain KING would give it to him. 


This acceptance of KING (TV and Radio) as a community 
personality and as a community force is the reason, of course, 
for KING’s domination of the local field. Certainly it is why 
KING-TV is Seattle’s first television station when, without 
a vigorous and inspired operation, it could easily be the 
second or third. Management has a great deal to do with 

think of it in terms of what 


KING’s position here, to be 
sure, and management’s great- 
est contribution probably has 
been to let competent, tal- 
’ ented people develop in their 
~<‘in i G own way in a team-work 
“| pattern. 
} 
y 
/ 
/ 
45 
we know, from a study of 
journalistic history, has happened from time to time on some 
of the nation’s newspapers. Suddenly — and the catalysts 
are never quite identifiable — there comes a fusion of mind 
and effort and a period of intense productivity and brilliant 
accomplishment which lifts the group far above the ordinary. 
The people who are a part of it never entirely lose the mo- 
mentum of it. Great writers, great editors and great per- 
sonalities have come out of such periods on the Denver Post, 


the old New York World, the New York Sun, the Atlanta 
Constitution and many others. 


jj But what is happening at 
/ the moment at KING is more 

i significant than that and much 
L more difficult to explain. I 


Mr. Goldenson, we probably haven't said quite what KING 
and KING-TYV wouid like us to say. Around town the people 
who buy advertising say that KING is not content just to 
feed off your network and sell time at station-breaks. They 
supplement network shows with smart film buys, special pro- 
motions and service, and with the most aggressive news cov- 
erage I have ever seen in the broadcasting and telecasting 
fields. These promotions range from the slight and the whim- 
sical to the profound and the spectacular, but they all have 
in common a decidedly professional touch. KING out-pro- 
motes every other station in the Pacific Northwest and [ 
suspect that has a bearing on the fact that network shows 
here get a higher rating than ABC gets in some other areas 
of equal population. You don’t dare not listen to or not 
watch KING because you'll 
miss something everyone else 
in town will be talking about 
tomorrow. 


The people in the KING- 
TV sales department tell me, 
over coffee, and their eyes 
shine with the truth like minor 
prophets, that KING sells 
schedules and works out cam- 
paigns with an advertiser be- 
yond the normal call of duty; 
they follow through with pro- 
motions, market analyses and merchandising and charts and 
graphs with lines going every whichway, and chalk talks 
and pep rallies and heaven only knows what else. And they 
tell me that KING adheres to its published rate card and 
never gets under the table with anybody, except possibly, 
in another sense, at Christmas parties and conventions. 


But these are aspects of KING and KING-TV’s opera- 
tions that I know little about. As a listener and a viewer, [ 
only know that they are nice, resourceful people, vastly en- 
tertaining, and that I never know what they will be doing 
next, and that, like the rest of the people in this area, I 
turn to them first. 


cordially, 


Ulovg Webb 


douglass welch 


The exploits of Douglass Welch as a staff 
member of The Tacoma News-Tribune, 
Cleveland Plain Dealer, Seattle Times and 
Seattle Post-Intelligencer are legendary. 


The gifted Douglass Welch is, as well, a mas- 
ter of the humorous short story whose wry 
wit has enlivened the pages of The Saturday 
Evening Post, The New Yorker, McCall's, 
Esquire, Cue and Coronet. Welch, for a 
period, made another career out of scorning 
television. Quite recently he became a fan of 
KING, 


Associated with KGW-TV, KGW Radio, Portland, Oregon 
’ 
FIRST IN SEATTLE Fd 
ABC Television, Channel 5, 100,000 watts i KHineG 
ABC Radio, 1090 kc., 50,000 watts , 


# Ask your BLAIR Man 


TACOMA 


popularity of 5¢ and 10¢ bars is 
presented in a brochure issued by 
Boys’ Life. Peanuts and chewing 
gum are covered, too. 


No. 1069. What Boy Scout Camps 
Buy. 

Detailed data on purchase of 23 
different food items by brands is 
covered, along with number of 
camps stocking the item, quantity 
consumed, month it was bought 
and whether it was from a man- 
ufacturer, distributor or local 
store, in a booklet by Boys’ Life. 


No. 1070. Home Garden Buying 

Habits. 

Ages, median income, property 
value, car ownership, home own- 
ership, home improvements, fu- 
ture plans for remodeling and re- 
decorating and home gardening 
activities and gardening tools 
bought among readers are cov- 


ALTOONA 


Is a TEST 
MARKET... 
where you can 
test results easily. 


We know of no other test 
market where results of a 
test campaign can be 
checked so accurately. Al- 
toona, Pa. is the hub of a 
50-mile radius island mar- 
ket. 


In this market 143,151 
people look to the Altoona 
Mirror for new goods and 
services. The Mirror cover- 
age in this island market is 
75%. In the Altoona C. Z., 
the coverage is now 95%. 


$34,000,000 was spent for 
food in metropolitan Al- 
toona last year. 


Whether you are seeking 
a better test market or 
want to expand your pres- 
ent sales, check carefully 
the many advantages of us- 
ing the Altoona Mirror. 


May we send you our 
latest market data? 


Elltoona 
Mirror 


RICHARD E. BEELER, 
Advertising Manager 
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...TO INFLUENCE CPI*.MANAGEMENT IN ALL FUNCTIONS...ADMINISTRATION & PURCHASING, 
PRODUCTION & ENGINEERING, RESEARCH & DEVELOPMENT 


No matter what youre selling 


your first CPI target must be 
. management in all functions... 


The one dominant yoice at every 


i buying step. And to hit this fast- 
moving audience... 


Your biggunis CHEMICAL WEEK, 


the market in motion—succinct, 
timely, news fittered for fact... 


Trends spotlighted for buying 


- decisions in all areas—equipment, 
_ materials, services... 


Thats why more management 


men say they read CW than any 
other CPI publication ... Be sure. 


“CHEMICAL PROCESS IMOUSTRIES 
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759e now planning 
home improvements 


Your advertising dollar gets full 
value in Home Craftsman. 92% 
of Home Craftsman's practical 
readers now planning addition- 
al playroom, bedroom, bath, 
carport and other improvements 
will do their own work and buy 
the tools, hardware, and other 
materials. Get the eye-opening 
facts about this growing market 
of repeat customers. 

Write now to 


115 Worth St. 
New York City 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


No. 1075. Personal Deodorant Da- 
ta. 
Consumer use, brand prefer- 
ences, sales, packaging develop- 


ered in a booklet issued by Flower | trends in liquors, wines and beers|ments and marketing trends in 


Grower. 


No. 1071. Candy Sales in the Ne- 
gro Market. 
A ten-city survey covering 20 
stores in each city and showing 


are covered in a survey of 249 
package stores and a variety of 
other outlets with predominant 
Negro patronage in major US. 


| cities and reported in a booklet is- | 


| sued by Ebony and Jet. 


how candy is sold—over the coun- | 


ter or by vending machine—is re- 
ported in this booklet. Drug, gro- 
cery, confectionery, chain and to- 
bacco stores and _ luncheonettes 
and restaurants were interviewed. 
Data obtained includes seasonal 
sales, best selling candy bar 
brands, candy boxes, chewing gum 
and refrigerated cabinets. The 
booklet has been issued by Ebony. 


No. 1072. Urban Negro Market for| 


Liquors, Wines and Beers. 
Brand preferences and buying 


No. 1073. The Negro Baby Market. 

| The birth rate, Negro child pop- 
|ulation broken down by age and 
|sex and data on Negro mothers 
j}and families are contained in a 
| brochure issued by Ebony. 


No. 1074. Radio Homes. 

A county breakdown of radio 
homes, population, retail sales, 
food sales, drug sales and passen- 
| ger cars is included in a brochure 
|published by Broadcasting Tele- 
| casting Magazine. 


389 “SMOKESTACKS”... COUNT ’EM! 


= 


for stable 


prosperity! 


lt 


Soulh Bend 


Gribune 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, 


And how those stacks are smokin’! Down at their 
business end you'll find the 389 diverse industries 
that help make the South Bend market one of the 
Nation’s richest. Of these 389 companies, 144 em- 
ploy 25 or more people. Obviously, no single con- 
cern dominates the South Bend market. That makes 


Saturate this market, Indiana’s 


2nd, with one newspaper. Write for details. 


? . 
The South Bend, Ind. Market. 
7 Counties, 1/2 Million People 


INC. «© NATIONAL REPRESENTATIVES 


|the deodorant market are covered 
|in a brochure published by Red- 
book. 
No. 1076. Everything About the 
Home Permanent Wave Market. 
This brochure issued by Red- 
book starts with a history of home 
permanent wave kits from 1933, 
| when they started on a local basis, 
through 1943 when they really 


the present. Product developments 
}are traced, and data on sales and 
distribution are given including 
per cent of volume in various 
types of outlet. 


No. 1077. The Market for Regular 
and Instant Coffee. 

This is a study, based on pub- 
lished materials, detailing organ- 
ization of the regular and instant 
coffee industries, trends in con- 
sumption, sales and retail prices. 
It also goes into product and 
packaging developments for regu- 
|lar and instant coffee, as well as 
|other coffee beverage products, 
|and consumer use, buying habits 
'and brand preferences. It’s all in a 
| booklet issued by Redbook. 


No. 1079. Automobile Ownership 
and Purchasing. 
A mail survey of 5,000 readers, 
| with a 31.2% return, gives data on 


|how many cars owned, by make | 
trucks 


jand year, how many 
|owned, what new car purchases 
are planned by make, what mile- 
age on present cars and trucks 
owned and _ educational back- 
| ground. The survey is reported in 
|a booklet issued by Outdoor Life. 


|'No. 1080. Appliance Ownership 
and Buying Habits. 
A brochure and two supple- 
|ments issued by Time give details 


NATIONAL REGISTER PUBLISHING CO., Inc. 
147 WEST 42nd 8ST., NEW YORK 36, N. Y. 
333 NO. MICHIGAN AVE., CHICAGO 1, ILL. 


Indispensable... 


in the 
Advertising 


got started on a national scale to/| 


Advertising Age, April 29, 1957 


on family income, liquid assets, 
position and age of family head 
and valuation and age of home, 
and the relationship of all these 
factors to appliance ownership. 
The supplements cover ownership 
of small appliances and refrigera- 
tors, kitchen remodeling plans and 
electric wiring. 


No. 1078. Arms and Ammunition 

Buying. 

Seventeen basic questions about 
arms and ammunition buying 
were asked of subscribers in a 
mail survey summarized in a 
booklet of Outdoor Life. Included 
|are such questions as when did 
you buy your last shotgun, rifle 
or pistol, what type, do you ex- 
pect to buy a gun during the year, 
do you hunt, does your wife hunt, 
do your sons or daughters? Sum- 
marized here are 1,000 replies. 


'No. 1081. Data 
Graduates. 


A report on 


on Young College 


the business and 

family careers of men from the 

college classes of 1946 through 

| 1949 is included in a brochure is- 

| sued by Time. 

|No. 1082. The College-Undergrad- 
uate Market. 

The U. S. college student today— 

family background, college activi- 

ties and expenditures, career and 

family plans—are surveyed in a 

brochure issued by Time. 

| 

No. 1083. Plans and Preferences 
of Home-Makers. 

These three booklets are based 
on a survey of a panel of 2,500 
subscribers who have been pledged 
to answer all questionnaires from 
American Home. The survey cov- 
/ers product use and preferences in 
household food and _ appliance 
items and in such areas as cam- 
eras, cooking utensils, their clean- 
|ers, Christmas entertaining, home 
|ownership, and past purchases of 
homes, lawn and lawn care items. 
Other data cover such widely 
varying areas as difficulties with 
poison ivy, and summer hobbies 
and lunch boxes. 


| No. 1084. Personal Data. 

| A broad range of personal data 
based on a 38.6% return from a 
mailing to 10,000 subscribers is in- 
cluded in this booklet issued by 
Business Week. Data include in- 
come, purchasing habits (particu- 
larly of consumer goods), and 
| travel habits. 


No. 1085. Playboy Reader Charac- 
teristics. 

Buying habits and characteris- 
tics of readers, including smoking 
habits, price paid for last suit, beer 
and liquor preferences, average 
age, marital status, price paid for 
|last car, hobbies and sports activ- 
ities are covered in a booklet is- 
sued by Playboy. 


No. 1086. Housing Starts. 

A tabulation of housing starts 
by months since 1951, and a sep- 
arate breakdown of FHA and VA- 
financed starts, is included in this 
issue of a newsletter issued by 
Living for Young Homemakers. 


No. 1087. Facts 
Who Work. 
Earnings and retail purchases of 
the woman who works are sur- 
veyed in a _ booklet issued by 
Charm. Number and percentage of 
women in different industries and 
professions are included. 


on the Women 


No. 1088. Family Expenditures. 

Consumer expenditures for se- 
lected commodity groups, broken 
down by magazine-buying and 
non-buying families based on Bu- 
reau of Labor Statistics figures, 
are covered in a brochure issued 
by the Magazine Advertising Bu- 
reau. 


No. 1089. Brand Preferences. 
Brand preferences of 23,022 fam- 
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A man’s guide to women, No. 12 


How to tell the sexes 
by their reflexes 


We've managed to prove beyond a shadow Fle YW 
of a doubt that men and women look different, 

think differently and talk differently. But did 
you know that they also react differently to the 


same sort of thing? Examine, please, the 
following typical reflexes found in men and women: 


cai 2 eee es jas. 


\ers 


ae 
eee pera 


Male Reflex Female Reflex 
! 
y | ~ 
College “Chum” : t 2 WEY, : 
a ! 2. 
, 


More women continue to buy and read the Ladies’ Home Journal 
than any other magazine. For the first four months of 1957, 
Journal circulation averaged more than 5,480,000. * 


And the Journal continues to offer advertisers the biggest 
circulation bonus in its field—500,000 to 750,000 per issue! In 
May, advertisers again invested over $3,000,000. 


Down for the Count 


. ! 
' 
' , 
l | 
| | 
1 
‘ ' 
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{ S$ ' | s 
| 
Shaggy Dog , SJ 7 
Story , ' 
| 
\ 1 ——7,, P 
' | | 
' | | / 
1 | | 
' ! i / 
, | \| 
New Vice ; t 
President | ! X 
t | A 
| 
! { re l 
' 
, { | 
Child Psychology coo | Needless to say, we could go on. And needless to say it is 
@) because Ladies’ Home Journal understands a woman’s reflexes 
' ' so well that women react to the Journal as they do to no 
| ' 7 other magazine in the world. They respond to the Journal 
2) 9 és with enthusiasm... with excitement... with action. 
hat feiettitton 03) ° | Nothing in the Journal leaves a woman cold. 
| 
i 
1 
i 
1 
| 
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Women have a world of theirown... 
and a magazine of their own... 


“JOURNAL 


A CURTIS PUBLICATION 


*Pub. Est. ... the world’s largest women’s magazine 


“Les Girls” 
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“BATTLE CREEK IS AN IMPORTANT PART °° “*<*** “°Piss of dats Usted. 


Advertising Age, April 29, 1957 


Available Market Data—National 


use the handy coupons 


OF OUR MICHIGAN SALES TERRITORY” 


“Food sales in the Battle Creek metropolitan area 
total some $40,000,000 yearly. It’s a dependable, 
growing market and an important part of our sales 
territory Battle Creek is always included in our sales 
promotion plans and we always ask our principals to 
schedule advertising in the Enquirer and News.” 
Russell J. Smith 
R. J. Smith Co., 
Grand Rapids, Mich. 


ENQUIRER anv NEWS | 


Member of Federated Publications 


year comparisons of preferences in 
automobiles, drugs and cosmetics, 
groceries, home appliances, tobac- 
co, insurance and pets are covered 
in a brochure prepared by Grit. 


No. 1090. The Elks Market. 
A folder of the Elks Magazine 
covers occupation, income, home 


and vacation and business travel 
of readers. 


No. 1091. Portrait of the American 
Artist. 


covers readers’ art interest, earned 
income, where they buy art ma- 
| terials, how much they spend, 
plans to attend art schools 
book interest. 


MICHIGAN 


Cereal Food 
Capital of the World 


REPRESENTED NATIONALLY BY 
SAW YVER-FERGUSON-WALKER COMPANY 


No. 1092. Better Homes & Gar- 


ilies, in addition to other data on| 
the small-town market, and five- | 


and car ownership, family status | 


A brochure of American Artist | 


and art | ctore 


“When it’s National Newspaper Advertising it must 
be in The MUSKEGON CHRONICLE to boost our sales.”’ 


“We know The Muskegon Chronicle has exceptional coverage—99% 
in the Muskegon metropolitan area and almost as impressive in the 
adjacent West Michigan trading area. We know, too, from results, 
the small and to a great extent non-home circulation of the Grand 
Rapids, Detroit and Chicago newspapers in the Muskegon area does 
not warrant our stores tying in with the national advertising they 
carry. We are big users of space in The Muskegon Chronicle. It gives 
us the buying audience we want . . . and there is no comparable way 
to reach the same 44,000 families.”’ 


GEORGE |. LINDRUP 
General Manager, Muskegon 
Wholesale Co. Co-operative 


4 
my Fetes Ses Pie ii 


MILLION DOLLAR GROCERY WAREHOUSE—handiles 
much of Muskegon County's $46,710,000 food sales, 
plus sizable sales in 8 other counties. The Muskegon 
Wholesale Company warehouse, covering 102,000 


square feet, is owned by the 160 Quality Service and 
affiliated stores it serves. The modern structure was 
built in 1952. A 21,000-sq.-ft. addition was completed 
in February by this progressive Muskeg y- 


c 
PP 


Local know says “Put it in The MUSKEGON CHRONICLE” 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


THE FLINT JOURNAL 
KALAMAZ00 GAZETTE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, 
Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


a Ry oe) oe 


dens Reader Facts. 

Household possessions, income, 
| education, occupation and econom- 
ic venturesomeness of readers are 
| surveyed in a 148-page booklet is- 
sued by Better Homes & Gardens. 
| Readers are classified as venture- 
|some, moderate, or cautious in 
|trying new products, and the per- 
| centage of each classification own- 
|ing various appliances is listed. 
Alfred Politz Research performed 
the interview study. 


No. 1093. Buying Plans of Hard- 
ware Dealers. 

A booklet published by Nation’s 
Business presents a study of a 
sampling of 2,000 dealers with 
$50,000 sales volume or more to 
determine their buying plans for 
front and interior building 
jand modernizing materials, air 
conditioning, office equipment, 
}conveyors, delivery trucks and 
business insurance. 


| No. 1094. Buying Plans of Build- 
ing Materials Dealers. 

A mail survey of 2,000 building 
|materials dealers, pulling a 20.2% 
|return, shows their buying plans 

for plate glass windows, acoustical 
materials, air conditioners, light- 
ing, typewriters, duplicators, de- 
| livery trucks and portable convey- 
‘ors. It’s covered in a brochure of 
Nation’s Business. 

| No. 1095. Buying Plans of Electri- 
cal Appliance Dealers. 

Electrical appliance dealers’ 
buying plans for building and 
modernizing materials, office 
‘equipment, delivery trucks, con- 
| veyors, business automobiles, etc., 
|are covered in a booklet published 
| by Nation’s Business. 


No. 1096. Buying Plans of Banking 

Officials. 

Buying plans for building and 
modernizing materials and office 
equipment among bank presidents 
are covered in a booklet of Na- 
tion’s Business. 


No. 1098. Nation’s Business Read- 
er Survey. 

Home ownership, insurance, 
| automobile ownership, sports, hob- 
| bies, travel, investments, smoking 
| habits and brands of alcoholic bev- 

erages consumed among readers 
|of Nation’s Business are covered 
in this brochure. Diverse product 
areas are covered by such ques- 
tions as: Do you or any member 
|of your household plan to buy an 
airplane? 

No. 1099. Brand Preferences 
American Men. 

Brand preferences in automo- 

| biles, alcoholic beverages, clothing, 
|}household remedies, smoking ma- 
terials and toiletries among men 
who read Inside Detective and 
Front Page Detective are surveyed 
|in a booklet issued by those mag- 
|azines. Such reader characteristics 
as marital status, age, income, oc- 
cupation, education, type of dwell- 
ing also are included. 


of 


No. 1100. Cosmetics and Toiletries 

Buying. 

Brand preferences in cosmetics 
and toiletries among young women 
readers of Dell Publishing Co.’s 
movie magazines are covered in a 
100-page booklet. Product types 
included are face makeup, eye 
make-up, skin care, hair care, 
hand care, body hygiene and fra- 
grance. 


1101. Purchases 
Craftsmen. 

A series of seven market data 
sheets issued by Home Craftsman 
covers the number of items pur- 
chased annually by readers in 
various product categories such as 
hammers, wrenches, soldering 


No. by Home 
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Readers of 


seventeen 


magazine 


BUY from its pages 


it’s easier to START a habit than to STOP one! 


OF ALL 8,500,000 YOUNG WOMEN 
UNDER 20 IN AMERICA, 41.8% —ALMOST 
HALF—HAVE PURCHASED MERCHAN- 
DISE THEY SAW ADVERTISED IN 
SEVENTEEN MAGAZINE*. Only 7.4% of 
these Young Women have ever purchased 
anything from the pages of Mademoiselle... 
less than 4% from Glamour, Life, Charm, 
Better Homes & Gardens or McCall’s...and 
less than 3% from the Ladies’ Home Journal, 
Saturday Evening Post or Look.* 

What makes young women under 20 so 
much more responsive to SEVENTEEN ad- 
vertising? It’s their deep and unshakable 
confidence in SEVENTEEN...the magazine 
they believe in and live by...the one maga- 
zine edited only for their interests. 


*Gilbert Youth Research 


Alert advertisers are aware of these facts. 
They place more linage in SEVENTEEN than 
in any other women’s monthly magazine. 
That’s why SEVENTEEN has gained more 
linage during the past 5 years than any other 
women’s magazine. 


1956 LINAGE GAIN OR LOSS 
as compared with 1951— 
Leading Women's Magazines 

MAGAZINE GAIN OR LOSS 
SEVENTEEN + 165,636 
Charm + 93,588 
McCall’s + 28,052 
Mademoiselle + 18,107 
Glamour — 28,227 
Harper’s Bazaar — 82,992 
Good Housekeeping — 86,872 
Ladies’ Home Journal — 93,838 
Vogue — 99,074 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N.Y. 22 PLaza 9-8100 
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Available Market Data—National of Reader’s Digest readers as|summaries. Charts and _ illustra- Reading Days. 
income, education, occupation,|tions help point up the basic This study was done for Read- 
households, ownership of major| changes that have occurred in our| er’s Digest by Alfred Politz Re- 


To secure copies of data listed, 


use the handy coupons 


irons, vises, hand saws, electric 
drills, sand paper, roofing and 
flooring. 


No. 1097. Buying Plans of Office 

Equipment Dealers. 

Reports on brands of office 
equipment and furniture handled, 
size of business and methods of 
operation are included in a bro- 
chure covering office equipment 
dealers and issued by Nation’s 
Business. 


No. 1102. Buying Power Index of 
601 Principal Trading Centers 
of the U. S. and Their Con- 
sumer Trading Areas. 

The purpose of this booklet is to 
show the potential value of each 
principal trading center and con- 
sumer trading area in terms of 
the percentage of the U. S. total. 
It also shows relative value be- 
tween one market and another. 
The index is based on 21 basic 
market factors to cover a wide 
variety of data for evaluating po- 
tential buying power. It was pre- 
pared by the Hearst magazine di- 
vision of Hearst Corp. Copies are 
available at $5 each. 


No. 1103. Who’s Who in Grocery 
Stores. 

This booklet contains a ranking 
of retail food stores in 113 cities 
on the basis of newspaper adver- 
tising linage sponsored by the 
stores over a year’s period. It also 
indicates the top ten stores in 
each city. The brochure is put out 
by The American Weekly. 


No. 1104. The Anatomy of the 

Family Market. 

The American Weekly has is- 
sued this brochure which under- 
scores the significance of the fam- 
ily as a purchasing unit in today’s 
markets. It describes in detail a 
magazine audience of 10,000,000- 
plus families, their personal 
characteristics, current household 
possessions and intended future 
purchases. 


No. 1108. Family Weekly Market | 

Data Book. 

This spiral-bound booklet gives 
the basic market data (income, 
sales, population, etc.) of the 
newspapers which distribute Fam- | 


Get Your FREE 


Copy of ==. 
“HOW BUSINESS p=. 
USES CLIPPINGS” s ’ 


find out how a 
clipping bureau 


can benefit you fas 


Here is the story on Bacon's Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


BACON’S NEW 1957 
PUBLICITY CHECKER 


3356 complete listings for business, 
farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- = 
ricoid. 6%" x 9%". 288 pp 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 


handling. Documented, illustrated, 
cese histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 


14 E. Jackson Bivd., Chicago 4, Il. 


possessions, purchases, buying in-| economy 


ily Weekly. New market data | tentions, food and grocery pur-| Latest data are also given on dis-| pares readers by socio-economic 
sheets may be inserted in the| chases, homes, travel, recreation,| posable income, consumption ex-| groupings, income, etc. Publica- 


plastic-binding as Family Weekly | and a lengthy list of other market | penditures 


adds newspapers and markets. factors. buying decisions in the home and/|er’s Digest are Good Housekeep- 
a ownership and buying plans of|/ing, Life, Look, McCall’s, The 

No. 1109. Characteristics of Read-| No. 1107. The New America—Your | wage earner families in the United Saturday Evening Post and This 
er’s Digest Primary House- Market Potential for 1957. States. Week Magazine. The study will 
holds and Readers. Distributed by True Story eventually be summed up in five 


This 78-page spiral bound bro- Women’s Group, this is the sixth] No. 1111. A Study of Seven Publi-| separate reports. Four are avail 
chure covers such characteristics] in a series of market analyses and cations, Their Audiences and|able at this time. 
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in the past ten years.|search Inc. It studies and com- 


, Savings, the making of | tions covered in addition to Read- 


third of all 


in new-car families 
read the Digest 


With one magazine, you can now reach the nation’s 
largest market for all kinds of automotive products 


N™ MARKET RESEARCH now reveals the 
greatest advertising and selling oppor- 
tunity ever presented to automotive people by 
a publication... 

A third of all the people in families that 
bought new cars last year are Digest readers. 


people 


The Digest audience forms the largest maga- 
zine market you'll fnd—not only for new cars 
but for every kind of automotive product— 
gas, oil, tires, batteries and accessories. 
Among all families who own cars—old or 
new or both—the Digest has more readers than 
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SOON TO BE PUBLISHED 


No. 1200. The American Home 
Reader-Consumer Panel No. 52. 
This brochure, to be published 
by The American Home in July, is 
a comprehensive panel devoted to 
the insurance buying habits of the 
publication’s readers. 


No. 1201. The American Home 
Reader-Consumer Panel No. 51. 


presents purchased by readers of} 


The American Home. It will also 
carry information on the owner- 
ship and purchase of household 
appliances and furnishings. It will 
be available in May. 


No. 1202. A Survey of Buying 
Plans Conducted Among Gen- 
eral Contractors. 

This is a survey conducted by 

Nation’s Business among members 


out in July it will report on the 
size and nature of the company, 
purchasing plans and practices for 
business equipment, building and 
modernizing supplies, business in- 
surance and trucks and auto- 
mobiles. It also will include a 
measure of executives’ reading 
habits. 


No. 1203. A Survey of Buying 
Plans Conducted Among Au- 


Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


among 2,000 automobile dealers in 
11 states by Nation’s Business. 
When the report on the survey is 
released in June it will carry data 
on the size and nature of opera- 
tions, uses of various types of ad- 
vertising, buying plans for build- 
ing and modernizing equipment, 


This study will contain data on 
Christmas traditions and types of 


of the Associated General Contrac- tomobile Dealers. 
tors of America. When it comes} This survey was conducted | equipment, 


any other magazine. And among two-car fami- 
lies the Digest coverage is equally impressive. 
There are more than 18 million people in fami- 
lies who own more than one car. And 32% of 
these people are Digest readers! 

Whether you’re selling a higher priced family 
car, or a lower priced second car—or products 
for the use of all car owners—more of your 
prospects read the Digest and read it more often! 


If you're selling engineering, realize that the 
Digest is the American male’s favorite maga- 
zine. If you're selling style, you should know 
that the Digest is first with women, too. More 
of them read it regularly than read the leading 
women’s magazine! 


Advertising in the Digest—directed to this 
giant automotive market—has /68 million 
opportunities to be seen in a single issue. 


Here’s why: 32 million people read an issue 
of the Digest. Each reader turns to the maga- 
zine on 5.3 separate days. This gives a total of 


air conditioners, 


A Digest reager picks up and reads his copy of the 
magazine on 5.3 different days. With 32 million readers 
per issue, this means 168 million “exposure days” — 
opportunities to get your message read! 


168 million “reading days”. . . 168 million op- 
portunities for the advertiser's message to be 
seen and read. 

This represents 3.2 times as many of these 
selling opportunities as you can find in other 
magazines.* 

If you are not already taking advantage of 
the new marketing opportunities offered by the 
Digest, let us tell you more. The Digest’s en- 
vironment of trust and confidence—with its 
economical coverage—should make it basic to 
your advertising program. 

*“A Study of Seven Publications,” conducted by Alfred Politz 


Research, Inc. For your copy, write Reader’s Digest, 230 Park 
Avenue, New York 17, New York. 


People have faith in 


fReaders Digest 


Largest magazine circulation in the U.S. 
11 million copies bought each month 


en Information on dealer financ- 
ing plans and executives’ magazine 
readership will also be included. 


No. 1204. Action. 

This is a study made in Octo- 
ber, 1956, among Better Homes & 
Gardens subscribers and news- 
stand purchasers to determine 
the remodeling activities and pur- 
chases of home furnishings and 
equpment during the three-year 
period, October, 1953, to October, 
1956. It will be available in June. 


No. 1205. How Liquor Advertisers 
Spent Their Magazine Adver- 
tising Dollars in 1956. 

This is an analysis of 1956 mag- 

azine advertising expenditures 

and space by Clark Gavin Asso- 
ciates for Newsweek. In it will be 
tables which include advertising 
pages and revenue for blended 


J ENERGY ! 


There are all kinds, but if 
you want extra sales 
energy in Southern Cali- 
fornia...take heart, 
friend... 


An exclusive KTTV adver- 
tiser, out to improve his 
already healthy sales, 
says: 


‘We're happy to 
report a 297% increase 
in retail sales...’’ 


The item was an imported 
toy car, featured on the 
Sheriff John Show and 
selling for about $5.00. 
Here’s sales energy that 
gets past the piggy bank, 
into major retail sales. 
That's what KTTV’s strong 
local selling personalities 
can do for you. 


Ask your Blair-man for full 
details, but ask him 
quietly... 

He gets very excited about 
KTTV's sales energy... 


2 c@ be & |Z 
Los Angeles Times-MGM 
Television (| 


Represented nationally by BLAIR-TV 
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Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market data (insert number of each item wanted): 


This coupon not volid after July 22, 1957 


Nome ....... WE ache bse tin da psseds ivenaden 
Company ........ 

Address 

City & Zone.. State .. 


whisky, bonded bourbon, straight 
bourbon, combination straight and 
bonded bourbon, scotch whisky, 
bonded rye, other whisky, Cana- 
dian whisky, gin, rum cordial and 
liqueur, brandy and cognac and| 
other liquor in all PIB magazines. 


ming, New Mexico, Montana, Ida- 
ho, Utah, Arizona and Nevada. 
Published by Western Farm Life. 

No. 2001. Western 
Market Data File. 
A series of six reference folders 


Farm Life 


It will be published in May or|in this file list by state market 
June. data for “Sure-Crop Area.” It in- 

|cludes information on the num- 
No. 1206. The Market for Im-| bers, production and value of all 


ported Distilled Spirits—a Re- | types of livestock, milk and wool; 
search Report from Newsweek, acreage, production and value of 
1956 ws. 1955. major crops; and cash farm in- 
This will be a review and anal-| come. Published by Western Farm 
ysis of total imports and apparent | Life. 
consumption of imported distilled | 
spirits in the U. S. It was pre- 
pared for Newsweek by Clark 
Gavin Associates. The report will 
cover all 46 “wet” states plus the 
District of Columbia. 


No. 2002. County Analysis of Live- 
stock on Farms, ‘Sure-Crop 
Area.’ 

This is a tabulation of the num- 
ber of all cattle and calves, dairy 
| cows, sheep and lambs, hogs and 


No. 1207. Senior Citizens—The | pigs, horses and mules on farms 
Forgotten Market. in the states of Colorado, Wyo- 
This study by the Townsend | ming, New Mexico, Montana, Ida- 

Plan for National Insurance, 


ho, Utah, Arizona and Nevada. It 
also gives the number of cows and 
heifers milked in these states. 
Published by Western Farm Life. 


Washington, D. C., will deal with 
America’s age 40-plus citizenry. 
Analyses by age, income, occupa- 


tion, geographical distribution, | 
ying abits <¢ yurchasing | ,, P . ome . - 
buying ~~ ,4 pe — ‘NB No. 2003. Specified Farm Expen- 
re , only e asize . ’ . , j 
we : bs 7 - os an : “ a ditures for Commercial Feed in 
common ground with younger the ‘Sure-Crop Area. 
people but point out specialized 


A county by-county analysis of 


i oT ‘Ss Ss, fe > s , »s TT > 
interests. The study will describe the number of farms purchasing 


health and physical characteris-| _ me s al dm 
‘ |commercial livestock and poultry 
tics, attendant problems, needs | toed and the amount of money 
and available facilities. It will be}. ae ¢ ’ aie : 
seady about Sept. 1 spent for such purchases in the 

i * 2t states of Colorado, Wyoming, New 
Mexico, Montana, Idaho, Utah, 


Arizona and Nevada. Published by 
Western Farm Life. 


No. 1208. The 
ence, 1957. 

This will be a statistical report 
on a nationwide survey of News-| 
week subscriber families. It will | N°- 2004, Acreages 
include personal interviews, prob- of Farms 
ability sample, etc., conducted by 
Research Co. of America. It will 
be out about May or June. 


Newsweek Audi- 


Number 
Leading 


and 
Reporting 


Crop Area.’ 
A county-by-county analysis of 


the number of farms planting 

No. 1209. Newsweek International| °F, sorghum, oats, barley, rye, 
Study. Sugar beets, wheat (spring and 
This is a study of audience! Winter), hay (wild and tame), dry 


characteristics of subscribers to >€@"S, dry peas, potatoes, com- 
Newsweek's International Euro-| ™¢ercial vegetables and fruit trees, 
pean edition. The survey sample and the acreage planted in these} 
(by mail) covered every other | STOPS- “Sure-( rop Area States 
subscriber. Ready about July or| clude Colorado, Wyoming, New 
August y Mexico, Montana, Idaho, Utah, 
Arizona and Nevada. Published by 

FARM Western Farm Life. 
MARKETS No. 2005. An Analysis of Poultry 
on Farms in the ‘Sure-Crop 

NOTE: Most items listed here Area.’ 

are available without charge, but A tabulation of the number of 


not all. Those requesting material farms raising poultry, the number 
which bears a price will be billed Of poultry four months and over, 
at the stated price by the pub-|the number of broilers and baby 
lishers. chicks and the number of all 
chicks on farms in the states of 
No. 2000. Summary of Turkeys on | Colorado, Wyoming, 
Farms in the ‘Sure-Crop Area,’| Montana, Utah, Idaho, 
This a county-by-county 4nd Nevada. Published 
analysis of the number of farms ©7" Farm Life. 


Arizona 
West- 


is by 


raising turkeys and the number 

of all turkeys, heavy and light No. 2009. California At a Glance. 
breeds in the “Sure-Crop Area,” This folder contains maps and 
which includes Colorado, Wyo- statistics about California agricul- 


Crops by Counties in the ‘Sure-| 


New Mexico, | 


ture. Included are state and coun- 
ty crop acreage and crop values. 
Published by California Farmer. 

| 


No. 2006. Farmer Cooperative Re- 
port for 1954-55. 

Summary statistics on commod- 
| ities produced and production sup- 
| plies purchased by farmer cooper- 

atives. This report also shows 
| geographical distribution of coop- 
eratives, memberships, and gross 
j}and net business. Prepared by 
United States Department of Agri- 
culture, and published by Cooper- 
ative Digest. 


No. 2007. Farmer 
Help Everyone ... 

The 9th Annual Public Rela- 
tions Edition of Cooperative Digest 
furnishes statistics on the business 
volume of marketing, purchasing, 
and service cooperatives. 


Cooperatives 


No. 2008. A Survey of Appliance 
Merchandising Activities of 
REA Electric Cooperatives. 
This publication shows the ex- 
tent of merchandising activities by 
rural electric cooperatives to 
types and amounts of appliances. 
It also gives brands handled, 
source of supply, sales policies and 
types of aid sought from appliance 


as 


and Media Facts. 

This booklet deals with the po- 
tential of the rural electric market 
| for utility apparatus and consumer 
| goods, both appliances and farm 
equipment. Published by the Na- 
tional Rural Electric Cooperative 
Assn. 


manufacturers to facilitate better 
appliance merchandising. Pub- 
lished by Farm Power, 60¢ per 
copy. 

a 2010. Rural Electric Market 


No. 2011. 
come, 
A printed black-and-white map 
of the U. S. showing net farm in- 
come for 1955 for each state. Fig- 
ures are taken from U. S. Depart- 
ment of Agriculture, Bureau of 
| Census report. This map is pub- 
lished by California Farmer. 


Realized Net Farm 


In- 


No. 2012. Dakota Market Data. 
Figures on crops, acreage, farm 
electrification, farm machinery 
and automobiles, cash income per 
farm, livestock, gasoline and other 
j}fuel consumption, in Dakota as 
compared with other states. Se- 
lected yearly coverage of the years 
1950 to 1956, ten-year average fig- 


ures (1944-1953) on some catego- 
ries. Published by The Dakota 
Farmer. 


No. 2013. Supplement Feeding 

Practices. 

Published by Western Livestock 
Journal about the supplement 
feeding on the ranches of its 
subscribers. Includes information 
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Available Market Data—Farm 


To secure copies of data listed, 


use the handy coupons 


|about the form 


No. 2014. You Are There, With 


of supplements No. 2023. 
used as well as the use of miner-| 
|als, hormones and other additives. 


Use of Weed Control 
Chemicals, Hoard’s Dairyman 
Subscriber Farms. 

Hoard’s Dairyman publishes a 
survey of subscribers which de- 


7,550 Western Feedlot Opera-|termines the extent and usage of 


| tors. 


A survey of western feedlot op-! ent 


| weed control chemicals on differ- 
crops, ownership of spray 


'erators in Arizona, California, Ida- equipment and specific chemicals 
| ho, Nevada, Oregon, Utah and) used. 


| Washington. Both rancher-feeders 


and commercial feedlots are tabu- | No. 2024. 57 Selected Hoard’s 


lated. Published by Western Live- 
| stock Journal. 


Market on the Pacific Slope. 

Farm Management published 
this chart showing the chemical 
usage of the total U. S. as com- 


vada, Utah, Oregon and Washing- 
ton. 


No. 2016. Fertilizer Application Pe- 
riods in Seven Western States. 
This graph shows fertilizer ap- 
plication by months for 21 of the 
major agricultural crops grown in 
the Pacific Slope states of Arizona, 
California, Idaho, Nevada, Utah, 
Oregon and Washington. Approxi- 
mate planting dates for these 
crops is also given. Published by 
Farm Management. 
No. 2017. Market Reference File, 
Western Dairy Journal. 

A survey of the market for ani- 
mal health products, milking 
equipment, farm equipment, chem- 
icals, building materials, feeds and 
feeding among the subscribers of 
Western Dairy Journal. Arizona, 
California, Nevada, Idaho, Ore- 
gon, Utah and Washington in- 
cluded. Published by Western 
Dairy Journal. 

No. 2018. Market Reference File, 
Western Livestock Journal. 

Western Livestock Journal pub- 
lishes a survey of the market for 
feed, farm equipment, automobiles 
and other products used by its sub- 
scribers in the states of Montana, 
Wyoming, Colorado, New Mexico, 
North Dakota, South Dakota, Ne- 
braska, Kansas, Texas and Okla- 
homa. 


Retail Sales. 

An itemized account of retail 
sales in the counties and cities of 
Arizona, Colorado, Idaho, Mon- 
tana, Oregon, Utah, Washington, 
Wyoming and California. Included 
are rural and city area population 
| and buying income estimates. Pub- 
lished by Western Associated Farm 
Papers. 


No. 2020. Farm Facts About Quad- 
land. 

Comparative market data on 
|farm machinery, automotive prod- 
|ucts, appliances, building materi- 
als, hardware, seeds, fertilizer, 
livestock and poultry feed and 
equipment used in “Quadland” and 
other states. Other information 
pertaining to agriculture also 
included in this survey of Wash- 
ington, Oregon, Idaho and Utah 
|published by The Pacific North- 
|west Farm Quad. 


is 


| No. 2021. Survey of Hoard’s Dairy- 
man Audience. 

Hoard’s Dairyman publishes fig- 
ures on the number of cows and 
silos; uses of bottled gas; tractor 
ownership and operation; and trac- 
tor heaters owned among its sub- 
scribers. 


No. 2022. Hoard’s Dairyman Ani-' 


mal Health Control Study. 
This study includes information 
labout incidence, treatment and 
remedies of mastitis and calf scours 
in cattle owned by Hoard’s Dairy- 
man subscribers. Published by 
Hoard’s Dairyman. 


pared with the Pacific Slope states 
of Arizona, California, Idaho, Ne-| 


No. 2019. Populations—Families— 


Dairyman Subscribers Answer 
Questions on Tractor Tires. 
| Hoard’s Dairyman publishes 


No. 2015. Agricultural Chemicals | subscribers’ opinions on length of 


|tractor tire life, important tire 
| qualities, brand preference and 
selling features of tractor tires. 


| No. 2025. Midwest Farm Building 
and Remodeling. 

This report contains information 
on the amount and type of build- 
ing and remodeling done by mid- 
| west farmers; the materials that 
are used; and the outlook for 
building and remodeling within a 
three-year period. Published by 
eee Farm Paper Unit. 


| No. 2026. 1957 Buying Intentions of 

Farm Families in the Eight 
| Midwest States. 

This survey, published by Mid- 
west Farm Paper Unit, contains 
the building and buying intentions 
|of midwest farmers for 1957. The 
|complete survey includes a com- 
posite booklet of the eight mid- 
western states plus individual 
booklets on each of the states of 
Iowa, Minnesota, Nebraska, Wis- 
consin, the Dakotas, Illinois and 
Indiana. 


No. 2027. 1956 Total Farm Income. 
Statistical data on the total cash 
receipts from farming with break- 
downs for farm marketing and 
government payments for the 
years 1956 and 1955. Published by 
Midwest Farm Paper Unit. 


No. 2028. Harvested Acreage of 
Leading Crops, 1956. 
Statistical data by states for 


harvested acreage of leading crops 
such as corn, winter wheat, spring 
wheat, oats, barley, rye, soybeans, 
alfalfa hay, clover and timothy 
hay. Published by Midwest Farm 
Paper Unit. 


No. 2029. Estimated Production of 
Leading Crops, 1956 
Statistical data by states for the 
estimated production of leading 
crops such as corn, winter wheat, 
all spring wheat, oats, rye, soy- 
beans, alfalfa hay, clover and tim- 


othy hay for 1956. Published by 
Midwest Farm Paper Unit. 
No. 2030. Chickens Raised on 


Farms, 1956. 

Statistical data on the number of 
chickens raised on United States 
farms by states, with comparisons 
for the years 1956-1955 and the 
ten-year average (1945-1954). 
Published by Midwest Farm Paper 
Unit. 


No. 2031. Farm Flocks, by Size. 
Statistical data by states of the 
total farms having chickens; those 
having flocks of 100 to 399 chick- 
ens; those having 400 or more 
chickens; plus separate totals for 
8 midwest states. Published by 
Midwest Farm Paper Unit. 


No. 2032. Hogs Raised on 
1956. 

Midwest Farm Paper Unit pub- 
lishes the number of hogs raised 
on U.S. farms by states with com- 
parisons for the years 1956-1955 


Farms 


and the ten-year average (1945- 
1954). 
No. 2033. 1957 Estimated Spring 


Pig Crop. 
This report includes the spring 
pig crop data by states for 1956; 
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What makes a 


“Look, Tom, we can take 
nuclear physics and 
play football, too!" 
* i 


All across the Upper Midwest these 
days, young men’s fancies are less- 
than-lightly turning to thoughts of 
higher education. 

Between bouts with sundaes and 
backyard baseball, boys in some 1,200 
towns of a 314 -state area are study- 
ing college catalogs and private prep 
school bulletins; putting aside comic 
books and “rock’”’ records to wrestle 
the relative merits of Harvard, Yale 
and Carleton, or to compare the ad- 
vantages of Phillips Exeter Academy 
in New Hampshire and Minnesota’s 
Blake School. 


Cause of this unusual yen for ad- 


[NIV ERS ioe 


10&7_10f0 2 


vanced book learnin’ is the Minneapo- 
lis Star and Tribune’s International 
Scholarship Program, which offers a 
remarkable assortment of educational 
opportunities to these two news- 
papers’ 11,000-plus carrier salesmen. 
Last year a total of 61 scholarships, 
worth more than $50,000, was award- 
ed, the list of prizes including sixteen 

250 educational trust funds, two all- 
expense trips to Europe through the 
American Field Service, and 43 tui- 
tion awards from participating schools 
and colleges. Winners were selected 
from the more than 3,000 carrier boy 
hopefuls who deluged the desk of 
circulation director M. E. Fisher with 
their applications. 

Fisher, foster-father to this world’s 
largest family of newspaper boys, 
takes personal charge of the Scholar- 
ship Program, working long and hard 
to expand and improve it. He travels 
thousands of miles each year to dis- 
cuss the program with deans, pro- 
fessors, admissions officers and 
students, is unshakeably convinced 
that newspaper route training plus a 
good education make the best possible 
stepping-stones to adult success. 


Through his efforts, the Minneapolis 
Star and Tribune’s International 
Scholarship Program has become not 
only the most extensive newspaper- 
sponsored plan in the country, but 
one of the most highly respected, as 
well. 

Is all this good business for the 
newspapers? Definitely yes—for the 
Minneapolis Star and Tribune’s honest 
concern with the welfare and future 
of every carrier boy in their 223 
county, 240,000-square-mile circula- 
tion area is just one more reason why 
these newspapers earn and keep the 
warm regard and continuing loyalty 
of the largest newspaper audience in 
the Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star zd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


1957 spring intentions of farrow- 
ing sows; spring of 1956 pigs per 
litter and the 1957 estimated spring 
pig crop. Published by Midwest 
Farm Paper Unit. 


No. 2034. Corn Pickers on Farms, 
January, 1956. 

Midwest Farm Paper Unit pub- 
lishes the number of corn pickers 
on farms, by states, with com- 
parisons of the years 1950 and the 
Jan. 1, 1956, estimates. 


No. 2035. Pick-Up Balers on Farms, 
January 1956. 
The number of pick-up balers 
on farms, by states, with a com- 


ROCKY MOUNT 


Business Is Better Than Ever... in 


NORTH CAROLINA 


Per Family Retail Sales........ $6192. 
Per Family Food Sales........ 081. 
Per Family Drug Sales........ 156. 


One of the nine largest cities in the 
State. Sell in this rich market 
advertising in one medium offering com- 
plete coverage. 
FREE! New Grocery Route List 
available to manufacturers and distributors 
THE TELEGRAM—Evening and Sunday 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


parison of the year 1950 and the 
Jan. 1, 1956, estimates. Published 
by Midwest Farm Paper Unit. 


No. 2036. Wheel Tractors on 

Farms, January 1956. 

Wheel tractors on farms given 
by states with a comparison for 
the year 1950 and the Jan. 1, 1956, 
estimates. Published by Midwest 
Farm Paper Unit. 


No. 2037. Motor Trucks on Farms, 
January, 1956. 

A report on- the number of mo- 
tor trucks on farms, by states, 
with comparison of the year 1950 
with the Jan. 1, 1956, estimates. 
Published by Midwest Farm Paper 
Unit. 


No. 2038. Grain Combines 
Farms, 1956. 

Midwest Farm Paper Unit pub- 
lishes a report on the number of 
grain combines on farms, by states, 
with comparison of the year 1950 
with the Jan. 1, 1956, estimates. 


No. 2039. The Poultryman, Key to 
Volume Sales. 
The Poultryman has published 
census figures that reveal the de- 
crease in small general farm flocks 


on 


|and the increase in the raising of 


the commercial poultry flock. 


Every week 82.4% of the radio 
families in the area listen to 

KCBS Radio, San Francisco... 
more than to any other station! 


Estimates 

Farms. 

Annual issue published by Farm 
Implement News gives production 
and sales of farm machinery for 
1955 and estimates of principal 
farm machines on farms by states 
as of Jan. 1, 1956. 


No. 2041. Buyer’s Guide of Farm 
Implement News. 

This guide lists U. S. farm 
equipment manufacturers, lines 
currently in production and 
sources of repair parts. Published 
by Farm Implement News. 


No. 2042. Farm Implement News 
Tractor Field Book. 

A reference book for the design, 
production and sale of tractors and 
power farm equipment, published 
annually by Farm Implement 
News. 


No. 2043. Some of the Things Mon- 
tana Farm Families Plan to Buy 
in 1957. 

Montana Farmer-Stockman pub- 
lishes a report of the buying in- 
tentions of Montana farm families 
with respect to specific items of 
farm and household equipment 
and supplies. The survey was made 


representative of the state. 


A periodical report on the farm 
market outlook in Wisconsin, 
showing buying trends, purchasing 
power and other developments 
bearing upon the agricultural eco- 
nomy of the area. Published by 
Farmer’s Friend. 


No. 2045. Advertisers’ 
Better Merchandising. 
New Mexico Farm and Ranch 
offers figures on the amount and 
i valuation of crops and livestock 
|}in New Mexico; and information 
|on farm-ranch advertising in the 


Guide to 


from a random selection of Mon-| 1955), 
tana Farmer-Stockman subscribers | and 


No. 2040. Production, Sales and| field crops, fruits and vegetables, 
of Machines on|land and water and general live- 


stock and poultry. 


No. 2046. Important Vegetable 
Producing Counties of U. S. 

A map of the U. S. showing the 
important vegetable producing 
counties in the country, published 
by American Vegetable Grower. 


No. 2047. Where Money Grows on 
Trees. 

An illustrated, statistical survey 
of the fruits grown; cars, trucks 
and other mechanized equipment 
used; and the fuels, tires, batter- 
ies and spark plugs used to run 
the equipment. Published by 
American Fruit Grower. 


No. 2048. 1957 Buying Intentions 

of Farm Families in Nebraska. 

Nebraska Farmer has published 
a study of the buying intentions 
of Nebraska farm families with 
respect to specific items of farm 
and household supplies and equip- 
ment. 


No. 2049. Nebraska Irrigation Bro- 
chure, 1956. 

Information in this brochure in- 
cludes: Nebraska cash farm in- 
come for a ten-year period (1945- 
crop production, acreage, 
information by county on 
types of irrigation. There is other 


| agricultural information included 
No. 2044. Farm Market This Week. | 


in this report published by Ne- 
braska Farmer. 


No. 2050. Feed and Livestock Bro- 
chure, 1956. 

State and county information 
concerning feed consumption, live- 
stock numbers and values and oth- 
er related data. Published by Neb- 
raska Farmer. 


No. 2055. Iowa Farm Market Data. 

A breakdown by counties of 
Iowa farm income, number of 
farms, number of hogs, cattle and 


|poultry raised, number of eggs 


| state. Included are cotton, dairy,|sold, number of hogs, cattle and 


RICHARD J. BROWN 


Mr. Brown’s first venture in the adver- 


Rieti tin Sate EE gs ee 


of industrial marketing which is 
astonishing ... and rewarding. 


a oe 


ney Rt Bb, oes ; 


a aE a 


says RICHARD J. BROWN 


Sales Promotion Manager 


United States Plywood Corporation 


ing oe a en se 


“| started using IM’s Market Data Book several years ago . . . and 
found it not only gave me all the basic rate and circulation data | 
needed for media selection, but . . . industry specifications and industry 
trends so | could decide what percentage of my budget should be allo- 
; cated to each market, and facts to substantiate my recommendations to 
management. New, untapped markets became the next step . . . and | 
read the sections on markets | thought we might approach. With facts to 
substantiate my recommendations, it wasn’t hard to convince manage- 


tising business was as assistant to the 
advertising manager of the building 


materials division, Armstrong Cork Com- 
pany. Later he became advertising and 
sales promotion manager of the Crane 
Packing Company and then moved to 
the same position with the Delta Power 
Tool Division of Rockwell Manufactur- 
ing Compony. Mr. Brown is responsible 
for the creation, development and exe- 
cution of the company’s national sales 
promotion programs and supervises 
and co-ordinates a group of division 
He has 
won two Toppers Awards, the Putnam 
Award and two ABP Awards and has 


sales promotion managers. 


recently authored a series of 
articles on merchandising. 


Over 14,000 copies 


seven 
| 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 


volume serve all year in the offices of 
key executives—advertising manage- 


ment we could expand our markets.” 


of this 600 page 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. Closing date is May 10. 


Ay \of INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORE 


* CHICAGO 11, ILLINOIS 


Advertising Age, April 29, 1957 


sheep marketed, acres used for 
crops, tons of commercial fertilizer 
applied, number of tractors, grain 
combines, corn pickers and pick-up 
hay balers on farms. Included is a 


| comparison with seven other mid- 


west states. Published by Iowa 


Farm & Home Register. 


No. 2051. Fertilizer Brochure, 1956. 

An analysis of the various types 
of fertilizer used in the state of 
Nebraska, consumption figures and 
other related data. Published by 
Nebraska Farmer. 


No. 2052. General Brochure, 1956. 

Data and information concerning 
the Nebraska farm market. In- 
cluded are livestock, feed, poultry, 
crop, acreage, irrigation, automo- 
bile, machinery and tool surveys 
of the Nebraska farmer. Published 
by Nebraska Farmer. 


No. 2053. Consumer Survey of the 
Farm Youth Market. 

Both personal property and farm 
equipment are surveyed by The 
National Future Farmer, publish- 
er of this folder about young men 
on the farm. The average age of 
the boys polled is 17. 

No. 2054. Cigarets 
Forms of Tobacco. 

A sales survey conducted among 
retail grocery stores in southern 
states by Farm & Ranch. This re- 
port is divided into two sections: 
sales by retail grocers in 15 south- 
ern states, and buying habits and 


and Other 


brand preferences of southern 
farm families. 
No. 2056. 1955 Cost of Doing 


Business. 

Annual profit and/or loss of 
the operation of farm equipment 
retailers in 1955. Four sales vol- 
ume groups show annual sales 
volume for new and used tractors, 
repair parts, service labor, and 
other allied line equipment. Pub- 
lished by Farm Equipment Retail- 
ing. 


No. 2057. Official Omaha Live- 
stock Market Reference Tables. 
This booklet lists receipts, prices 
and trends for 1956 and for the 20 
years preceding on the Omaha 
livestock market. The data covers 
cattle, hogs and sheep plus a ten- 
year table of corn and wheat 
prices. Published by Omaha Daily 
Journal-Stockman. 


No. 2058. The Agricultural Situa- 
tion. 

Corn Belt Farm Dailies pub- 
lishes this newsletter providing 
information on livestock and crop 
conditions and trends. Available on 
a bi-monthly basis. 


No. 2059. Yearbook of Figures of 
the Livestock Trade. 

This story of the livestock, grain 
and farm products markets for the 
past ten years. In some cases com- 
parative figures are given for a 
45-year period. Published by Corn 
Belt Farm Dailies for $1.50. 


No. 2060. California at a Glance 

An analysis of acreage, produc- 
tion, and dollar value of most of 
the principal crops of California 
including livestock and poultry. 
Published by California Farmer. 


No. 2062. The Ohio Farm Market. 
One hundred pages of farm 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
cost 


Sell the heart of the rich and prosper- 
ous Carolina market through its only 
newspaper. THE SALISBURY POST. 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal odvertising centers 
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acManus, John & Adams, Inc. 


announces two major expansions * 


ce 


for greater service to its clients... 


... in New York City 


New and expanded facilities in the 

New York office of MacManus, 

John and Adams have recently been 
completed. Now occupying space on two 
floors at 444 Madison, this modern office 
offers complete agency facilities— including 
comprehensive, copy-contact, art, media, 
merchandising, promotion, research and 
radio-television departments. With a staff of 
over fifty, it already serves some of the finest 
client names in the business world today. 


The new Media and Accounting 

Building in Bloomfield Hills has 

increased MacManus, John and 
Adams’ headquarters space by almost 40°;. 
This new, modern structure now houses the 
agency’s media, radio, television, billing, 
accounting, checking and internal adminis- 
tration departments. Both of these additions 
to the agency’s facilities will enable Mac- 
Manus, John & Adams to offer an even finer 
agency service to its growing list of clients. 


now serving as advertising counsel for these distinguished companies: 


Bendix Aviation Corporation + Bendix-Westinghouse Automotive Air Brake Company + Bower 
Roller Bearing Company + Bramson Publishing Company « Briggs Manufacturing Company « 
BullDog Electric Products Company + BullDog Electric Products Company (Canada), Ltd. «+ 
Cadillac Motor Car Division + Ceribelli and Company, Inc. * The Dow Chemical Company + Dow 
Chemical of Canada, Limited + Fairmont Railway Motors, Inc. «+ The Formfit Company, 
Toronto, Ontario, Canada « Garrett and Company, Inc. + Good Humor Corporation « Hartmann 
Luggage Company « Huron Milling Division of the Hercules Powder Company « S. S. Kresge 
Company + Lazy Boy Chair Company, Ltd., Toronto, Ontario + Lennox Furnace Company 
(Canada), Ltd., Toronto «+ Lyon, Inc. + Mechanical Air Controls, Inc. *+ Michigan Economic 
Development Commission + Minnesota Mining and Manufacturing Company + National Plastic 
Products Company * Noxzema Chemical Company * Charles Pfizer and Company, Inc. « Pontiac 
Motor Division + Reichhold Chemicals, Inc. «+ Reichhold Chemicals of Canada, Ltd. « Riggio 
Tobacco Corporation + The Saran Yarns Company « S. A. Schonbrunn and Company « Squirt- 
Detroit Bottling Company « Steel Door Corporation + S. B. Thomas, Inc. « Toronto Cast Stone 
Company, Ltd., Toronto, Ontario + U. S. News and World Report + White Rock Corporation 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


market and production data most-, tion on irrigated Nebraska acre- 

ly derived from the Census of Ag-| age, number of wells, other types 

riculture and arranged in state-|of irrigation and amount of actual 

by-state and  county-by-county|cropland irrigated. Published by 

tables. Published by Capper-Har-| Nebraska Farmer. 

man-Slocum Inc. 

No. 2061. The 
Market. 
Farm market and production in- 


Michigan Farm 
No. 2080. 1957 Irrigation Brochure. | 


This report includes informa-| 


. oove 0° O 


90008. 


>USEve 


yr poner omni at 
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fiiyEN\ [ge 


PEAL BuY 
CHEAP 


“T his car bas been carefully driven by a big media man.” 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including 
a 21,000 edge in City Zone Circula- 
tion . . . a healthy lead in Retail 
Display Linage. Get full story from 
Moloney, Regan & Schmitt, Inc. 


a 


| formation mostly derived from the! 


Census of Agriculture and ar- 
ranged in state-by-state and 
| county-by-county tables. Pub- 
lished by Capper-Harman-Slocum 
Inc. 


No. 2071. Fertilizer Consumption 
Increased 69% 1945 to 1955. 

A map showing the 1955 fer- 
tilizer tonnage, the ten-year in- 
crease and the percentage increase. 
Also indicated are the top ranking 
states in fertilizer consumption. 
Published by Capper-Harman-Slo- 
cum Inc. 


No. 2072. Introducing Two Yolo 
County Farmers-Average Farm | 
Management Subscribers. 

This study pictures the needs of | 
two “average” Farm Management 


composed of 300 representative 
Successful Farming _ subscribers 
who report on purchases of 95 


al product reports also available 
for 1955 and 1956. Published by 
Successful Farming. 


No. 2076. 1957 Feed and Livestock 
Brochure. 

Complete state and county data 
concerning Nebraska feed con- 
sumption and livestock numbers 
and values. Published by Nebras- 
ka Farmer, 


| 

| No. 2077. 1957 Fertilizer Brochure. 
Nebraska Farmer offers these 

| fertilizer consumption figures, 

| types of fertilizers used and other 

general market data for the state 

|of Nebraska. 


subscribers who have more than! 


| $100,000 invested in farm equip-| 


ment and who gross $100,000 in- 
come annually. Yolo County is lo- 
Niche in central California. Pub-! 
lished by Farm Management. 


No 2073. Farm Management Sur- 
veys Maricopa County, Arizona. 

Farm Management has _ pub- 
lished this report on an “average” 


subscriber from Maricopa County, | 


Ariz. Information is given about 
Arizona agriculture and about the 
farming equipment needed to op- 
erate an “average” farm. 


| 


ket. 
| A summary of the production of 


|leading New England farm crops| 


|and the income derived from the 


|equipment used on New England 
| farms, number of farms electrified 
and a survey of farm readership. 
Published by New England Home- 
stead. 


No. 2075. Successful Farming Con- 
sumer Panel. 


A continuous diary type panel 


ILLINOIS’ 


SEE, 


2) 


METROPOLITAN 
AREAS 
(outside Chicago) 


POPULATION 


CONSUMER 
SPENDABLE 
INCOME 


2nd BIG MARKET 


PIMITEOUI * 


* it op > 
5 i? 

£ ‘ 
~ Se 


TOTAL 
RETAIL 
SALES 


Ist PEORIA 

2nd DAVENPORT-ROCK 
ISLAND-MOLINE 

3rd ROCKFORD 

4th SPRINGFIELD 

5th DECATUR 


284,800 
270,600 


178,200 
145,100 
111,700 


$516,870,000 
500,754,000 


364,718,000 
249,760,000 
199,223,000 


$386,231,000 
316,131,000 


240,656,000 
197,538,000 
155,541,000 


(Standard Rates & Data estimates, 7/1/56) 


% Old tadion word for —and nationally, out of 199 


Peoria area meaning “land 


of plenty.” 


. 65th i 


er spendable income . 


Journal Star with coverage 


Peoria ranks 74th in pepe. 


metropolitan areas, 
. 71st in consum- 
in total retail sales. 


One newspaper saturates the area . . . Peoria 


of 98.0% 


ratio-to- 


homes. 100,000-plus circulation reaches a rich 


13-county area 
color 7 


low-premium R.O.P. full 
days a week, electric-eye controlled. 


Peoria Journal Star 


affiliated with WIVH 


Ward-Griffith Co., National Reps. 


No. 2074. New England Farm Mar- 


No. 2078. 1957 Market Data Book. 
Nebraska Farmer magazine has 
| published this statistical data on 
livestock, crops, automobiles, farm 
/machinery and petroleum con- 
sumption of a cross section of 
farmers in the state. 


No. 2079. 1956-1957 Appliance Sur- 
vey. 

A survey of electrical ap- 
pliances used in Nebraska farm 
homes. Includes brand preferences 
and other related information. 
Published by Nebraska Farmer. 


No. 2081. Hunting Licenses 
in the United States. 


Sold 


food and drug products. Individu- | 


| tilizer 


Advertising Age, April 29, 1957 
| chases. 


No. 2086. Occupational Survey. 

A report by Southern Cattle 
Group publications on the activi- 
ties other than livestock raising of 
subscribers. Also given are aver- 
age size of herd and data on fu- 
ture plans for herd reduction or 
enlargement. 


No. 2087. Water Control Survey. 

Statistics on the use of drainage 
and irrigation equipment of 
Southern Cattle Group  publica- 
tions subscribers. Included are 
uses of irrigation controlled land. 
Published by Southern Cattle 
| Group. 


No. 2088. Silage-Forage Survey. 

Information on the use of ensil- 
age among readers of Southern 
Cattle Group publications. The 
geographical areas reported on cor- 
respond to circulation areas of the 
Florida Cattleman, Southern Live- 
stock Journal and Coastal Cattle- 
man. Published by Southern Cat- 
|tle Group. 


No. 2089. Fertilizer Survey. 

| This report indicates the extent 
fertilizer is used on farms of 
Southern Cattle Group publica- 
tions’ subscribers. Frequency of 
| application, seasonal applications 
j}and the purposes for which fer- 
is used are also included. 
|Published by Southern Cattle 
| Group. 


A map showing the hunting li-| 


censes issued in each state. 


dent 
tags, 


but excluded 
and free 


licenses 
stamps 
cum. 

No. 2082. Fishing Licenses 
in the United States. 

A map showing the number of 
fishing licenses issued in each 
state. Included are resident and 
non-resident licenses, excluded 
jare tags, stamps, free licenses. 
| Published by Capper-Harman-Slo- 
cum Inc. 

| 
No. 


2083. Garden Tractors 
Power Lawn Mowers in Ohio, 
Pennsylvania and Michigan. 

| A survey among readers 
|Ohio Farmer, Michigan 


of 
Farmer, 


and Pennsylvania Farmer, cover-| 


jing ownership, age, make and 
| buying intentions relative to gar- 
den tractors and power mowers. 
Contains a map showing the num- 
| ber of garden tractors on farms by 
| states. Published by Capper-Har- 
man-Slocum Inc. 

| No. 2084. Feeding Practices 
| vey. 

| This survey indicates practices 
| followed by the readers of South- 
|}ern Cattle Group publications in 
| the use of processed feeds, black- 
| strap molasses and minerals. Also 
includes statistics on fattening 
steers. Published by Southern 
| Cattle Group. 


Sur- 


| No. 2085. Fencing Survey. 


| Southern Cattle Group publish-| Texas, 


es information about the fencing 
practices of subscribers. 
cludes: acreage, miles of barbed 
| wire and field fence maintained, 
| preferences for number of strands, 
spacing of posts, height of field 
fence, and indicates total pur- 


TORONTO, CANADA 


Capital City of Ontario —Canada's Richest 

Province—-Having One-Third of Canada's 

“otal Population and 42% of Retail Sales 
Blanketed by the 


TORONTO DAILY STAR 


400,000 circulation (largest in Canada) 
80% coverage of Toronto 
50% coverage of 45 prosperous Ontario 
centera 


| iEND FOR OUR COMPLETE DETAILED MARKET FACTS 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


In-| 
m.|cluded are resident and non-resi- 
| Also included are the facilities and | are | 
licenses. | 
Published by Capper-Harman-Slo- | 


Sold 


and | 


Data in-| 


No. 2090. Farm Equipment 
chases Survey. 
Southern Cattle Group publishes 

the extent to which subscribers 

are customers for various lines of 

'farm equipment. 


Pur- 


No. 2091. Farm Equipment Usage 
Survey. 

This report shows the number 
jot Southern Cattle Group readers 
using various types of farm equip- 
ment. Also included is information 
|on purchases of ammunition, elec- 
tricity, amount of life insurance, 
and the degree to which telephone, 
|tv, gas and electricity are avail- 
able. Published by Southern Cat- 
tle Group. 


No. 2092. Insecticides Survey 

Southern Cattle Group publish- 
es the livestock and dairy uses of 
insecticides as practiced by sub- 
scribers. Also determined are the 
types, frequency, purposes and 
other related data. 


No. 2093. The 

Story. 

A description of the farm mar- 
ket reached by this publication 
with statistics on the average 
reader’s machinery ownership, 
land and building value. Published 
by Breeder-Stockman. 


Breeder-Stockman 


No. 2094. State, County Circula- 
tion Breakdown. 
A county by county 


survey of 


|the number of farms within the 


circulation area of Crop and Stock. 
New Mexico, Oklahoma, 
Kansas and Colorado are the states 
polled. Other related agricultural 
information for this region also in- 
cluded, plus facts about circulation 
totals and percentages. Published 


| by Southwestern Crop and Stock. 


No. 2095. County-by-County Pro- 
duction of Leading Crops in 
Wisconsin. 

A series of eight reports show- 
ing the 1955 acreage yield by 
counties, and production of oats, 
corn, alfalfa hay, clover, timothy 
hay, rye, barley, wheat and soy- 
beans. Published by Wisconsin 
Agriculturalist & Farmer. 


No. 2096. 1957 Sales Expectations 
of Wisconsin Retail Dealers. 

A poll of seven classifications of 
|retail dealers in Wisconsin to de- 
termine the percentage of their 
‘business done with farmers and 
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NEW POLITZ STUDY REVEALS: 


More 7 ~luhive 
subscribers 
than 

both 

other 


NEWSPAPER DISTRIBUTION 
TOTAL HOUSTON CITY ZONE 


ALL 3 PAPERS 


CHRONICLE 
AND PRESS 


CHRONICLE 
AND POST (aes 


15.0% (on 


POST ONLY 
37.8% 


23.7% 


SUNDAY 


THE NEW COMPLETE POLITZ 
STUDY OF CHARACTERISTICS 
OF THE HOUSTON MARKET 
1S AVAILABLE THROUGH THE 
CHRONICLE GENERAL 
ADVERTISING DEPARTMENT 
OR YOUR BRANHAM 
REPRESENTATIVE 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY — National Representatives 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


their outlook for farm sales in 
1957. Sales expectations for each 
group and all dealers are shown 
in this report. Published by Wis- 


consin Agriculturalist & Farmer. | 


No. 2097. 1957 Buying Intentions 
of Farm Families in Wisconsin. 
A report on buying plans of 
Wisconsin farmers for 1957, show- 
ing the percentage of Wisconsin 
farm families who will buy each 
of several hundred items listed, 
and a projection of the total po- 
tential market in Wisconsin for all 
of these items. Published by Wis- 
consin Agriculturalist & Farmer. 


No. 2098. Wisconsin 1956 Planted 
Acreage of Corn and Hay by 
Townships and Counties. 

A statistical report showing, by 
townships and counties, the 1956 
planted acreage of corn, clover 
and timothy hay and mixtures, al- 
falfa hay and mixtures and other 
tame hay. Also shown is the num- 
ber of farms by townships. Pub- 
lished by Wisconsin Agricultural- 
ist & Farmer. 


No. 2099. Crops on Which Com- 
mercial Fertilizer Was Used in 
1954, 

This is a statistical report show- 
ing, by counties, the number of 
farms reporting use of commer- 
cial fertilizer on hay and cropland 
pasture, other pasture, corn, 
wheat, fruits, vegetables, potatoes 
and other crops. Also included: 
tons used and number of acres 
fertilized. Published by Wisconsin 
Agriculturalist & Farmer. 


No. 2063. The Pennsylvania Farm | 
Market. 

Capper-Harman-Slocum Inc. 
offers information about farm 
markets and production mostly 
derived from the Census of Agri- 
culture and arranged in state-by- 
state and county-by-county ta- 
bles. The book contains about 100) 
loose-leaf pages. 


No. 2064. Use of Guns and Am- 
munition by Farmers in Mich- 
igan, Pennsylvania and Ohio.| 
A survey among the readers of | 

three state publications showing 

the number of rifles and shotguns 
owned and the type and make of 
each weapon. Place of purchase 
and make of ammunition is aiso 
recorded. Published by Capper- 
Harman-Slocum Inc. 


No. 2065. Facts for the Petroleum 
and Automotive Industries from 
the 1954 Census of Agriculture. 

Number of power units on farms 
and potential expenditures for pe- 
troleum products by farmers as 
indicated by the 1954 Census of 

Agriculture figures. Contains 57 

pages and is published by Capper- 

Harman-Slocum Inc. 


No. 2066. Farm Irrigation in 
Michigan, Pennsylvania and 
Ohio. 

The growth of irrigation in these 
three states is shown with the 
acreage of crops grown and the 
counties producing crops that are 
suited to sprinkler irrigation. The 


DAYTONA BEACH 


FLORIDA 

Population: Metropolitan area 98,400 
Florida's Year "Round Resort Covered By 
DAYTONA BEACH WEWS-JOURNAL 
1. Daytona Beach an unusual 
market; its thousands of visitors come 

from all over the , Ca a, Cu 
and South America. Its Summer sea- 
sons now rival its Winters in tourist 

ularity. 

wer $143,400,000 effective buying in- 


come 
. Retail Sales, 1956, Metropolitan area, 


123,172, 
. A quality market index of 123. 


1956 total advertising 18,221 lines. 
ted by Clarence a Fes: 
resentatives of Florida, in Florida 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


test 


in all principal advertising centers 


book contains 105 pages and 
published by 
Slocum Inc. 


Capper-Harman- 


No. 2067. Graphic Highlights 
from the Michigan Farm Pe- 
troleum Market. 
Capper-Harmon-Slocum Inc. 
has published charts and graphs 
of facts gathered in a farm petro- 
leum survey of Michigan. Includ- 


jed are the number and make of 
‘automobiles, trucks and tractors, 
|types of heating equipment, size 
|of farms and other related data. 


is | 


No. 2068. Graphic Highlights from 
the Pennsylvania Farm Petro- 
leum Market. 

Charts and graphs of figures 
gathered in a farm petroleum sur- 
vey of Pennsylvania. Number and 
makes of automobiles, trucks and 
tractors are shown. Brands of pe- 
troleum products, types of heating 


equipment, size of farms and other 


related data are given. Published 
by Capper-Harmon-Slocum Inc. 


No. 2069. Cropland and Pasture 
Land in Ohio by Counties. 

A report on the number of acres 
of pasture land in each county in 
Ohio. The top ranking counties in 
cropland acreage are also shown. 
Published by Capper-Harman-Slo- 
cum Inc. 


No. 2100. Farm Building and Re- 
modeling Survey Report. 
A report on farm building and 
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remodeling during the past three 
years as well as plans for the next 
year, two years and three years. 
Listed are the types of buildings 
built and remodeled and material 
and construction methods used. 
Published by Wisconsin Agricul- 
turalist and Farmer. 


No. 2101. Appliance Survey Re- 
port. 

Wisconsin Agriculturalist & 
Farmer publishes the figures on 
ownership, brand, type and year 
of purchase of all major appli- 


Complete instructions and sample 
worksheet explain the mechanics of 
market evaluation for one product or 
for group of products. 


—— 
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4 pages of charts cover 36 industries, 
show per cents of establishments and 
employees in plants with less than 20 
and more than 20 employees. 
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ances on Wisconsin farms. Also| Homestead. | of Farm Families in lowa. Available Market Data—Farm 

reported are the brand prefer-| A report on buying plans of | 

ences of farmers. No. 2103. 1957 Sales Expectations | lowa farm families for 1957, show- To secure copies of data listed, use the handy coupons 

of Iowa Retail Dealers. ing the percentage of lowa farm- 

No. 2102. County by County Pro- A poll of seven classifications|ers who will buy each of several| Wallaces’ Farmer & Iowa Home- | information on the use of commer- 
duction of Leading Crops in of retail dealers in Iowa to deter-| hundred items listed and a pro-| stead, showing by townships andj|cial feeds, including minerals. 
Iowa. mine the percentage of their busi-| jection, to show the total potential | counties the 1955 harvested acre-| Published by Wallaces’ Farmer & 
Series of five reports showing | ness done with farmers and their | market in Iowa for all of these age of corn, all hay, alfalfa hay | Iowa Homestead, this report in- 

by county the 1955 acreage, yield; outlook for farm sales in 1957.\items. Published by Wallaces’ and oats. Also shown is the num-|cludes data on pig worming, anti- 

and production of corn, oats, and Sales expectations for each group) Farmer & Iowa Homestead. ber of farms by township. biotics and bulk feeding. 

soybeans, and the 1955 harvested and all dealers are shown in this 

acreage by counties of all hay|report. Published by Wallaces’ 
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No. 2105. 1955 lIowa Corn, Hay) No. 2106. Pig and Hog Feed Sur-| No. 2070. Number of Farms and 
crops and of wheat, flax seed, bar- | Farmer & Iowa Homestead. and Oats Acreage by Town- vey Report. Percentage of Land Area in 
ley, rye and popcorn. Published ships and Counties. A study of the pig and hog feed- Farms, Ohio by Counties. 

by Wallaces’ Farmer & Iowa) No. 2104. 1957 Buying Intentions| Statistical report published by ing practices of Iowa farmers with A county-by-county report of 


the number of farms in Ohio and 
the percentage of land in farms. 
Counties ranking highest in land 
in farms are also indicated. Pub- 
lished by Capper-Harmon-Slocum 
Inc. 


| No. 2107. Chicken Feed Survey 

Report. 

Wallaces’ Farmer & Iowa Home- 
stead publishes their new report 
'9n chicken feeding habits and 
/practices of Iowa farmers. In- 


Mc GRAW-HILL’S 
| Market Plan hic 
(SECOND EDITION) 


Anning 
AN INVALUABLE SALES GUIDE TO INDUSTRIAL MARKETS 


DW AW V/AA42 


SBRIGHTEST= 
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IF VOU SELL TO INDUSTRY, territories to get better market coverage . . . speed 
you'll want this 244-page Market Planning Work- up statistical sales functions . . . solve many other 
book—one of the most complete presentations of sales problems. 


industrial sales statistics available today. 

In it you will find accurate appraisals of the 
relative importance of each of the country’s 115 
industrial sections for 36 manufacturing and non- 
manufacturing industries. Figures are arranged so 
you can evaluate and plan your sales set-up, 
whether you sell a product line or a single product; 
nationally or regionally; to the original equipment 
market or end user market. 

With it you can compare sales with potential 
markets by area and by industry . . . line up sales 


How to Get the Workbook 

The preparation and publishing of the Second 
Edition of McGraw-Hill’s Industrial Market Plan- 
ning Workbook (first edition published in 1954) 
has involved over a year of intensive and costly 
research. To defray a portion of the expense, a 
price of $20.00 has been established for the book. 
Your McGraw-Hill salesman or nearest McGraw- 
Hill office can supply copies. Call or write now to 
arrange for an examination of the book and a 
demonstration of its features. 


Nc GRAW-HILL MAGAZINES 


HEADQUARTERS FOR BUSINESS INFORMATION @ 
DISTRICT OFFICES 


801 Rhodes-Haverty Building, Atlanta 3, Ga. 
350 Park Square Building, Boston 16, Mass. 
520 North Michigan Avenue, Chicago 1], Ill. 
1510 Hanna Building, Cleveland 15, Ohio 
3615 Olive Street, St. Louis 8, Missouri 


1712 Commerce Street, Dallas 1, Texas 

856 Penobscot Building, Detroit 26, Mich. 
Prudential Building, Houston 25, Texas 

1125 West Sixth Street, Los Angeles 17, Cal. 


330 West 42nd Street, New York 36, N. Y. 
Architects Building, Philadelphia 3, Pa. 
919 Oliver Building, Pittsburgh 22, Pa. 
68 Post Street, San Francisco 4, Calif. 


611 South Boston, Tulsa 19, Oklahoma 


industrial 
Distribution 
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PICTURE 


The brightest spot in the 
building picture islumberand 
building material dealers’ 
sales. They promise to match 
or exceed 1956’s record vol- 
ume—despite the decline in 
new house starts. 


e The almost complete col- 
lapse of tract building, which 
accounts for most of the fall- 
off in new residential con- 
struction, represents practi- 
cally no loss to lumber deal- 
ers because such builders 
were big enough to buy direct. 


e In fact; lumber dealers are 
now getting an increased 
share of new housing ma- 
terial dollars because the 
smaller (1 to 50) builders, 
who specialize in the better 
homes comprising the bulk 
of today’s starts, are tradi- 
tional dealer customers. 


e And, of course, lumber 
dealers are headquarters for 
the boom in home improve- 
ment. (A bigger market than 
new home sales in ’56!) 


e Last, but not least is the 
do-it-yourself consumer, to 
whom lumber dealers sell a 
growing number and volume 
of pick-up items. 


No wonder, then, that a 
March Ist survey reveals 
secretaries of dealer associa- 
tions, and the dealers them- 
selves predicting sales on a 
par with or better than last 
year! 


The top 66 U. S. Industrial Areas are 
rated by number of employees in each 
of eight major industrial and business 
classifications. 


Statistical charts for 66 “Leading” 
Industrial Areas, 49 “Balance of State”’ 
Areas—115 units for complete indus- 
trial potential. Each has workspace. 


Two 40" x 27" Wall Maps showing 
Industrial Areas and Industrial Dis- 
tributors, plus a “Market & Buyers 
Identification Chart” are included. 


Top coverage and penetration 
of big volume dealer outlets 


American 
Lumberman 


& Building Products Merchandiser 


139 W. Clark Street * Chicago 2, Illinols 


> *SS Oh nae ee hie Pea es ee a A? a aes ke a ee we RR a ee Me Lee ee iy ee ee fee rea a pers), ee 
ee ce ee a ee ee ee LS a 
os Aa oe i a he ea See rae en ries cnee ee: te a Oe Bae) ener. Sree ete Sen is =e : eno Se ie eee 
ee CI Oe artes So sree ee Dei Sl ei oat um Ee i Ea et Woe en et eee Bie ec OS a sa i me oo a ee a ig ies Seti. ae 
Eanes og Rees as eal Fy ts << ee ao Cc era ee) eS ea ue eal ND ia alae an as ae 
nee eee Oe ee er ee a te ne ae Pagerank ors: ; Geet ta i idl bes ey iy Sak lt Mi ge | aa 
Loe I) Sarge 3 agen ; ergs ‘ Pee ie aa ie Th : 7 Pr ea ee eh hres Meena guy ome erect, einem nee)” = : 
» ‘ * = : oD ne ie “eae 
i 
SC = vom 
Ee 
ee | 
ee a 
| ee | 
| ey 
aes 
Sa 
a 
| Fs 
isi 
= 
a 
, oa 
ak 
ieptas 
- 
a 
’ iti 
on : 
re 
ee — 
si) 
$ "3 
° . s ™ . ‘a 
; ———— Fes : ei 
eS aad aa 
_ =e 
=: (2 COMERTCRNON OF meDTeY we meURIIe amcas —-— i 
* Te ap Oo tenet eee U y 
. — =z. Bae mee RIAL AREAS gy Ey 
2 — : : : one COuNTies By 
4 ) jo ; te ee = = <c. * 
; 3 Eee “Lo=—— (3/313/S\sl~le/= Se FF : ‘ 
: b= Sell oo ee Se ee - . a “ 
F i= ——— 2828 93% =- esti 2s 2 \ 3" ae 
iS = : t 4 : 1 : } : p | 
ve. a =as-< 137 P2323 - iti 8 \ 
7 ‘= eee. tree } is \ ; : ; | 
. j |S. jue eee == :%  : AF — ; 
, = = SPR RGR 3 = +4 Be : | 
et > . ;2 8 $s : : 
i =o ; $23 seas —=— ss ! 
a ' ete : —- eee iftio . 
7 L207 EEE a 2:53 : 
; cE RLGVGaY - sae | 
= ' - , 
a | > 
ae | 
a | ‘i 
g 
i 
- : 
@@e 
ES 
7... ~ Fe: ph de et ae tect * 1? get AA 54 ulin: vy eT aera pe ¥ : oy a di : = i “7 
a =e 2 in A Se : i ' : eh Tegeates : at are. Pk Sage Seg Ler ree Bo ee i Pree ; ei ee es 
on ; : eRe oe : poe a Pres og Bon pate s Fo Se ee Se Oe Oc Sees OR a re feet ae Sse ee 
= ae Dye eee ee kt ee iis. seg bao hiss ee oa ere Siaee =. 5 ane Bea? Shrek, Ver eey ses es, ie OP TE Ee ie Sa a — 
7 es a peu ee : Get gs (ae ¥ Y \yawear a al Yas Stig e = ” : M. seers Sie. " ‘d a i + SC eee ay oe » come anne — “ > Naat * =. 28 Me * Lae am TAY Rie, 
Be Te pene 7 nce eg pe 9 RT 8 es a a a aaa ad ee popeg os ieee 7 len, 7 tee Be es ee et Wee Pee ee ek ee ee : stints etal 
pe ee a al eo Sar i) ee ee an, eee ee Laan, 2 erage. i a, Ls Ws eee: a ie Sethe: ee ay 
na Co Paes epee oe hey 5 J 25s STON Pere eee ee ere oe Pekad sr. 4s SS ea? ee eee ee she foe ay ES Mine tip a a tae 


s bee 


eee. >: ae 


pie 


4 meer ee. | ee 


>. “i 


Available Market Data—Farm 


To secure copies of data listed, 


wheat, fruits, vegetables and po- 
tatoes, and other crops. Included 


use the handy coupons in this report are the number of 


cludes data on the use of milk} 
type supplements, antibiotics, oys- 
ter shell and poultry grit, as well | 
as all commercial chicken feeds. 


No. 2108. Crops on Which Com- 


tons used and of acres fertilized. 
Published by Wallaces’ Farmer & 
Iowa Homestead. 


mercial Fertilizer Was Used, 
1954. 

County-by-county report of the 
number of farms using commer- 
cial fertilizer, on hay and cropland 
pasture, other pasture, corn, 


No. 2109. Farm Building and Re- 
modeling Survey Report. 
Wallaces’ Farmer & Iowa Home- 


THIS IS REYNAUD STARING——(Another W-G Salesman) 
Reynaud Staring is the newest addition to the W-G sales organization. He head- 
oasecee in our Atlantic office. After graduating from Louisiana State University, 

eynaud served six years as sales manager and part owner of the Staring Realty 
and Development yey eb Three years ago he moved to Atlanta where he became 
sales manager of the Home Owners Realty and Development Company. Reynaud 
Staring, like all W-G salesmen, will be glad to give you the benefit of his many 
years experience in the selling field. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
sébbNateacsdinesebeeel Fins, 6-7028 


Park Lexington Building 
Wrigley Building pee 
General Motors Building 
Statier Office Building............. 
Fulton National Bank Building... 
318 Addison Building 


St Pn 264 6b00 600000 > AnSbbndeevednesee ee Yukon 2-6028 
Philadelphia National Bank Building.......... Locust 17-4279 
U.S. National Bank Building.................6. Capitol 8-3033 


fi No. 2111. Appliance 


stead published this report on 
farm building and remodeling 
done during the past three years. 
Other information in this survey 
includes: building and remodeling 
vlans for the next year, two years 
and three years, a list of the types 
of buildings built and remodeled, 


and material and _ construction 

methods used. 

No. 2110. Hybrid Seed Corn Sur- 
vey Report. 


Information on the usual seed 
corn buying habits of lowa farm- 
ers and their planting plans for 
1957. Includes data on number of 
brands planted per farm and a 
rating of features influencing the 
purchases of particular brands of 
corn. Published by Wallaces’ 
Farmer & Iowa Homestead. 


Survey Re- 
port. 
Percentage of ownership, brand, 
type and year of purchase of all 


TWO-COLOR PRINTING? 


Look i # 
i: 

OOK again. 
7? 


it’s a 


one-color 


job! 


The green area in this 


catalog cover could 


represent one of several 


grades in the Beckett 
line of fine cover 
papers—Buckeye Cov 
Beckett Cover, 
Beckett Text Cover. 


If the same design we 


used in a brochure or 
folder, the green area 


could be Beckett 


Offset, Beckett Vellum, 


Beckett Text 
or Tweed Text. 


The dark red areas 
are the ink. 


ar > 
oe 
faa wh 


er, 


re 


The light red areas are screened sections 
of the illustration which blend with the stock 
to produce a pleasing pastel tint. 


CATALOGUE No, 27 


SWATCHES OF COLORED PAPERS FREE 


The production cost is very little more than that 


of the ordinary job, printed in black ink on 


white paper. Colored 
cost only a little more 


papers in the Beckett line 
than white paper of 


corresponding quality. Colored inks cost only a 


little more than black 


HAM 


ink. 


THE BECKETT PAPER COMPANY 


ILTON, OHIO 


ON REQUEST. Actually, these are miniature 
sample books of six of our most popular 
grades. Write for them now. 


Makers also of the world’s whitest papers—Beckett Hi-White and Beckett Brilliant Opaque 


Advertising Age, April 29, 1957 


major appliances on Iowa farms 
are shown in this report published 
by Wallaces’ Farmer & Iowa 
Homestead. Also indicated are the 
brand preferences of Iowa farmers 
on purchases of new models. 


No. 2112. State and County Cir- 
culation Breakdown. 

A new revision of the report 
published in 1956 by Southwestern 
Crop and Stock. Included with the 
new material in this report is irri- 
gation data and an estimate of the 
economic outlook for Texas, New 
Mexico, Oklahoma, Kansas and 
Colorado. 

No. 2113. National 
Survey. 

This is a study of opinions and 
attitudes toward the development 
of meat-type hogs in the swine in- 
dustry, including the problems 
facing his industry and his atti- 
tude toward a national checkoff of 
5¢ per head. Published by Spokes- 
man Press. 


Hog Farmer 


No. 2114. Over 100,000 Texas 
Ranchers and Farmers. 

This brochure is built around a 
map showing the 138-county area 
of Texas served by Texas Ranch 
and Farm. It includes information 
on several categories of agricul- 
tural, livestock and poultry opera- 
tions in 1956, and gives a circula- 
tion breakdown by counties in 
comparison to number of farm 
families. Published by Texas 
|Ranch and Farm. 


| 
No. 2200. Wyoming Buying Inten- 

tions Survey. 

This new report, issued by Wy- 
|oming Stockman-Farmer, shows 
| 1957 buying intentions of Wyo- 
ming farmers, and covers such 
| varying products as trucks, trae- 
tors, chemicals, food products 
'and vacation plans—providing an 
|analysis of sales potentials in ru- 
|ral Wyoming for distributors and 
manufacturers. 


|No. 2201. Coffee Brand Preferences 

of Rural Oklahomans. 

The Farmer Stockman offers 
this report, which shows brands 
of coffee used, quantity, at what 
meals coffee is drunk, and type of 
coffee regularly used. It compares 
| 1956 brand preferences with 1951, 
| 1947 and 1934. 


No. 2202. Petroleum Products Use 


Survey. 
This is a brand-new study 
made in cooperation with the 


American Petroleum Institute for 
| which questionnaires were mailed 
to 3,000 subscriber families in 
Texas and Oklahoma. It gives in- 
formation on ownership of pas- 
senger cars, trucks and tractors 
and fuel used, as well as data on 
household cooking and heating 
equipment. Published by Farmer 
Stockman. 


No. 2203. Pet Food Survey. 

The research department of 
Farm Journal prepared this study 
of subscribers’ ownership of cats 
and dogs, and use of foods for 


91% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 
Gives you in The 
Haverhill ABC 

City Zone 


G. McLaughlin 
Ado. Mgr. 


No combination of outside papers 
will give adequate coverage 

1. Retail Sales—$51,926,000 a new high. 

2. Food Sales—$17,885,000 a new high. 

3. World Shoe making center. 

4. Western Electric Co., Mfg. center. 
The trading zone population of 
110,488 is covered by the 
HAVERHILL GAZETTE 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
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HIS IS WISCONSIN... 


...close to a *1 BILLION Farm Market! 


THIS IS THE MEDIUM IN THE MARKET 
...for Prestige, Penetration, BIG SALES! 


WHAT’S YOUR LINE? ¥ 


Ask us for Specific Market Studies 


Whether your line is appliances, implements, groceries 
or something else, we have a heap of valuable informa- 
tion for your plans to sell the rich and receptive Wiscon- 
sin farm market. Want to know what Wisconsin farm 
families own? What they plan to buy? And where? What 
their sources of information are? What the potential is 
for your product? 


> Get all the facts. Then deliver your sales message in 
the local publication, published exclusively for and 
reaching 9 out of 10 of Wisconsin’s best farm families. 


PREFERRED BY DEALERS FOR PRODUCTS THEY SELL 4 TO 1 


Wholesalers asked their Wisconsin dealers in what farm 
publication they prefer to see advertising of merchandise 
they sell. The response was overwhelmingly in favor of 
the “Ag”. Want to know what your dealers say? 
Write Richard S. Pierce, Publisher, Wisconsin 
Agriculturist and Farmer, Racine, Wis. 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


ownership of milk cows, milking) livestock and poultry inventory,| ranch and farm families. 
machines and dairy equipment in|seasonal activities .of Colorado ; 
Maryland, Delaware, Virginia,|ranchers and farmers, value of| No. 2215. When to Sell in South- 
West Virginia, North and South| products sold, and stockyards re- ern Planter Land. 

market to metropolitan markets|Carolina. Issued by The Southern | ceipts. The Southern Planter has is- 
and showing the relation in size, | Planter. sued this list of months in which 
buying ability, etc. It points out No. 2211. 1957 Buying Intentions/|to advertise particular agricultur- 
: differences in crops, seasons, rain-| No. 2214. Colorado Rancher and of Colorado Ranch and Farm|al products in Maryland, Dela- 
Farm Journal offers a series of | fall, type of farming, insect prob- Farmer Data Sheets. Families. ware, Virginia, West Virginia, 
data sheets, each containing 4|jems and leisure-time activities of} Colorado Rancher and Farmer| Colorado Rancher and Farmer | North and South Carolina. 

U. S. map showing the top-half | farm families, and other details. has available a number of market) has issued a new study of a eree| 

(1,536) counties of the nation in data sheets covering cash receipts, | cross section of subscribers, which |No. 2220. Mississippi Woodland 
number of cattle, milk wren HOS | No, 2216. Dairy Survey. farm facilities and equipment,|shows sales potentials for more Acreage in Farms by Counties. 
= pigs, chickens, and chickens This subscriber survey shows| mechanization, new water wells, | than 200 items needed by Colorado Mississippi Farmer has issued 
sold. ! 


these pets. 


No. 2204. Top-Half Counties Re- 
ports. 


No. 2205. U. S. Counties Grouped 
by Average Number of Farm) 
Tractors Per Farm, 

This is a 17x22” map of the| 

U. S., showing counties where av- 

erage number of tractors per farm 

is over 50% above the U. S. aver- 
age; those where it is below the | 

U. S. average, and those where 

the average number of tractors 

per farm ranges from U. S. aver-| 
age to 50% above average. Is-| 
sued by Farm Journal. 


| 
No. 2206. Insect Guide for pe 

kansas Farms. 

Arkansas Farmer has _ issued 
this guide, which lists the insects 
affecting Arkansas farms and in- | 
secticides recommended for treat-| 
ment. It includes the months in 
which the insecticides are applied. 


No. 2207. How Does Arkansas 
Rank in Crop Production? 

This data sheet, issued by Ar- 
kansas Farmer, shows the state’s | 
rank in production of cotton, rice, | 
soybeans, oats and peaches. 


No. 2208. Mississippi: A Growing | 
Farm Market. 
The Mississippi Farmer has is- | 

sued this thumbnail progress re- 
port on Mississippi agriculture, 
pointing up farm income gains, | 
growth of livestock numbers, in- | 
creased crop yields and expansion | 
of irrigation. 


No. 2209. Colorado Ranks Fourth | 
in Number of Irrigated Farms | 
and Acres. 
Colovedo Rancher and Farmer 

offers thrce ‘ata sheets: one show- | 

ing Colorado’ standing in number 
of irr-gai'cd fams, the second 
showing ;™.lar comparisons for 
irrigated acres, and the third data 
sheet showing irrigated farms in 

Colorado—acreage and number— 

by types. 


No. 2212. Grocery Brand Prefer-| 
ence Survey of Colorado 
Rancher and Farmer Subscrib- 
ers. 

This is a survey of Colorado| 
Rancher and Famer subscribers 
living on rural routes, showing 
brand preferences for about 35 
grocery products. 


No. 2213. Household and Canning 
Supplies Brand Preference Sur- 
vey of Colorado Rancher and 
Farmer Subscribers. 

About 25 items are covered in 
this survey of Colorado Rancher 
and Farmer subscribers on brand 
preferences for household and 
canning supplies. 


No. 2210. America’s Biggest Class 
Market. 
Prairie Farmer offers this pre- 
sentation of 31 state and local 
farm papers, comparing the farm | 


in CANADA | 


31% of the sales made 


in retail stores are 
made to Families reading 
THE STAR WEEKLY 


ask for information 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


| WEEK J more time to sell your prospects 


Oilmen make available an additional 
1,800,000 hours to hear your sales story! 


How would you like to discover 1.8- 
million additional hours per year for 
making sales calls on your prospects 
and customers? hasten to the most 
recent Mills Shepard readership re- 
ar a on request), Petroleum 

eek subscribers are spending an av- 
erage of one hour of reading time on 
each issue. Paid circulation is now 
over 34,500, so the total readership 
for fifty-two issues amounts to 1.8- 
million manhours . . . |.8-million hours 
of contact with the men who buy your 
products. 


Where did these manhours come from? 
According to the same Mills Shepard 
report, only 10 percent of the respond- 
ents said that PW has “supplanted or 
taken the place” of some other maga- 
zine in the field. This is consistent with 
the editorial platform on which PW 
was founded . . . a new magazine with 
a new purpose. 


~ Se 


These _ 


PW is designed to give busy oil men 
the significant news (including techni- 
cal news) of the entire industry in 
easily readable form . . . news that oil 
men themselves felt they were not get- 
ting from any other petroleum maga- 
zine. The demonstrated readership of 
PW is proof that oil men like what 
PW is giving them . . . like it well 
enough to find an extra hour to spend 
with each issue. 
Also significant is another recent study 
of PW readers which asked: “Suppose 
all (your) petroleum publications ar- 
rived on your desk at the same time, 
which would you be likely to read 
first”? Of the respondents who read 
from two to six oil magazines, 56 per- 
cent read PW first. 
The remarkable acceptance of this 
publication has been proved by its 
‘earn paid olden growth, 
y readership studies, by the “read 


first’ study mentioned above, and 
by growth of advertising. Petroleum 
Week is the one magazine which 
reaches your prospects industry-wide 
and Sediire-divan. At its present cir- 
culation, it makes available |.8-million 
new manhours for you to sell your 
products to the men who have the 
responsibility and authority to buy. 


March 29th circulation 
of Petroleum Week was 


34,000 


for up-to-date circulation figures, 
contact your PW representative 


readers represent 1/12,000 of PW’s buying power 


Warner Life, Asst. Division Petroleum 
Engineer, Sinclair Oil and Gas Co., 
Fort Worth, reads his copy of PW at 
home, sometimes brings it to the office. 
He feels PW is something the industry 
really needed, finds it helps him keep 
abreast of current news and international 
events as they affect the domestic situation. 
He finds the 60-second summary saves him 
time. 


H. E. Wright, Production Engineer, 
San Juan Oil Company, Dallas, gener. 
“ally reads PW at the office. He is interested 
in PW’s price schedules, FPC trends . . . 
especially interested in articles on produc 
tion problems and innovations. He likes 
PW’s weekly ability to cover news while 
it’s still news. He keeps PW on file after 
reading. 


James L. Nichols, Div. Drilling Supt., 


Stanolind, Ft. Worth, gets most benefit 
from news of drilling technology and equip- 
ment. He likes to follow off-shore develop- 
ments, drilling in Canada and Jamaica, and 
personnel changes. Finds PW is easier to 
“get through” than a big thick monthly 
magazine. His engineers read it through, 
then “flag” it for his attention. 


OIL’S MOST READABLE MAGAZINE * PETROLEUM WEEK 
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this tabulation of total farm acre-; No. 2218. Major Sources of Farm, Planter analyzes expenditures for 
age compared to total woodland Income, 1955, by States in| petroleum products, feed and fer- 
acres in farms, woodland pastured, Southern Planter Territory. |tilizer in the publication’s terri- 
and woodland not pastured. The Southern Planter has is-| tory. 


\Available Market Data—Farm 


| To secure copies of data listed, use the handy coupons 


|sued this data sheet on total cash | 

receipts from farm marketings,| No. 2222. Livestock Maps. 
tween 1950 and 1954 Census|and the percentage from specific 
Data. livestock products and crops 
The Southern Planter offers this | the publication’s territory. 

analysis of data covering the trend | 

comparisons of ownership of wheel | No. 2219. Expenditure for Select- 

and garden tractors, automobiles, | ed Items Used in Farm Pro-|No. 2221. Crop Maps, “Prairie | 

trucks, home freezers and milking | duction, 1954. Farmer Lands.” 

machines. | This report by The Southern| 


No. 2217. Trend Comparisons Be- 


duction of corn, oats, 


|dairy cows and poultry for “Prai- 
rie Farmer Land” and all 48 states. 


48 states. 


Machinery Maps. 


Prairie Farmer’s data 


series of data sheets showing pro- 
soybeans, | 
This Prairie Farmer data cov-|wheat and hay for the publica- 
in|ers the number of hogs, cattle,|tion’s territory as well as for all | 


No. 2223. Automotive and Farm 


sheets 
Prairie Farmer has available a\ cover tractors, trucks and autos on 


| PETROLEUM | E / editors go where the news is. . . 


TP ie 0 he tw 

ABDULLA TARIKI, Director General of Saudi 
Arabia’s Petroleum Office, is interviewed by Miss Jab- 
lonski at his home in Jiddah. Result — a revealing PW 
report on the Saudi Arabian government’s plans for 
future oil developments, 


aL 


AT JEBEL DUKHAN No. 1, Wanda talks with C. E. 
Davis, Prod. Mgr. of Bahrein Petroleum Company, This 
is the well that struck oil on June 1, 1932, touching off 
the Persian Gulf treasure hunt that led to discovery of 
the world’s most fabulous oil pools. 


NEWS PROSPECTING IN THE MIDDLE EAST, Wanda Jablonski 
chats with Shiekh Shakbut, ruler of Abu Dhabi, one of the small shiekhdoms 
on the east coast of Arabia, Miss Jablonski, Senior Editor of PW, recently 
completed a four-months tour of the Middle East to bring readers a first 
hand report on conditions and prospects in this strategic oil area. 


AT KANDARA PALACE HOTEL in Jiddah, Miss Jablonski is surround- 
ed by top Arab officials just before going in to attend a banquet given in her 
honor by the Saudi government. Here PW’s senior editor rubbed elbows 
with the top diplomatic representatives of Syria and of Jordan — as well as 
a host of Arabian government officials. 


| 


“ISN'T IT A SMALL WORLD?” When Miss Jablonski 
arrived at Bahrein airport, she ran into Mr. J. U. Kai- 
Nielsen, representative of McGraw-Hill’s Circulation 
Dept., who was on an extensive trip through the Middle 
East selling subscriptions to guess what — Petroleum 


Week! 
A McGraw-Hill Publication, 330 West 42nd Street, New York 36,N.Y. @ @ 


| farms, and machinery used for 
| tilling, cultivating and harvesting 
crops. 


No. 2224. Prairie Farmer County 

Figures. 

Home freezers, cash income, 
running water, number of farms, 
electricity, land and buildings and 
a lot of other information about 
farms in Illinois, Indiana, south- 
ern Wisconsin and southwestern 
Michigan is offered in this series 
|}of market data sheets, issued by 
Prairie Farmer. 


No. 2225. What Is the 3rd Food 
Product Market in New York 
State? 

Prepared and issued by The 
Katz Agency, this booklet, illus- 
trated with maps and graphs, dis- 
cusses the New York state farm 


IDEA NO. 108 
A “Natural” for 7-UP 


Chicago’s 7-UP BOTTLING CO. 
found that for holding displays of 
vacuum-formed plastic and other 
heavy materials, “nothing does it”’ 
like KLEEN-STIK’s newest crea- 
tion— DUBL-STIK! With counter 
space in soft drink outlets at a pre- 
mium,Ad Mgr. PHIL SCHAACK 
created the unique 3-D acetate dis- 

lay for use on walls and backbars. 

uddling with BILL HUTCHE- 
SON of HUTCHESON STUDIOS, 
Omaha, on the classy art and pro- 
duction, they picked Kleen-Stik’s 
new two-sided self-sticking tape for 
its easy application and extra hold- 
ing power. A clear case of “two 
Kleen-Stik surfaces are bette: than 


one!”” 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. ideas 


: the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 109 


“Fat Sales for SLENDER 


For calory counters every where, the 
CARNATION CO. of L.A. puts out 
| a line of non-fattening dairy prod- 
ucts named “SLEN DER” —attrac- 
tively packaged in slim-lined red- 
and-blue cartons. To help put across 
their slender-izin’ message, they 
had SCHMIDT LITHOGRAPH 
CO. of San Francisco produce this 
| attractive 3-D piece. Special die- 
cut slots in the measuring-tape cir- 
cle hold “‘pop-out”’ package replicas 
of either Non-Fat Milk, Cottage 
Cheese, or Dairy Dessert . . . and 
| the entire sign is backed with stri 
of KLEEN-STIK “D” Transfer 
Tape for quick, easy, peel-an’-press 
application on supermarket walls, 
| windows, etc. 
See your regular printer, lith- 
ographer, or silk screen 
rinter for more business- 
uilding KLEEN-STIK ideas 
...0r write on your letterhead 
for our free “‘Idea-of-the- 


Month”. 


KLEEN-STIK Products, Inc. 
Pioneers in Pressure-Sensitives 
for ond Labeling 

7300 W. Wilson Ave. © Chicago 31, Ill 
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They ran at a track called Chicago. Some people watched the races in the A.M. 
It was the second largest track in the nation. And some people watched at night. 
There was a time when folks thought 
The best time to watch the races was at night... 


2. 


Two of these horses raced in the morning ... But along came TV and the morning race 
And the other two raced in the afternoon. Became the most popular. So—let’s see 


What happened to the evening races. 
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In 1948, it was pretty close For the good of the sport, 


But Horse A began to slow down. The folks who owned Horse T 

And Horse N started to pull away. Bought Horse A in a claiming race and tried 

Pretty soon Horse N was beating A in every race— To nurse him back to health, to provide a little 
Circulation Stakes and all the Linage Handicaps — Sporting competition to Horse N in the afternoon go. 


So the afternoon races were pretty dull. 


WIN ME POOL 


1} 
6 Now, in the morning race Horse T The pep pills occasionally stimulate Horse A 
Was among the fastest in the country. Into a flash of his old form, But check the tote board. 
His competition was a young colt called S-T. You'll notice that the Grocery money on Horse A 
S-T seemed to appeal to young Is dwindling. 
Folks because he was sleek and modern. 
Ny 
7. H 4 
LY \, 


Circulation Stakes, but in 
Several important linage 
Handicaps S-T was beating 
The mighty T. 


Horse T beat S-T in the =~ “ial 46 
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Today the crowd is moving to the morning race. 
Why not join them? There’s more excitement, 
8 More people, and a better run for bigger purses! 


Maybe because the 
Competition was so stiff 

S-T continued to improve 
To the point where his 
Performances in the morning 


Race were surpassing those : : 

Gi theeen Th, he ents rackside Tip To Investors 
Evening winner. This so 

Demoralized Horse N that he If you want a sure thing every time 

Began to take Alcoholic Buy a daily double ticket on the two favorites 
Beverages. Both entries in the morning field. 


In Chicago, It Takes 2 


—and one must be the 


Meanwhile, a breakdown from overwork and undernourishment 
Loomed for Horse A, once the top-money horse C H I C A G O 


In the Syndicate’s stable. His owners were running him 


Six days a week to keep him from being scratched 
On Sunday, and breaking up the Syndicate’s Sunday parlay. - 
Horse A faced a fate worse than mucilage. Then... 
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Advertising Age, April 29, 1957 
Available Market Data—Farm 
ee ee ee To secure copies of data listed, use the handy coupons 
TO TAP THE MAXIMUM SALES POTENTIAL IN FLOURISHING 
TOPEKA AND TOPEKA’S 21-COUNTY DRIVE-IN MARKET.... 


market, with figures on popula-;a series of reports prepared for 
tion, food sales and retail sales.| Capper’s Farmer on tractors, com- 
Listed are chain grocery sales,|bines, automobiles, rakes, corn 
1950-56. The booklet was issued| pickers, balers, harvesters and 
for American Agriculturist. other equipment on farms. 


annual retail sales ......... 543,910,000 
UUs effective buying income .... .$640,759,000 


No. 2226. Serving the Sure Crop| No. 2229. Crop Report. 
Area. Capper’s Farmer has a series of 
The Katz Agency has issued this | bulletins on grains cut and stored 
bulletin for Western Farm Life,|—hay (acreage cut), wheat, oats, 
showing, with text, charts and|soybeans harvested, small grain 
graphs the farm products, irri-| stored, corn (stored), hybrid corn 
gated land, livestock, ranking ~ (acreage planted). 
production and ownership in the 
publication’s area. No. 2230. Farms Reporting Whole 
Milk Sold. 
No. 2228. Animals on Farms. Farms reporting whole milk sold 
Capper’s Farmer offers a series|and pounds of milk produced are 
of data sheets which show the! reported in this Capper’s Farmer 
number of cattle, hogs, milk cows, | folder. 
poultry on farms. 


With over 20% of the entire State of Kansas’ you over 69% coverage of the 140,270 families 
Effective Buying Income and Retail Sales in this Trading Area, there’s no better, surer, 
centered in this fertile market, high-powered or economical way to connect with profitable 
sales concentration on Topeka and Topeka’s sales. Sell Topeka through the TOPEKA 
21-County Drive-In Market is essential. And NEWSPAPERS, and you've sold KANSAS! 
with the TOPEKA NEWSPAPERS offering 


CIRCULATION: TOPEKA DAILY CAPITAL 64,160 © TOPEKA STATE JOURNAL 23,409 
Combined Kansas Circulation: 87,569 e Combined City Zone Circulation: 42,606 


TOPEKA DAILY CAPITAL e TOPEKA STATE JOURNAL 


(Represented Nationally by Capper Publications Offices) 
New York Chicago Cleveland Detroit Topeka San Francisco Los Angeles 


No. 2231. Sales of Farm Equip- 
No. 2227. Machinery on Farms. ment Dealers. 

The research department of| Capper’s Farmer offers this bul- 
Capper Publications has available|letin on total sales of farm equip- 
ment dealers, sales per thousand 
farms, number of dealers and 
number of dealers per thousand 
farms. 


eo ee ee ee a ae ee a ee ee ee ee ad 


No. 2232. Report on Farm Equip- 
ment, Service Buildings, Ferti- 
lizer, Irrigation. 

Capper’s Farmer has a new re- 
|port on farm mechanical equip- 
|}ment and farm buildings. It in- 
{cludes information on new and 
planned purchases. 


| No. 2233. Farms on Power Lines. 
Capper’s Farmer offers this bul- 
|letin showing the availability of 
electric power, an important fac- 
tor in determining the degree of 
modernization. Number and per 
Tacks 


ee il cent of farms on power lines for 
each state and standardized geo- 
about the RICH COLUMBUS, 


graphic divisions is shown. 


OHIO, No. 2234. Who Is the Feeder 


Farmer? 


| National Live Stock Producer 
i AR has published this brochure which 


covers, with graphs, text and ta- 

& bles, the story of the live stock 

£ farmer: money invested in land 

5 and buildings, acreage cultivated, 

ownership of farm machinery, 
number of live stock, etc. 


The Columbus Dispatch 1957 | 
Consumer Analysis provides in | SOON TO BE PUBLISHED 


simple form, tested, dependable, |No. ame. Cappers ae a 
*. ‘ . | scribers eport on aundry 
up-to-date infor mation on Equipment, Cleaning Supplies. 
more than 29) product | Ready for August release will 
ope ° Pe be this report on washing ma- 
classifications. It furnishes |chines, clothes dryers, ironing 
; ; ;equipment and water heaters on 

data on shopping habits, product | the basis of ownership (by makes) 
trends, and overall use of many and year of purchase. Purchases 


. s |}of soaps, cleaners, detergents and 
products in this market as | other cleaning supplies are cov- 
well as leading brands in ered. To be issued by Capper Pub- 


consumer preference. | lications for Capper’s Farmer. 


‘ No. 2251. Report on “Our Modern 
Everyone concerned with Farm Home.” 


° ° ’ Capper’s Farmer subscribers re- 
Columbus, Ohio... the midwest’s port on ownership and new pur- 


number 1 test market... needs chases for home improvements, 

hi l ° appliances, furnishings and house- 
this complete, composite hold equipment in this release 
digest of important facts. which will be ready in May. 


Write for your copy, today! 


| No. 2252. Farm Petroleum Mar- 
ket Survey. 
Ready for July publication will 


| NORTH CAROLINA 


New Bern is the buying center of Craven 
County’s— 


“Columbus Dispatch oem EES 


| Paper will cooperate in building sales for 
you. 


Read in more than 9 out of 10 Columbus homes. | REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


| Nationally Represented by 
National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Resort Representatives: McAskill & Herman, Inc., Miami Beach 
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Subjects in 
1957 


FOOD PRODUCTS 

All-purpose shortening, baby foods, bacon, baked beans, 
bread, butter, candy, catsup, chili con carne, canned 
beef stew, branded Chinese foods, coffee, cookies, cook- 
ing or salad oil, canned corn, cottage cheese, corned 
beef hash, soda crackers, cranberries (sauce), dessert 
powders, dog food, flour, frozen foods, frozen orange 
juice, canned fruit juice, hams, jams, jellies and pre- 
serves, ice cream, liver sausage, luncheon meats, mar- 
garine, milk (fresh, powdered or dry), canned peas, 
pineapple, prepared frosting mix, potato salad, potato 
chips, tea bags, tea balls, salad dressing, dry soup mixes, 
tuna fish, wieners, peaches, sugar, refrigerated ready- 
to-bake biscuits. 


SOAPS, ALLIED PRODUCTS 


Powdered bleach; bleaching fluid; deodorizers; disin- 
fectants; laundry starch; scouring cleansers; toilet soap; 
soaps and cleaning agents for dishes, fine fabrics, hard- 
wood floors, household laundry, linoleum or tile floors, 
painted walls and woodwork; toilet bow! cleaners; floor 
wax; scouring pads; household ammonia; shoe polish; 
fabric softener. 


Here’s the up-to-date picture of consumer 
buying habits in a metropolitan market of 
327,000 households and over a million 
population. It’s the 34th annual report of 
America’s original Consumer Analysis — 
telling what, when and where Milwaukee 
people buy; their brand preference and 
product usage; ownership of cars, ap- 
pliances, homes, and their buying plans. 
This information, all gathered since Jan- 


NEW YORK CHICAGO 


io 
al ; qs 


Buying Habits and Brand Preference in 1957 


THE MILWAUKEE JOURNAL 


National Representatives: O'Mara & Ormsbee, Inc. 
DETROIT 


PS 5 eer 


he Milwaukee Journal 


onsumer Analysis 


DRUGS, TOILETRIES 

After-shave lotion, anti-acids, deodorant, facial cream, 
facial tissues, hair spray, hair tonic or dressing, hand 
cream, hand lotion, toilet soap, headache remedies, lip- 
stick, nail polish, home permanent waves, safety razors 
and blades, shampoo, electric shavers, shaving cream, 
tooth paste, toilet articles purchased in grocery stores, 
liquid facial make-up. 


BEVERAGES 
Gin, grape brandy, rum, scotch, vermouth, vodka, 
whiskey, wine, beer, soft drinks; where purchased. 


HOMES, APPLIANCES 
Clothes dryers, cooking ranges, dishwashers, garbage 
disposers, home improvements, owners and renters of 
homes, power lawn mowers, planning to build or buy, 
room and outside painting, refrigerators, television sets, 
washing machines, carpets and rugs. Light bulbs, mat- 
tresses, sheets, lawns, lawn seed, lawn fertilizer, weed 


uary 1, 1957, again shows the competitive 
positions of brands in many lines, shifts 
in preference for brands and types of § 
stores, dealer distribution by brands and % 
comparisons with past years. Write for a " 
copy and get the close-up details on local §% 
marketing and buying factors which in- (@ 
fluence your sales in the big Milwaukee {J 
market. F 


LOS ANGELES — SAN FRANCISCO 


killer, air conditioners, dehumidifiers, incinerators, elec 
tric frying pans, water heaters, type cooking utensils. 


AUTOMOTIVE 
Antifreeze, make and model car owned, gasoline, motor 


oil, tires, ownership and make and model of second car 
in family, planning to buy, where cars is serviced. 


GENERAL 
Cellulose sponges, cigarets, cigars, composition of fami- 
lies, girdles, brassieres, men’s suits, shoes, pipes and 
pipe tobacco, paper towel, aluminum foil, paper nap- 
kins, toilet tissue, wax paper, family income, employ- 
ment, life insurance, outboard motors, installment buy- 
ing, savings, fountain pens, vacations, evening shopping. 
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Available Market Data—Farm j= ownership and on the various | stead. Information on types and 


To secure copies of data listed, use the handy coupons 


| | on the farm. Will be published 
petroleum products used in them | quantities of commercial feed fed | some time in May, 1957, by Wis- 
Pree in other appliances in the|and methods of feeding, as well as|consin Agriculturalist & Farmer. 

. < home and on the farm. Published | the use of bulk feed and the facil- 
tryman’s subscribers. It will show: | by Wallaces’ Farmer & Iowa Home- ities for bulk feed storage is in-| No. 2264. Homes and Equipment 
flock sizes, poultrymen’s future | stead, available some time in May. | cluded. 

plans, equipment used and many 


be this report on a subscriber sur- 
vey covering autos, trucks, trac- 
tors, motor fuel and lubrication, 


, 


Farm Machinery and Service 


on, | Buildings Reported by Missouri 
heating and general information| other related facts. The Poultry- | No. 2262. Beef and Dairy Cattle | No. 2263. Petroleum Products Sur- Snetatiel Subesrtbeve . . 
about size of farms of Southern | man plans to publish it some time Feed Survey Report. vey. Missouri Ruralist will issue a 


Planter subscribers. ‘e July. In May, the third of a series of A report on cars, trucks and survey in July on ownership and 
reports on the beef and dairy cat- | tractors owned in the state of Wis- | purchases in the last 12 months of 
No. 2253. Buying Habit Survey. No. 2261. Petroleum Products Sur-| tle feeding habits and practices of |consin, and on the use of various | kitchen, laundry, heating and air 


Organic Gardening and Farming vey. Iowa farmers will be published by | petroleum products in them and in | conditioni i ont; 

is conducting a survey of sub-| A report on car, truck and trac-| Wallaces’ Farmer & Iowa Home- nee auetienans in the home and nada aed canionees eae 
scribers, results of which will be 
published this fall, on gardening 
purchases. 


No. 2255. 1956 Cost of Doing Busi- | 
ness. 

Annual profit and/or loss for | 
farm equipment retailers in 1956. 
Four sales volume groups show 
annual sales volume for new and 
used tractors, repair parts, service 
labor, and other allied line equip- 
ment. Published by Farm Equip- 
ment Retailing. 


No. 2256. Swine Disease Problems. 

A survey study of disease prob- 
lems affecting swine production. 
An analysis of which diseases are | 
most troublesome, types of treat- 
ment used and where the hog pro- 
ducer purchases his animal health 
products. Published by the Nation- 
al Hog Farmer and available in 
June. 


No. 2257. Buying Better Farming, 

Better Living. 

Successful Farming will publish 
a survey made among subscribers 
to determine the extent of remod- 
eling activities, ownership of ap- 
pliances and heating equipment, 
and purchases of furniture and 
furnishings during the three-year 
period January, 1954, to January, 
1957. This survey covers. both 
home and farm service buildings. 
To be available about July 1. 


No. 2258. What’s Being Bought in 
1957. 

When this report is published 
May 3, it will itemize the 1957 
buying intentions and brand pref- 
erences of farmers in Washington, 
Oregon, Idaho and Utah. The study 
covers about 150 items, and in- 
cludes data on irrigated acreage, 
building and remodeling plans, in- | 
surance and vacation plans. To be | 
published by The Pacific North- | 
west Farm Quad. 


No. 2260. Petroleum Products Sur- | 
vey. 

Nebraska Farmer will publish a| 
petroleum products survey made 
in conjunction with the American | 
Petroleum Institute and other farm | 
publications across the nation. 
Available May 1. 


No. 2259. Subscriber Data on The 
Poultryman. 
This will be a presentation of 
the results of a new survey on the 
basic characteristics of The Poul- 


SPEORIA 


Ist Metro. Market In Illinois 
Outside of Chicago 
JOURNAL STAR 


GROCERY 
Lineage 
1956 Brochure on Request 


WARD.-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in oll principe! odvertising centers 
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farm buildings and planned future 
purchases will also be covered. 


No. 2265. Petroleum and Automo- 
tive Markets Reported by Mis- 
souri Ruralist Subscribers. 

The research department of Cap- 


per Publications will publish a re- | 
|subscriber survey 
| covering 
and petroleum products. | and petroleum products. The use 


port for Missouri Ruralist in Sep- 
tember covering automotive equip- 
ment 
Principal subjects to be covered in 


products used by cars, 
tractors, home heating and cook- 
ing equipment and water heaters. 


No. 2266. Petroleum and Automo- 
tive Markets Reported by 
Kansas Farmer Subscribers. 
Kansas Farmer will publish a 

in September 

automotive equipment 


and brand preference for petro- 


the survey will be the use and|leum products used in cars, trucks, 
brand preference for petroleum | tractors, home heating and cooking 


trucks, |equipment and water heaters will | 


be included. 


No. 2267. Homes and Equipment, 
Farm Machinery and Service 
Buildings Reported by Kansas 
Farmer Subscribers. 
Ownership and purchases in the 
last 12 months of kitchen, laun- 
dry, heating and air conditioning 
equipment; and farm machinery 
and equipment will be presented 
in a report scheduled for July by 
Kansas Farmer. 


REGIONAL AND 
LOCAL MARKETS 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 6201. There’s A Pearl in This 


Oyster. 
| This is a short, concise bro- 


Like sire...like son 


In radio and television, too, championship can be transmitted within a family. 


Among thoroughbreds, prized qualities are handed down from father to son. 


WKY radio is one of America’s great pioneer stations. WKY-TV quickly 


and resources have been extended throughout the WKY Television System, 


achieved dominance in Oklahoma television. Now the same experience, skills, 


creating stations that clearly lead in their communities. Experience proves: 


In thoroughbreds and in television advertising, it pays to choose a championship line. 


THE WKY TELEVISION SYSTEM, INC. 


WSFA-TV 


WKY-TV Oklahoma City 
WKY Radio Oklahoma City 


Montgomery 


WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
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chure which gives a quick insight 
into the industry, social life and 
marketing habits of Baltimore. 
Such aspects of Baltimore life are 
covered as industry sales and 
wages, churches, education, auto 
ownership and registration, etc. 
Donnelly Advertising Corp. of 
America put out the report. 


No. 6200. A Traffic Flow Map of 
the Baltimore Market. 

This map, in addition to giving 
the traffic flow by scaled street 
widths, also shows the major 
shopping areas for Baltimore and 
its metropolitan area. Donnelly 
Advertising Corp. of Maryland 
prepared the map. 


No. 6202. New England Grocery 
Store Sales. 

Graphs showing grocery store 
sales broken down by major New 
England markets are included in 
these tearsheets issued by the 
Yankee Grocer, Boston. 


No. 6203. The Negro Market in the 
South. 

A booklet offered by Alexander 
Film Co., Colorado Springs, to 
those interested in theater screen 
advertising presents annual and 
weekly motion picture attendance, 
plus expenditures, male-female 
ratio of audiences, age distribu- 
tion, occupations, education and 
marital status of Negro audiences 
in the South. Figures are part of a 
continuing study by Sindlinger & 
Co. 


No. 6204. Mountain States Data. 

Total homes and radio homes by 
areas in the mountain states are 
tabulated in a brochure prepared 
by Nielsen Coverage Service, A. 
C. Nielsen Co. 


No. 6205. New England Data. 

A great variety of facts about 
New England income, employ- 
ment, wholesale and retail trade, 
farm income and percentage of 
national production produced by 
New England for textile mach- 
inery and a list of other products 
are presented in a booklet com- 
piled by the New England Council, 
Boston. 


No. 6206. Honolulu Brand Prefer- 
ences. 

Brand preferences in major 
product areas in the Honolulu 
market area are covered in a bro- 
chure of the Honolulu Star-Bulle- 
tin. 


No. 6207. Honolulu Market Data. 
A brochure of the Honolulu 
Star-Bulletin covers retail sales, 


Register 
now! 


Sign up now to reach many of the 
most responsible Officers of the U. S. 
Armed Forces. Advertise in The Army- 
Navy-Air Force Register, the weekly 
magazine designed for readership by top 
military people. 

Write or phone the nearest Army 
Times office for sample copies, rates, 
and circulation data. 

“Top Reading For Top Military People” 


ARMY-NAVY-AIR FORCE 


REGISTER 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


| 2020 M ST. NW" WASHINGTON 6 0.C 
"US. OFFICES Charleston, $C, Chicago, Detroit, 


THE AMERICAN WEEKEND + THE MILITARY MARKET 
THE ARMY NAVT-AIR FORCE REGISTER 
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Available Market Data—Local | 


To secure copies of data listed, use the handy coupons | 


population, buying habits and re-| cluding population by principal | 
tail outlets in the area. | counties and cities, educational fa-| 
cilities, family statistics, labor 
No. 6208. Hawaiian Islands Data.| force and names of chain food | 
A folder issued by KGMB-TV, | Stores and wholesalers, is sum-| 
Honolulu, and affiliated stations | ™arized in a brochure prepared by | 
includes a map giving population, | the Southwest American and Fort 
families, tv homes and buying in- | S™ith Times Record. 
come per family for the Hawaiian 
Islands and for individual islands 
in the group. 


No. 3431. 
Shifts. 

Data showing shifts of popula- 
tion from rural to urban areas in 
the state in the past 25 years are 


contained in a brochure of the 


Arkansas Population 


No. 6209. Grocery Product Distri- 
bution. 


Brand distribution for 77 classi- ‘ 
fications of grocery store mer-|47kansas Democrat. 
chandise in 15 Scripps-Howard lo- 
cal markets is covered in a booklet CALIFORNIA 


of Scripps-Howard Newspapers, : 
New York. No. 3004. Sales Standing and Per 


Cent of Distribution of Meats. 


‘ Number of retailers naming 
Pa dae oe Begin rodbery ae brands as first, second or third 
Y\best sellers are tabulated for 


Press Assn., Minneapolis, covers 
retail sales in total and by cate- 
gory for a five-state area outside 
the Minneapolis-St. Paul market. 
The material also is included in a 
27-minute sound-color film avail- 
able from the association for 
showings. 


frankfurters, bacon, link sausage 
and dog and cat food in report by 
San Diego Union and Tribune. 


No. 3006. Buying 
Sales Figures. 
An analysis of population, retail 
sales and buying income in the 
city and county of Riverside, Cal., 
is outlined in booklet by Press- 
Enterprise Co. 


Income and 


No, 6211. Honolulu Facts. 

Population, families, dwelling 
units and retail sales are covered 
in a folder of the Honolulu Ad- 
vertiser for its area. 


No. 3007. The Northwest Los A 
geles Market. 
Sales and population growth) 


Kx 


ALABAMA and market potential of northwest 

tad ; Los Angeles, including Hollywood, 

No. 3296. Birmingham Cosmetics | wijshire, Beverly Hills-Westwood 

Market. ; . |and San Fernando Valley is cov- 
Brand standings and family 


ered in this booklet by the Los| 
Angeles Citizen-News & Adver-| 
tiser. 


usership of cosmetics and toi- 
letries in the Birmingham area are 
covered in a brochure issued by 
the Birmingham News and Post 


Herald. No. 3008. Manufacturing and Re- 


tail Sales in San Diego. 

Data on manufacturing, pay- 
rolls, agriculture, tourist trade and 
retail sales is included in booklet 
issued by Union-Tribune Publish- 
ing Co. ; 


No. 3428. The Dothan Market. 

This brochure issued by the 
Dothan Eagle includes population, 
retail and food store sales, effec- 
tive buying income and gross cash 
farm income data for the Dothan 


trade area. No. 3009. The L. A. County Mar- 


ket. 

An 18-page report by the Pasa- 
dena Independent and Star News 
gives data on retail sales and pop- 
ulation growth in Los Angeles 
County. 


ARIZONA 


No. 3000. The Fast-Growing Tuc- 
son Market. 

A resume of market data in- 
cluding population growth, family 
growth, automobile registration 
increases, motor fuel consumption, 
utility connections, retail sales and 
payrolls is presented in this book- 
let by Tucson Newspapers. 


No. 3010. The Palo Alto Story. 
Palo Alto attractions, climate, 
population, county and state, are 
covered in booklet issued by the 
Palo Alto Chamber of Commerce 
and distributed by the Palo Alto 


Times. 
No. 3001. TV Households in Phoe- 


nix. 

Results of three surveys in 18 
months show per cent of Phoenix 
homes with tv sets in this folder 
of Station KOOL-TV. 


No. 3011. Market Data Map of 

San Diego County. 

Map issued by Union-Tribune 
Publishing Co. gives population 
and number of families in towns; 
index pointer gives distances of 


ARKANSAS all towns to downtown San Diego. 
No. 3002. Housewives’ Buying|No. 3012. Santa Barbara’s New 
Habits. Industrial Development. 
Product preferences of Fort! 


Gains in population, retail sales 
Smith housewives are reported in| and building are shown in this re- 


this booklet by Southwest Ameri-| port by the Santa Barbara News- 
can-Fort Smith Record. | Press. 
j 


No. 3003. Sales Data on Southern! No. 3013. The Redding Market. 
Markets. | Latest data on retail sales, pop- 

Booklet giving data on Ken-| ulation changes, building permits, 

tucky, Arkansas, Louisiana and/and industrial expansion are in- 

Mississippi is issued by Arkansas|cluded in a monthly newsletter 

Dailies, Memphis. | published by the Redding Record- 

| Searchlight. 

No. 3429. Fort Smith Brand Pref- | 

erences. | No. 3014. Basic Market Data on 

Buying habits and brand pref-| Redding. 

erences in beverages, foods, dog | Retail sales, buying income, la- 

food, toiletries, soap products,| bor market, population character- 

household appliances and frozen istics and ten-year growth factors 

foods in the Fort Smith market are | are covered in this brochure pub- 

surveyed in a booklet of the/lished by the Redding Record- 

Southwest American and Fort) Searchlight. 

Smith Record. 


No. 3015. KMJ-TV Market Pic- 
No. 3430. The Fort Smith Story. ture. 


A study of a 14-county area, in- 


Population, sales and other mar-| 


ket data on Fresno are included in| 
this folder issued by KMJ-TV, 
Fresno. 


Southern California. 
Population, households, retail 
| sales and income in Southern Cal- 
ifornia, compared with the U. S., 
are shown in a bulletin of the Los 
Angeles Examiner. 


No. 3016. Population Changes in 

Southern California. 

Population of all cities and sales | , 
areas in Southern California is|N°- 3020. Basic Sales Data for 
shown for 1956, including six-year Southern California. | 
increase over the 1950 Census, in| _ 4 detailed breakdown, by sales 
this bulletin of the Los Angeles|“istricts, for the Los Angeles pri- 
Examiner. mary area and associated sales 
areas of Southern California is 
given in a bulletin of the Los An- 
geles Examiner. 


No. 3021. Three Maps of the 
Southern California Market. 
Towns classified by population, 
railroads, freeways, main _ thor- 
|oughfares and county boundaries 
No. 3018. Retail Sales in South-| are shown in maps of the Los An- 
ern California. | geles primary area and the South- 
Retail sales of cities and sales ern California market, issued by 
districts are listed for 1955 and the Los Angeles Examiner. 
compared with 1948 Census in a 
bulletin of the Los Angeles Ex-| No. 3022. Cars 
aminer. 


No. 3017. Distribution of Homes 
in Southern California. 
Breakdown of occupied dwelling 
units by areas and cities in South- 
ern California is shown in this bul- 
letin issued by the Los Angeles 
Examiner. 


and trucks in 


Southern California. 
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makes, in 1955 are shown for 48 
sales districts and 13 sales areas 
in Southern California in a bulle- 
tin by the Los Angeles Examiner. 


No. 3297. California Farm Data. 
A county-by-county breakdown 

of number of farms and value of 

farm products in California is in- 


|cluded in a folder issued by the 


California Farm Network, Berke- 
ley. 


No. 3298. Radio Sets in Los An- 
geles. 

Radio set distribution in the 
eight-county Los Angeles market 
is covered in a 24-page catalog of 
KBIG, Catalina. 


No. 3299. The Fresno Market. 

Population, households, radio 
homes, passenger cars and retail 
sales are among data covered in a 
folder covering five central Cali- 
fornia counties and issued by Sta- 
tion KBIF, Fresno. 


New passenger car and com- 


No. 3300. The Catalina Market. 


No. 3019. Economic Changes in| mercial vehicle registrations, by| A booklet issued by Station 
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KBIG, Catalina, covers popula- | No. 3303. KNXT Data. 

tion, families, auto registrations, A bulletin of KNXT, Los An- 
effective buying income total and | geles, includes population, fami- 
per family, and retail sales in|lies, retail sales and effective 
eight southern California coun- | buying income for the coverage 
ties. | area. 


No. 3432. Sacramento Data. | No. 3304. Food Sales in San Fran- 
Data on retail sales, p permed cisco. 

women, grocery chains and super-| Grocery volume and number of 
market outlets, drug and liquor) retail food stores, plus a map of 
wholesalers and savings deposits | neighborhood shopping districts in 
by county are reported for the 19-|San Francisco, are included in a 
county Sacramento trade area in| 16-page booklet issued by the San 
a brochure of the Sacramento Bee.| Francisco Progress. 


No. 3301. San Jose Brand Pref- | 
erences. 
Brand preferences in 250 cate- 
gories are surveyed in a brochure 
on the San Jose area published by 
the San Jose Mercury and News. 


No. 3305. Grocery Distribution in 
the San _ Francisco-Oakland 
Market. 

Distribution of 3,580 brands of 
grocery products in 95 classifica- 


No. 3302. Summer Sales in San 
Francisco. 
Sales trends, particularly for KROW, Oakland. 
seasonal products and summer 


months, are analyzed in a booklet | No. 3438. Eureka Facts. 


|housing and retail sales data are 
|included in a map issued by the| 
Humboldt Times and Standard, 
Eureka, for its two-county asin 


No. 3306. San Francisco-Oakland 
Sales Data. 

Population, families, per cent of 
change in population since 1950, 
grocery store sales, drug stores 
and their sales, automobile sales | 
and outlets are covered in a book- 
let of KROW, Oakland. 


Brands Study. 

Brand preferences in 130 gro- 
cery classifications are surveyed | 
in a brochure of the Los Angeles 
|Evening Herald-Express. 


Maps. 
_kets and drug stores in Los An- 


| geles County have been published 
by the Los Angeles Evening Her- 


No. 3433. Los Angeles Top Ten | No. 3436. Los Angeles Food Mar | 


tions, showing total distribution | No. 3434. Grocery and Drug Store | 
and the pattern of distribution, in | 
the San Francisco-Oakland area, 
is surveyed in a booklet issued by | of chain grocery stores, supermar- | 


Three maps covering locations | 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3435. The Los Angeles Market. | No. 3439. KSBW-TV Data. 

Population, population increase, A map issued by KSBW-TV, Sa- 
net effective income, retail sales|linas, gives population, tv homes, 
and other data for Los Angeles|consumer spendable income, retail 
County compared with other high- | sales in total and by category, and 
ly populated counties in the na-|gross farm income for the cover- 
tion are covered in a booklet of the | age area. 


Los Angeles Evening Herald-Ex-| 1, 3449 North Central California 
poe Spanish-Language Market. 
Mexican-American population 
by counties in the coverage area 
land data on beer, soft drinks, 


ket. 
Data on the Los Angeles food | wine and candy bars consumed by 


| market are presented in a booklet | this group are covered in a book- 


of the Los Angeles Evening Her- let of KSBW-TV, Salinas. 


ald-Express. 
No. 3441. Facts on Los Angeles 


Population and Dwellings. 

A collection of eight maps, data 
sheets and brochures show popu- 
lation and dwelling unit estimates, 
population changes, dwelling unit 
changes, population and dwelling 
units per census tract and similar 
data. It’s issued by the Los Ange- 
les Times. 


No. 3437. Los Angeles Appliance 
Market. 
Sales and other data on the ap- 
pliance and appliance replacement | 
market in Los Angeles are con- 
|tained in a brochure of the Los 
Angeles Evening Herald-Express. 


of KPIX-TV, San Francisco. Purchasing power, population, | ald-Express. 
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A. C. Nielsen Company 
Reports... WLW Radio 


more than 2870 Radio 


. .. Crosley Broadcasting Corporation, a division of 


No. 3442. Los Angeles Income and 
Buying Power. 

Two maps and data sheets show 
'family income and potential re- 
tail buying power in 16 major 
economic areas. Issued by the Los 
Angeles Times. 


| No. 3443. Los Angeles Retail Sales 
and Outlets. 
| A map and data listing Los An- 
| geles County shopping centers by 
16 major economic areas, a map 
j}and data showing new and pro- 
| posed shopping centers in the city 
metropolitan area and a data 
sheet showing number of licensed 
outlets and total taxable sales in 
the metropolitan area have been 
|issued by the Los Angeles Times. 


ona 3444. Los Angeles Population 
and Buying Traffic. 

A map and sheet of charts 
|shows the relationship between 
population and buying traffic in 
representative classifications (food 
store sales, drug store sales, etc.) 
by 16 major economic areas of 
Los Angeles County. This is is- 
sued by the Los Angeles Times. 


No. 3450. Food Store Sales. 
Estimated retail food store sales 
| by the 16 major economic areas 


consistently with one 
of the ten largest 
audiences among the 


stations in America. 
And WLW Radio gives 
you the nation’s fifth 
largest unduplicated 
radio audience, 

So before you buy 
radio time, check 


Only 


the Fond du Lac 
Commonwealth Reporter gives 


8 9% daily coverage in 


Fond du Lac County—compare 
this with 19% ... the next 
largest daily coverage. 


with your WLW Radio 
representative. You'll | 
be glad you did! 
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Total ABC Net Paid 17,275 
Fond du Lac (Wis.) 


COMMONWEALTH REPORTER 


E. A. FAULKNER & ASSOCIATES 
NEW YORK - CHICAGO 
National Representatives 
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Advertising Age, April 29, 1957 


‘Available Market Data—Local 


use the handy coupons 


of Los Angeles County are given 
in a bulletin issued by the Los 
Angeles Times. 


No. 3451. Chain Grocery Outlets. 
A map issued by the Los Ange- 


Please send me the following market data (insert number of each item wanted): ‘les Times shows the location of 


chain grocery outlets in Los An- 


geles County. 


No. 3452. Clothing Buying. 


A bulletin of the Los Angeles 


Company 
Address 


City & Zone 


Times lists 16 major economic 
|}areas of Los Angeles County and 
the percentage of county sales 
| made by each area in women’s ap- 
|parel and accessories, and men’s 
clothing. 


|No. 3453. List of Market Research 
| Sources. 

A 25-page listing of market re- 
search sources for the coverage 
ae has been compiled by the 
| Los Angeles Times and Times- 


Now! Lighted highway signs 
without the cost of lights 


Signs of “SCOTCHLITE” sell 24 hours a day 


REFLECTIVE SHEETING 


A built-in brilliance that never fails does the 
trick. As cars go by your signs at night, your 
sales message reflects in vivid full color when 
caught by each headlight beam. Buyers for 
your brand see exactly the same sign at night 
as they do by day. And there’s no charge 
for the light. 

The leading beverage companies shown 
above are only a few of the users of these 
colorful, distinctive signs of ‘‘Scotchlite”’ 
Reflective Sheeting. These advertisers know 
that a sign you can’t see after dark is only 


REG. VU. S. PAT OFF. 


COTCHLITE 


BRAND 


REFLECTIVE SHEETING 


esgaess.. The term “Scotchlite” is a registered trademark of 

Minnesota Mining & Mig. Co. St. Paul 6, Minn. 

PF General Export: 99 Park Avenue, New York 16, N. Y. 
in Canada: P. O. Box 757, London, Ontario, 


a part-time salesman. Because they want 
full value from their highway advertising 
dollars, they choose the 24 hour a day sell- 
ing power of signs of “Scotchlite’’ Sheeting. 
For both signs and truck emblems, this 
long-lasting, easy-to-handle material gives 
them durability, economy and a larger audi- 
ence. 

Why not start building greater brand pref- 
erence for your own products with spec- 
tacular signs of ‘Scotchlite” Sheeting ? Send 
the coupon below for the illuminating facts. 


3M Company, Dept. AA-4297, St. Paul 6, Minn. 
Please send your informative, FREE booklet telling how 
beverage companies use highway advertising. 


Name 


Company Nome 
Address 
City 


Mirror Co. 


No. 3454. The Los Angeles Mar- 
ket. 

Population, retail sales, income, 
employment, housing and farm 
data are detailed for Los Angeles 
County in a 59-page booklet is- 
sued by the Los Angeles Times. 


No. 3455. Cigaret Buying. 

Per cent of homes buying ciga- 
rets and per cent buying various 
brands, as revealed in a home sur- 
vey in Los Angeles County, are 
listed in a bulletin of the Los An- 
geles Times. 


No. 3456. Alcoholic Beverage Buy- 
ing. 

A booklet report of the Los An- 
geles Times continuing home audit 
surveys, homes using alcoholic 
beverages, where purchases were 
made, type of beverage served and 
other data on Los Angeles County. 


No. 3445. Auto Registrations and 

Sales. 

Six mimeographed _ bulletins 
with accompanying area maps in- 
clude county and state monthly 
new passenger car registrations, 
competitive positions of new pas- 
senger car registrations by makes 
in Los Angeles County and each 
of its 16 major economic areas, 
new passenger car unit sales for 
the county and the U. S., motor 
vehicle registrations in the state 
by counties and data on the pur- 
chase of autos, tires and batteries. 


| The bulletins have been issued by 


the Los Angeles Times. 


No. 3446. Los Angeles Buying 
Habits. 


A survey of homes showing 


| buying habits and brand use for 
|coffee, cigarets, cosmetics, beer 


and ale and many other product 
types in Los Angeles County is re- 
ported in a continuing home audit 
bulletin of the Los Angeles Times. 


No. 3447. Cosmetics Purchases. 

A bulletin of the Los Angeles 
Times gives a breakdown of 16 
economic areas in Los Angeles 
County and the percentage of cos- 
metics and household toiletries 
purchases in the entire county 
made by each area. 


No. 3448. Drug Store Sales. 

Estimated distribution of drug 
store sales in the 16 major eco- 
nomic areas of Los Angeles Coun- 
ty is reported in a bulletin of the 
Los Angeles Times. 


No. 3449. Home Appliance and 

Furnishings Buying. 

A bulletin of the Los Angeles 
Times gives a breakdown of 16 
economic areas in Los Angeles 
County and the percentage of 
county sales made by each area 
in home appliances and furnish- 
ings. 


No. 3457. The San Jose Market. 

Population, retail sales and oth- 
er data on San Jose are presented 
in a folder issued by the San Jose 
Mercury & News. 


| No. 3459. The Sacramento Market. 


Retail sales, effective buying in- 
come and tv homes are listed in a 
booklet published by KCRA-TV, 
Sacramento, and Edward Petry & 
Co. 


No. 3460. San Francisco’s Growth. 

A booklet issued by KCBS, San 
Francisco, data on growth of pop- 
ulation, new homes, new indus- 
trial plants, retail sales and radio 
families in San Francisco and 
Southern California. 


No. 3458. San Jose Trade Map. 
Three maps issued by the San 
Jose Mercury & News show 32 
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Are you buying newspaper schedules BLINDFOLDED 


in the South’s largest market? 
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It CaN Be CostLy — using outdated figures when you buy the Houston 
Highest Readership 


market. 


Houston ABC city zone population is now 924,318 — 200,000 
Fastest Growing Circulation more than in 1950. The Houston Post now covers 41% 


of the Houston 


market. It's FIRST in circulation gains... FIRST in advertising gains — 
Largest Advertising Gains 


1951-1957. Get up-to-date on Houston where the trend to The Post grows 


and grows. Secret of the trend: SUPERIOR ADVERTISING RESULTS. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, REGAN 4&2 SCHMITT 
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VERMONT 


SWEE 
MARK 


To Tap this SOLID and SWEET 
market, address Room 516, Statler 
Office Bidg., Boston 16, Mass. 


VERMONT ALLIED DAILIES 
. Bennington Banner Burlington Free Press 


Barre Times 
Brattleboro Reformer © Rutland Herald « St Johnsbury Caledonian Record 


OSE Se ee 


Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


principal retail trading areas and 
centers within metropolitan San 
Jose, relative distance of commu- 
nities in the city zone from the 
downtown area, and the five- 
county market of San Jose. 


COLORADO 


No. 3023. The KBTV Denver Mar- 
ket. 
Population, buying income and 
retail sales are included in a folder 
issued by Station KBTV, Denver. 


No. 3024. Families 
ern Colorado. 
Data on homes, broken down by 
counties, is contained in a folder 
issued by the Pueblo Star-Journal 
and Chieftain. 


in Southeast- 


No. 3025. Housewife Brand Pref-| 


erences. 

A consumer brand preference 
survey of 45 food items in Pueblo 
is covered in a 23-page report by 


Sriver’, 
tarord # wet 


~~ 
vo oe 


the Pueblo Star-Journal and 
| Chieftain. 


| No. 3026. Pueblo Market Facts. 
Economic, manufacturing and 
recreational statistics are included 
in a booklet published by the Pu- 
eblo Star-Journal and Chieftain. 


No. 3027. Pueblo Manufacturers 
and Distributors. 

A complete classified list of 
distributors, giving name of prin- 
cipal contact and number of em- 
ployes at each, is presented in a 
booklet of the Pueblo Star-Journal 
and Chieftain. 


No. 3028. What KLZ Clients Buy. 

Monthly house publication of 
Station KLZ, Denver, gives late 
|news on what clients have bought 
and why. 


No. 3307. KCSJ Facts. 
| Set count, buying power and re- 
tail sales in various categories are 
|included in a brochure published 
by KCSJ-TV, Pueblo. 


No. 3500. 1957 Consumer Analysis 
of the Denver Market. 

This first annual consumer 
analysis made by the Denver Post 
includes buying habits of Denver 
families, brand preferences and 
store distribution of 200 products 
iin food, drugs and toiletries, 
household products, automotive 
and appliance categories. 


No. 3501. Drug Distribution Map 
of the Rocky Mountain Em- 
pire. 

Shown on this large map is the 
pattern of wholesale drug distri- 
bution in the Rocky Mountain 


Advertising Age, April 29, 1957 


| Total and per family expendi- 
tures in a long list of product cat- 
egories in the New Hartford area 
are included in a 42-page booklet 
of the Hartford Times. 


DELAWARE 


No. 3314. Top Ten Brands. 

Top ten brand preferences in 
130 grocery, drug and appliance 
| eodegenion in New Castle County 
are surveyed in a booklet issued 
by the Wilmington News-Journal. 


DISTRICT OF COLUMBIA 


| No. 3309. The Washington Market. 

A folder issued by WOL-AM 
and FM, Washington, lists radio 
families, population, retail sales 
and various retail sales catego- 
ries in Washington. 


No. 3310. Washington Brand Pref- 
erences. 

Brand preferences in 77 grocery 
store product classifications, for 
families in the Washington area, 
are surveyed in a 104-page report 
published by the Washington Post 
and Times-Herald. 


No. 3311. 
Data. 

Population, homes, employment, 
income and retail sales are cov- 
ered for Washington in a booklet 
issued by the Washington Post 
and Times-Herald, 


Washington Market 


No. 3312. Shopping Center Guide. 
A listing by number and type 

of store of all stores in each shop- 

ping center in the Washington 

area are included in a_ booklet 

published by the Washington Pos 

}and Times-Herald, 

= 3313. Shopping Habits. 

| Consumer shopping habits and 


area. Sales territories of leading | other data are compiled in a book- 
Denver drug wholesalers and in-|let covering Washington and is- 
formation on number of families,|sued by the Washington Post and 
|number of drug outlets and retail | Times-Herald. 

| drug sales for each county of Colo- | 
bee and Wyoming also is in-| 
cluded. Available from the Denver | 


FLORIDA 


Sem: Centenmal 


Ce Pores oO, 
ACER RRS 


OIL CAPITAL NEWSPAPERS 
GIVE YOU BLANKET COVERAGE IN 
TULSA AND THE MAGIC EMPIRE 


Only the daily World and Tribune and the Sunday 
World give adequate coverage in Tulsa and the Magic 
Empire. The people who live in this fabulous area BUY, 
READ and BELIEVE in these Newspapers. One reason 


in Oklahoma. 


Orel CAPITAL NEWSPAP 


MORNING @ EVENING @ SUNDAY 


why Tulsa newspapers consistently carry more, much 
more, news and advertising than any other newspapers 


ers 


TULSA WORLD ¢ TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO 


Post. 


CONNECTICUT 


| No. 3029. WHCT Market Data. 
Retail sales, outlets, employ- 
j}ment by classifications and other 
data are covered for the Hartford 
| area in a report by Station WHCT, 
| Hartford. 


No. 

Growth. 

Connecticut growth in popula- 
ition, families, 
| manufacturing, buying power and 
jretail sales from 1950 to 1955-56 
is detailed in an 18-page booklet 


‘issued by the Connecticut Daily) 


| Newspaper Assn., New Britain. 


No. 3031. Trade Sales in North- 
western Connecticut. 

Food, drug and alcoholic bever- 
age sales are among data in book- 
let issued by the Waterbury Re- 
publican and American, 


} 
| No. 3032. 1957 Hartford Fact Book. 


This book, issued by the Hart- 
ford Courant, includes 1950-56 
population trends, car registra- 
tions for four counties, food sales, 
retail sales and towns where A&P 
and First National Stores are lo- 
cated. 


| No. 3033. County Market Data. 

Population, sales, income and 
other data on the Bridgeport, 
Stanford, Norwalk metropolitan 
county area are included in a 
booklet issued by the Bridgeport 
| Broadcasting Co. 


| No. 3034. More County Data. 
Similar data is included for 

Fairfield, New Haven and Middle- 

sex Counties in a booklet by the 

Bridgeport Broadcasting Co. 

No. 3308. The Hartford Market. 


3030. Data on Connecticut | 


value added by! 


|No. 3035. The Tampa Market. 

Data on Tampa industry, port 
facilities, banks, population, util- 
ities and agriculture are included 
in this booklet issued by the Tam- 
pa Chamber of Commerce and 
distributed by the Tampa Daily 
| Times. 


No. 3036. Market Guide to St. 
Petersburg-Pinellas County. 
Data on population growth, old- 
|age and survivors insurance pay- 
ments, and number of college 
graduates and ex-college students 
are contained in a portfolio pre- 
pared by the St. Petersburg Times. 


No. 3037. The St. Petersburg 
Market. 

New strip film outlines changes 
in size and economy of the St. 
Petersburg market since 1950 and 
is available without charge from 
the St. Petersburg Times. 


|No. 3038. St. 
County. 
A quantitative and qualitative 
|analysis of this market is present- 
ed in a folder prepared by the St. 
| Petersburg Times. 


Petersburg-Pinellas 


|No. 3039. The Tallahassee Mar- 
ket. 

Population and occupied dwell- 
ing data are presented in this 
portfolio by the Tallahassee Dem- 
ocrat. 


No. 3040. Gold Coast Liquor 
Sales. 

Per capita liquor sales and total 
sales for South Florida and gross 
per capita sales by types of bev- 
erage for the state are listed in a 
folder issued by the Miami Herald. 


No. 3041. The Miami Market. 
Makeup of 224,360 households 
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EXTRA value from the 


— — - nn ae ne ERR eh me So me — 
er 


CLIFFORD L. EUSTICE, president of the 
Clifford L. Eustice Co., Cincinnati. Besides the 
Campbell Soup Company —frozen soups and 
Swanson frozen foods—Eustice principals 
include Dow Chemical Company, Four Fisher- 
men, Hunt Packing Company, Red-i-Starch, 
Wishbone Dressing, and Wilson Packing 
Company. 


\ 3 
eS’ 
fas 
aw 


ecords prove Spot-T'V squeezes 


ad budéset? 


reports Clifford Eustice, 
Cincinnati food broker, 
regarding sales effectiveness 
of Station WCPO-TV 


When you speak of records, Mr. Eustice, to what 
specific items do you refer? 


First of all, to Campbell Frozen Soups. Spot-TV 
played a leading role in introducing and build- 
ing volume on them in our markets. 


Isn't there a lot of power in the Campbell name 
alone? 


Of course —but frozen soups were a new idea, 
and freezer-space was already jammed full. We 
got distribution much more readily because 
Campbell and the Leo Burnett agency used 
Spot-TV to spread the news fast, and picked 
WCPO.-TV to do the job in Cincinnati. 


How was the advertising scheduled? 


It’s no secret that Campbell doesn’t use half- 
way measures. Starting in the fall of °55, 
Campbell Frozen Soups were on WCPO-TV 
every day, seven times a week...and Spot-TV 
carried on into the summer of °56. Once we 
really got rolling, sales kept gaining faster than 
we could step-up deliveries. 


With your various principals, you probably 
encounter all types of advertising? 


To a great extent. Also our company is in its 
14th year, and before that I spent many years 
in advertising work. So my own experience has 
convinced me that Spot-TV—properly sched- 
uled in relation to market, station and time— 
can squeeze every penny of selling power from 
each dollar of the advertising budget. 


Television's 


First Exclusive 
For sales building availabilities on these major-market stations...Call & LAI re - t National 


Representative 


WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO.-TV—Providence WEWS—Cleveland KGO.-TV—San Francisco WABC-TV—New York 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma WXYZ-TV—Detroit KVOO-TV—Tulsa WIIC—Pittsburgh WCPO.-TV—Cincinnati KFJZ-TV—Dallas-Ft. Worth) WFBG-TV—Altoona 
WwOwW-TV—Omoaha KTTV—Los Angeles KFRE-TV—Fresno WFLA-TV—Tampoa-St. Petersburg | WNBF-TV—Binghamton WMCT—Memphis KGW.-TV—Portland KTVI—St. Louis 


OFFICES: NEW YORK ° CHICAGO ° BOSTON ° DETROIT ° ST. LOUIS ° JACKSONVILLE ° DALLAS ° 
TEmpleton 8-5800 SUperior 7-5580 HUbbord 2-3163 WOod'rd 1-6030 CHestnut 1-5688 Elgin 6-5570 Riverside 4228 


LOS ANGELES ° SAN FRANCISCO * SEATTLE 
DUnkirk 1-3811 YUkon 2-7068 ELliott 6270 
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FOO OSC OOOO >, Available Market Data—Local 


NEGRO 
Chicago Beauty Market | 


To secure copies of data listed, use the handy coupons 


Information and Activities | 


Write To B tici J 1, Inc. 
36 West Randolph Street 
Chicago 1, Illinois 


ald. 


"86% COVERAGE. 
“= in the county 


ABC FIGURES PROVE 
metropolitan papers can’t 
possibly do a selling job for 
your product in RACINE. 


PAPER COVERAGE 


Chicago Trib. 8.0% 
Mil. Sentinal 8.7% 
Mil, Journal 11.5% 


Building with 
Racine for 
30 Years. 


Details on Request 


financial and construction data 
}are in this booklet by the Miami 
| Herald. 


No. 3315. Palm Beach County 

Story. 

Sales data, broken down in de- 
| tail, are given for each of such 
categories as agricultural, tourist 
trade, industrial, water control and 
|armed forces in a booklet pub- 
|lished by the Palm Beach Post- 
Times, covering its market. 


| No. 3316. Data on the Gold Coast. 

A folder issued by the Miami 
|Herald covers total retail sales 
and sales per family, net income 
| per family and new dwelling units 
in the Gold Coast area. 


No. 3317. Lakeland and Polk 
County Data. 

Population, per capita income, 
radio families, retail sales in total 
and various categories and gross 
cash farm income in Lakeland and 
| Polk county are covered in a bul- 
letin of Station WLAK, Lakeland. 


| No. 3318. Miami Summer Trade. 

Data on Greater Miami’s sum- 
mer trade are included in a bro- 
chure of the Miami Herald. 


No. 3319. WSPB Market Map. 

A bulletin of Station WSPB, Sar- 
asota, covers population, homes, 
AM radio homes, passenger cars, 
spendable income and retail sales 
in the Sarasota area. 


No. 3502. Industrial Indicators— 
Palm Beach County, Fla. 


This booklet describes Palm 


A CROSS-SECTION OF TEXAS. 
GROCERY BUYING HABITS! 


DENISON 


. 
GREENVILLE 


swyoer 
ry — 


. 
OIG SPRING 
SAN 


. 

ANGELO . 

’ Bac 0 if 
oy ay y { : 


a 
. m x((\4 }) 


44 PRODUCT CLASSIFICATIONS 


Boby foods Dog food Salad dressing 
Bocon Flour Scouring cleanser 
Bee: Frankfurters Seafood, frozer 
Biscuits ice crear Shortening 
Bread, loaf Margorine Soop ond detergent 
Butter Mayonnaise Soft drinks 
Coke mix Milk, conned Tamales, canned 
* Cereols Milt, fresh Teo 
z Chicken, turkey Noaptins, poper Toilet soup 
. pies, frozen Oil, salads, cooking =—s- Toilet tissue 
i‘ Chili, canned Orange wwice, frozen Towels, pauper 
Cigoretres Pancake, wafle mix Tyna, conned 
Coffee Peanu! butter Vegetubies, froze 
Corn meal Poultry, frozen Was, floor 
Desserts Rice Wieres 


TEXAS 


TWO VALUABLE REPORTS for your 
market research files, covering all 
nine typically Texas markets of 
TEXAS HARTE-HANKS NEWSPAPERS. 


Latest combined surveys showing 
PERCENTAGE PREFERENCES for LEADING 
GROCERY BRANDS in 44 PRODUCT CLASSES 
Plus audience measurement data for 
newspaper, radio and television. 


For further information, contact an office of ... 


HARTE-HANKS NEWSPAPERS 


ABILENE REPORTER-NEWS 
BIG SPRING HERALD 
CORPUS CHRISTI CALLER-TIMES 
THE DENISON HERALD 

THE GREENVILLE HERALD-BANNER 
MARSHALL NEWS MESSENGER 
THE PARIS NEWS 

SAN ANGELO STANDARD-TIMES 
SNYDER DAILY NEWS 


ae 
NEW YORK — 


| 


‘in Miami, including number of No. 3042. Detailed Miami Market.| jjjustration on climate and topo- 
persons, age, sex, telephones, and | 
brand preferences is included in| tion; construction; per family re- 
80-page report by the Miami Her-| tail sales; food, drug sales; tourist, 


Beach County and its communi- 
ties as relates to plant or distri- 
butorship location needs. Included 
are statistics, maps, graphs, and 


munity facilities, financial re- 
sources, fuels, housing, industrial 
development, labor, legislation, 
real estate and other subjects. 
Available from the Port of Palm 
Beach District for $1.35 plus 40¢ 
postage (fourth class mail) per 
copy. 


No. 3503. Tampa Facts. 
The Tampa Chamber of Com- 
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ing power are presented for the 
central Illinois market; Decatur- 
Springfield, metropolitan market, 
and Decatur retail trade area in 
this folder by Station WTVP, 


Detailed statistics on popula-| graphy, construction trends, com-| Springfield. 


No. 3048. WICS Market 
age. 

Population, families, farm fam- 
ilies, effective buying income and 
retail sales for 20 counties covered 
by WICS Channel 20 are included 
in this map folder issued by Sta- 
tion WICS, Springfield. 


Cover- 


No. 3050. Facts on the Keokuk- 


merce has published this pocket- 
size booklet which carries 1956) 
data on 33 subjects. Included is, 
information on agriculture, popu- 
lation, banking, 
port facilities, etc. Available from 
the Tampa Times. 


Hannibal-Quincy Area. 

Retail, including food, drug, au- 
tomotive and filling station sales 
and farm income, farm homes and 


transportation, | f4™m tv homes are covered in this 


fact sheet by Station KHQA-TV, 
Quincy. 


No. 3504. Ready Reference Sum- No. 3051. Data on Central IIli- 


mary—Tampa, Florida. 

Katz Agency, newspaper repre- 
sentative, has prepared this folder 
of facts on Tampa, Fla., and its 
retail trading zone. Available from 
the Tampa Times. 


GEORGIA 


No. 3043. The Columbus Market. 


Population, families, buying in-| 


come and age data on the Colum- 
bus area are included in this bro-| 


chure by the Columbus Ledger & | ne 


Enquirer. 


No. 3044. Distribution Outlets of | 


nois-Western Indiana. 
Tv set count, population, sales, 


|income, sales by store type, farm 


population and income are given 
for the entire area between Chi- 
cago, St. Louis and Indianapolis 
in a brochure by Station WCIA, 
Champaign. 


| No. 3052. Chicago Newspaper Cov- 


erage. 
This booklet, issued by the Chi- 


| : 
|cago Sun-Times, reports results of 


a survey showing Chicago daily 
wspaper coverage of men and 
women over 45, under 45, house- 


wives by ages, wage-earning 


Middle Georgia | women and socio-economic groups. 
€ . 


Wholesale grocers, food brokers, | 
frozen food dealers, chain grocery | No. 3053. The Waukegan Market. 


stores and other data on middle 
Georgia are included in brochure 
prepared by the Macon Telegraph 
and News. 


No. 3045. Middle Georgia Farm 
Income. 
Farm income in this area is 


compared with farm income for 
U. S. in folder issued by the Ma- 
con Telegraph and News. 


No. 3047. The Augusta Market. 
A location map of Augusta re- 


tail trading zones, and data on 
population, families, buying in- 
come, retail sales, payrolls and 


auto registrations are in this port-| 
folio issued by the Augusta Chron- 
icle and Herald. 


No. 3320. The WAGA-TV Story. 

Population, income, retail sales 
in total and by category and 
spendable income are covered in 
a booklet issued by WAGA-TV, 
Atlanta. 


No. 3321. The WRBL-TV Market. 
Number of counties, homes and 
tv homes in the coverage area are 
itemized in a booklet issued by 
WRBL-TV, Columbus. 


No. 3322. The WGBA Market. 

Population, radio homes, spend- 
able income, farm income, Negro 
population and retail sales in total 
and by category are listed for the 
coverage area in a bulletin of Sta- 
tion WGBA, Columbus. 


No. 3505. A Bird’s Eye View of 

Columbus, Ga. 

People, places and things within 
the metropolitan market of Co- 
lumbus, Ga., are described in this 
report issued by the Columbus 
Ledger & Enquirer. 


No. 3506. Petry Data Sheets on 
WSB-TV, Atlanta. 
Edward Petry & Co. has pub- 


|lished this data sheet which con- 


| 


tains such market information as 
population, families, retail sales 
and food sales in the area of 
WSB-TV, Atlanta, one of the Pet- 
ry-represented stations. 


ILLINOIS 


No. 3049. The WTVP Markets. 
Population, retail sales and buy- 


Retail sales growth, bank depos- 
its, auto registrations, telephones, 
gas and electric meters, and fam- 
| ilies are among data in this 34- 
|page booklet prepared by the 
lca News-Sun. 


| 
| 


No. 3054. Half-Million Retail Sales 
Area. 

A brochure issued by the Auro- 
ra Beacon-News gives retail sales 
|within its circulation area, by 
towns for October, 1956—taken 
from the State of Illinois sales tax 
returns. 


No. 3323. The Springfield Market. 

Retail sales figures for the 11- 
county trading area of Springfield 
are included in a coverage map 
issued by the Springfield Journal 
and Register. 


No. 3324. The 
Audience. 
Characteristics of Chicago sur- 
face transit riders, including sex, 
age, economic status, marital sta- 
tus, employment, purpose of trip, 
|household size, auto ownership 
and marketing responsibility, are 
covered in a 24-page booklet of 
Chicago Car Advertising Co. 


Surface Transit 


No. 3325. Bus Seat Preferences. 
| A survey of riders’ preferences 
in where seated on busses is re- 
ported in a booklet of the Chicago 
Car Advertising Co. 


No. 3326. Youth Bus-Riding Hab- 


its. 
| Official records of school passes 
|issued, frequency of use, total 


summer school pass riders and to- 

| tal minor-age half-fare riders are 
revealed in a booklet of Chicago 
Car Advertising Co. 


No. 3327. The Aurora Market. 

| A folder issued by the Aurora 
| Beacon-News, Elgin Courier-News 
and Joliet Herald-News lists pop- 
ulation, bank deposits, employ- 
ment data and retail sales in the 
Aurora-Elgin-Joliet area. 


No. 3328. The WROK Market. 

A brochure prepared by Station 
WROK lists total bank deposits, 
|farm population, farms, gross farm 
jincome and food, drug, general 
merchandise, liquor store package 
j}and automotive sales in the Rock- 
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ford area. 


No. 3329. Quad-Cities Data. 


A booklet of the Moline Dis- | 
|No. 3332. WTAX Facts. 


patch and Rock Island Argus out- 
lines population, retail sales and 


|on area served by WTVH-TV, Pe- 
oria. Prepared by Edward Petry | 


& Co. 


Population, households, AM ra- | 


consumer unit income data in the | dio households, automobile regis- | 


Rock Island-Moline-East Moline- 
Davenport area. 


No. 3330. Monmouth Buying Hab- 
its. 

Consumer habits in buying wie- 
ners, coffee, instant coffee, ice 
cream, macaroni and a long list of 
other items in Monmouth are sur- 
veyed in a brochure published by 
the Monmouth Review Atlas. 


No. 3331. Peoria Market Facts. 

A folder of the Peoria Journal 
Star includes number of homes by 
town for the 13-county Peoria area 
and a coverage map presenting 
population, buying income and 
sales data. 


No. 3333. The Peoria Market. 


A brochure prepared by WMBD, | 


Peoria, covers population in total 
and by age and by sex, farm in- 
come, retail sales by store type, 
wholesale and retail outlets and 
automobile registrations in the 
Peoria market. 


No. 3507. WLS Coverage Map and 

Market Data. 

A coverage map and market in- 
formation are included on this 
data sheet prepared by WLS, Chi- 
cago. 
No. 3508. Basic Market Data on 
WREX-TV Primary Coverage. 

This lists counties within 
WREX-TV, Rockford, with facts 
on consumer economic potential 
and retail sales. 

No. 3509. Petry Data Sheet 
WTVH-TV, Peoria. 


on 


‘trations, expendable income and | 


} 


retail sales in total and by cate- | 
gory are included in a bulletin of 
| WTAX-FM, Springfield, covering | 


its area. 


INDIANA | 
| No. 3055. WFIE’s Market Picture. | 
| A brochure and other material 
|compiled by Station WFIE-TV, 
Evansville, includes population, re- | 
tail sales, farms, farm population, | 
|\farm income and average farm 
| size for 12 counties. 

|No. 3056. The Terre Haute Mar- 

ket. 

Data on food and wholesale dis- 
tribution, new industrial develop- 
| ment and expansion of schools and 
colleges in Terre Haute is included 
{in 16-page booklet issued by the 
Terre Haute Tribune and Star. 


No. 3057. Facts about Indianapo- 
lis. 

Families, income, employment, 
housing, household equipment, au- 
tomobiles, food buying and shop- 
| ping are covered in this 1957 book- 
| let issued by the Indianapolis Star 
jand News. 
| No. 3058. Buying Habits in Indi- 
anapolis. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Name 
Company 
Address 


City & Zone.. 


.. Tithe 


eteeeeeee 


.. Stote . 


This coupon not valid after July 22, 1957 


politan zone includes population, 
sales, families, income and circu- 
lation coverage in this booklet is- 
sued by the Indianapolis Star and 
News. 


No. 3334. WKBV Facts. 
Population, farm income, new 
houses, retail outlets, savings de- 
posits and retail sales in total and 
by category are included in a bul- 
letin of Station WKBV, Richmond. 


No. 3335. WTTV Facts. 


Buying habits, brand prefer- 
ences and dealer distribution data 
are included in this booklet on In- 
|dianapolis by the Indianapolis 
Star and News. 


|No. 3059. The Indianapolis Mar- 
ket. 


Data on the 45-county Indian-| 
Contains marketing information apolis trading area and the metro-'chure issued by the Palladium- | 


A brochure prepared by WTTV- 
| TV, Indianapolis, includes data on 
| population, households, retail sales 
|and food and drug sales by county 
in the coverage area. 


No. 3336. The Richmond Market. 
Retail sales and effective buying 
income data are included in a bro- 


| Item, Richmond, on that market. ; Bend Tribune, covering its market 


| No. 3337. Teen-Age Readership. | **°* 


Buying power (including allow- | No. 3338. South Bend Market. 

a and marketing responsibil-| Comparisons of current with 
ity) of teen agers is surveyed in a | last year’s figures on employment, 
|brochure prepared by the South ' retail credit, car loadings, post of- 


Every weekday 22 different 
local shows attract listeners to 
KCBS Radio, San Francisco... 
more than to any other station! 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


fice receipts, building permits,|the South Bend Tribune gives | 


Railway Express shipments and a 
long list of other data are included 
in a brochure of the South Bend 
Tribune, covering its area. 


No. 3339. South Bend Data. 
An 88-page booklet issued by 


EE! ILLUSTRATED 
FR “CASE HISTORY 
of a successful trade campaign 
to enlist new dealers 
What kind of advertising 
really influences appliance 
dealers and distributors? 
Write on your letterhead for 
16-page booklet. 


Write Dept. N-6 


>| Donahue & Coe 
~~ »s\ 830 Merchandise Mart 
\* = Chicago, Ill. 


population, income, retail sales, 
industry, employment and income 
data for the South Bend-Misha- 
waka area. 


No. 3340. Fort Wayne Market. 
Population, effective buying in- 

come in total and per family, re- 

tail sales in total and by category, 


| building permits and employment 


figures for the 13-county Fort 
Wayne market are itemized in a 
booklet of the Fort Wayne News- 
Sentinel and the Journal Gazette. 


No. 3510. WOWO Coverage Map. 


WOWO, Fort Wayne, has pre- 
pared this map of its coverage 


| area and statistics on the area and 
| Allen County, Ind. 


| No. 3511. 1956 Nielsen Coverage— 


wowo. 
This report is prepared by Niel- 


R.0.P. COLOR 


Does a 
Bigger 
Job in 


AKRON 


Biggest One 
Newspaper City 
in the Nation 


MEDIA COVERAGE OF AKRON METRO AREA 


Media 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


Add the smashing impact of color to give your 
products stand-out attention and action in the 
thriving Akron market. Black and one or 

two colors and full color are all available daily 
and Sunday in the Beacon Journal which 
ALONE provides complete coverage of the Akron 
Metropolitan and Trading Areas without waste. 


_ AKRON BEACON JOURNAL 


Ohio’s Most Complete Newspaper 


STORY, BROOKS & FINLEY, Representatives 
JOHN S$. KNIGHT, Publisher 


j= Coverage Service on WOWO, 
Fort Wayne. Issued by WOWO. 


/No. 3512. WOWO Penny Pitch. 

Report on a special promotion of 
WOWO, Fort Wayne, to deter- 
mine mail returns. Breaks down 
mail into counties. Issued by 
wowo. 


No. 3513. WOWO Rate Card No. 8. 

In addition to the rate structure 
of WOWO, Fort Wayne, this card 
includes coverage information, 
coverage map and general com- 
pany policies. 


No. 3514. WOWO Area Pulse. 
This regular annual Pulse sur- 
vey of 26 counties shows the 
WOWO audience pattern. Avail- 
able from WOWO, Fort Wayne. 


No. 3515. Allen County Pulse. 
This is a Pulse survey of audi- 

ence pattern in Allen County, Ind. 

Issued by WOWO, Fort Wayne. 


No. 3516. Gary Statistical Study. 

Wm. Blau Associates Advertis- 
ing Research has prepared this 
statistical study of economic fac- 
tors at work in Gary today and 
since 1950. Includes population 
growth, buying income and a 
comparison of these factors with 
other Indiana cities and U. S. av- 
erages. Available from the Gary 
Post-Tribune. 


No. 3060. Food Distribution in In- 
dianapolis. 

An inventory survey of food 
products shows percentage of dis- 
tribution of each product in inde- 
pendents, chains and total market 
in Indianapolis in this 70-page 
booklet issued by the Indianapolis 
Times. 


No. 3061. The Indianapolis Area. 

Retail sales and population for 
individual counties and the total 
station market for Indianapolis 
and the surrounding market are 
included in this brochure of Sta- 
tion WFBM-TV. 


No. 3062. Lafayette Is Here. 

Map folder issued by the Lafa- 
| yette Journal & Courier shows the 
Lafayette trading area, including 
| gross farm income, net family in- 
|come, retail sales per family and 
|bank deposits. 


No. 3063. Consumer 
Lafayette. 

| Families, consumer spendable 
income and bank deposits in nine 
counties are compared in this 
booklet issued by the Lafayette 


Income in 


: TAMIT in the & 
' balous Southuvest 


Counties of WEST TEXAS 
@ Southern NEW MEXICO 


The Fi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDaY 


El Paso Herald-Post 


A SCRIPPS. HOWARD NEWSPAPER 
EVENING 


Journal & Courier. 


IOWA 
No. 3064. Food Sales in Cedar 
Rapids. 
Food sales in leading Iowa 


counties are broken down into 
meat markets, grocery stores, can- 
dy stores, fruit stands and restau- 
rants in this brochure prepared by 
the Cedar Rapids Gazette. 


No. 3065. Data on Eastern Iowa. 

A series of bulletins by Station 
KXIC, Iowa City, gives radio 
households, wholesale and retail 
sales and farm data on eastern 
Iowa. 


No. 3066. Data on KMA Land, 

Farm data on areas in Iowa and 
Nebraska covered by Station KMA 
is included in this folder issued by 
KMA, Shenandoah. 


No. 3341. The KTIV Market. 

Population, families, retail sales, 
food sales, buying income and oth- 
er data are included in a brochure 
prepared by KTIV-TV, Sioux City, 
covering its area. 


No. 3342. The KCHA Market. 

Number and type of retail out- 
lets, their sales, number and brand 
of cars sold, and total farms and 
farm income are covered in a bul- 
letin issued by Station KCHA, 
Charles City. 


No. 3517. Sioux City Journal & 
Journal-Tribune Market Anal- 
ysis. 

This folder gives population, in- 
come, retail sales and gross farm 
income breakdown for Sioux City’s 
46-county market area. Available 
from the Sioux City Journal-Trib- 
une Publishing Co. 


KANSAS 
No. 3067. WIBW-TV Market Facts. 
Population, households, pene- 


tration, consumer spendable in- 
come, retail sales, farm homes and | 
penetration and farm income of 
the WIBW market are covered in 
this brochure published by Capper 
Publications, Topeka. 


No. 3343. Wichita Brand Prefer- | 
ences. 

A study of brand preferences of 
more than 200 products, plus data 
on family income and ownership 
of major items, is presented in a 
brochure prepared by the Wichita 
Eagle. 


No. 3344. The Wichita Market. 
Population, households, con- 
sumer spendable income, retail 
sales, in total and by category, are 
included for Wichita in a booklet 
issued by the Wichita Eagle. 


No. 3345. Wichita Growth. 

Growth trends in Wichita are 
shown with annual figures during 
1950-56 on population and families 
and other data on retail sales in a 
booklet published by the Wichita 
Eagle. 


No. 3518. Petry Data Sheet on 

KARD-TV, Wichita, Kan. 

Edward Petry & Co. has pre- 
pared this sheet on the market 
area of KARD-TV, Wichita. In- 
cludes data on population, fam- 
ilies, buying income, retail sales 
and food sales. 


KENTUCKY 


No. 3068. Louisville Business 
Trends, 

Data on new employment and 
new investment by product group 
for Louisville and data on popula- 
tion, families, gross family in- 
come, industrial payroll and retail 
sales are listed in the Feb. 20, 1957 
issue of the Louisville Chamber 
of Commerce. 


No. 3346. The Louisville Market. 

Population, income and sales 
data for Louisville and 23 adja- 
cent counties, plus retail and 


wholesale bank 


establishments, 


Advertising Age, April 29, 1957 


deposits and other data, are in- 
cluded in a brochure of the Couri- 
er-Journal and Louisville Times. 


No. 3519. Next Milestone—Lezx- 
ington, Ky. 

An economic profile of the Lex- 
ington, Ky., market has been pub- 
lished by the Lexington Herald- 
Leader Co. 


LOUISIANA 


No. 3069. Negro Market of WMRY. 

Total population, Negro popula- 
tion, homes, radio homes, spend- 
able income and Negro spendable 
income are tabulated in this folder 
covering the New Orleans area 
and issued by Station WMRY, 
New Orleans. 


No. 3070. Market in Monroe. 

Current data on transportation, 
weather and growth factors in 
Monroe are presented in a folder 
by the Monroe News-Star and 
World. 


No. 3071. The Baton Rouge Pic- 
ture. 

Sales, income, employment, pop- 
ulation, bank deposits and re- 
sources, assessed property valua- 
tions and freight carloadings in 
Baton Rouge are presented in a 
booklet of the State-Times and 
Advocate. 


No. 3347. The Shreveport Market. 
Chains, wholesalers, brokers, 
distributors and retailers, along 
with sales volume by counties, are 
covered in a booklet published by 
the Shreveport Times-Shreveport 
Journal for its market area. 


No. 3520. Petry Data Sheet 
KTBS-TV, Shreveport, La. 
Edward Petry & Co. has pre- 
pared this data sheet containing 
population, income, and sales sta- 
tistics on the area served by 
KTBS-TV, Shreveport. 


on 


MAINE 


No. 3073. Liquor Sales in Maine. 

Unit sales by brands and dollar 
sales by stores are listed in this 
brochure of the Bangor Daily 
News. 


No. 3074. Bangor’s Seven-County 
Trade Area. 

Rural and total population, buy- 
ing income, retail sales and value 
of farm products sold, broken 
down by county, are presented in 
this brochure issued by the Bangor 
Daily News. 


No. 3521. Consumer Analysis of 
Metropolitan Portland, Maine. 
An analysis of brand preference 

and buying habits of the families 

in the metropolitan Portland mar- 
ket has been published by the 
| Portland Press Herald, Evening 

Express and Sunday Telegram. 

The survey covers various food, 

beverage, soaps, toiletries and cos- 

metics, home appliances and au- 
tomotive. 


No. 3348. Brand Preferences of 

Negroes. 

Negro brand preferences and 
amount of unit and dollar pur- 
chases of cigarets, dentifrices, soft 
drinks and coffee in Baltimore are 
surveyed in a booklet issued by 
Associated Publishers, New York. 


No. 3349. Brand Preferences of 
Negroes and Whites. 

Buying habits and brand pref- 
erences of Negroes in a wide range 
of consumer products are sur- 
veyed, in comparison with whites, 
in Baltimore in a booklet of Asso- 
ciated Publishers, New York. 


No. 3522. Petry Data Sheet on 
WBAL-TV, Baltimore. 

Market information on the area 
covered by WBAL-TV, Baltimore, 
has been published by Edward 
Petry & Co. 
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hes the man who 
leads a dual life 


Talk about bone fishing to Marc Braeckel and you’re really hitting on all eight. 


For fishing is the way this busy executive relaxes, like many millions of other American 
sportsmen do. 


These “dual-life’ men are today’s prime market for every kind of product, because they 
buy for two ways of living. 


You can get a line on how well and how often they buy from your Sports Afield represent- SPORTS AFIELD 
ative. For here is where almost 1,000,000 hand-picked “dual-life’ men get “the urge to 


splurge.” A Hearst Magazine, 959 Eighth Avenue, New York 19, N.Y. 


Get the facts today. where sportsmen get the urge to splurge 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


MASSACHUSETTS 
No. 3075. Worcester’s Growth. 


Pittsfield. 


Distribution of national brands 


Retail stores, automotive, drug | f 8Tocery products in 21 grocery | 


and food sales in metropolitan | Stores in Pittsfield is outlined in 
Worcester County are listed in a this folder produced by the Berk- 
booklet prepared by the Worces- | Shire Eagle, Pittsfield. 

ter Telegram-Gazette. 


No. 3076. WEEI Market Guide. 
Population, families, radio fam- 


No. 3078. Beer Sales in Pittsfield. 
A survey of sales of beer and 

ae ; : ; ale in all package stores in Pitts- 

ilies, effective buying income and field is covered in a report by the 

retail sales in many classifica- | Berkshire Eagle. 

tions in a four-state area are in-| 

cluded in a brochure issued by | 


Station WEEI, Boston. | No. 3079. The Springfield Market. 


A comparison of Springfield 
with six other top New England 
metropolitan markets includes re- 
| tail sales data and is published by 
| Station WHYN (radio and tv), 
| Springfield. 


No. 3077. Grocery distribution in 


WSRS 


NUMBER 1 STATION 
SRS “Redio-Active" MBS | 


3350. The WBZ and WBZA 
Market. 

Population, radio homes, con- 

sumer spendable income, retail 


Advertising Age, April 29, 1957 


| sales, motor vehicle registrations | No. 3087. Kalamazoo Market Facts. , family in different income groups, 


/and farm income are among data 


sued by WBZ, Boston, and WBZA, 


| Market location, growth, popu- 


come and retail sales data are cov- 


;}number of families, population 


| covered in 50 separate sheets is- | lation, employment, spendable in- | and grocery sales by product class 


\are covered in a booklet published 


| Springfield, for the coverage area. | ered in a booklet published by the | by the Grand Rapids Herald. 


No. 3523. Let’s Take a Close Look 
at Lynn. 

A comparison of Lynn, Mass., 

and nine other Massachusetts cities 


the Lynn Item. 


MICHIGAN 

No. 3080. Grand Haven Facts. 

Data on manufacturing plants 
and number of employes, along 
with other data, including a gro- 
cery route list, are presented in a 
brochure by the Daily Tribune, 
Grand Haven. 


No. 3081. WWTYV Market Data. 


consistent 


industrial growth 
keeps 


ROANOKE 


an ideal 


test market 2’,,., 
one sapiens 
about 2,300 


16 counties, more than 500,000 people 
reached exclusively by the 


ROANOKE 
TIMES and WORLD-NEWS 


atives 


Families, ty homes, population 
| income, bank deposits and retail 
| Sales are outlined for the area in 
a booklet issued by Station 
WWTYV, Cadillac. 


| No. 3082. Battle Creek Food Mar- 
ket. 

Retail food sales, and types and 
number of independent and chain 
grocers in Battle Creek’s trading 
area are covered in a booklet of 
the Battle Creek Enquirer & News. 


No. 3083. Shopping Habits in Bat- 
ile Creek. 
A survey of 2,000 families in 


Battle Creek reveals percentages | 


who buy most of their groceries in 
various chains and independents, 
most common shopping days and 
media voted most helpful in a 
folder of the Enquirer & News. 


No. 3084. WELL Coverage Map. 

Population, retail sales, income 
per capita and per family and 
farm homes and income of Battle 
|Creek and surrounding areas are 
included in this map issued by 
Station WELL. 


| 
No. 3085. Grand Haven Market. 
Manufacturers and number of 
employes, harbor statistics and a 
grocery route list for Grand Ha- 
ven are presented in this circula- 
tion map of the Grand Haven 
Tribune. 


No. 3086. Market in Monroe. 

Population, housing and em- 
ployment data for Monroe city 
and county are offered in a report 
| issued by the Monroe News. 


| 


| Kalamazoo Gazette. 


| No. 3088. WOOD’s Market. 
A color slide presentation of 
Stations WOOD and WOOD-TV, 


as to population, income and retail |Grand Rapids, includes graphs of | St. 
sales is presented in this report by | market statistics of a 31-county | population, buying income, retail 
major | 


market, 
| cities. 


including five 


| No. 3089. WJMS Market. 

Homes and radio homes in ten 
;counties reached by WJMS are 
| included in its folder on a Nielsen 

report. 


| No. 3351. WBCM Facts. 

| Population, households, con- 
|sumer spendable income and re- 
tail sales in total and by cate- 
gories are covered in a brochure on 


|the Bay City area published by | 


Station WBCM, Bay City. 


| No. 3352. The 
} Story. 

A booklet of the Grand Rapids 
| Press covers population, income, 
retail sales by category and whole- 
| sale and retail outlets in the 
|Grand Rapids market. 


Grand Rapids 


3353. Retail Outlets in Grand 
Rapids. 


No. 


Three maps issued by the Grand 


Rapids Press show location of gro- 
cery stores, drug stores and shop- 
| ping centers in Grand Rapids. 


| No. 3354. Test Market. 

Total and foreign born popula- 
tion, income per family and spend- 
lable income, and wholesale and 
| retail outlets are listed for Grand 
| Rapids as a representative market 
ideal for testing, in a booklet of 
the Grand Rapids Press. 


No. 3355. Flint Facts. 

A folder issued by the Flint 
|Journal covers population, retail 
|sales and consumer spendable in- 
| come in the Flint market area. 
| 

No. 3356. Grand Rapids 
Sales. 

| Liquor brand sales of fifths, 

pints and total bottles, including 

| whiskies, gins and vodkas, are list- 

}ed in a folder of the Grand Rapids 

| Herald, covering its area. 


Liquor 


|No. 3357. Food Buying in Grand | 


Rapids. 
Weekly food expenditures per 


BIG GUN reaches a u REATER SALT LAKE 


There is a GREATER Salt Lake 
. it’s the big and booming market area 
available only to KSL Radio advertisers. It’s 


a market that inclu’ 3: KSL’s 


metropolitan areas . 


leadership in 


well as dominance of 


the eager-to-buy thousands in smaller cities 
and towns, a market area of 1,617,200 people. 
It’s 111 counties* in 8 states where people 


are sold on KSL Radio. 


A greater buy for a greater Salt Lake KSL radio 


50,000 WATTS + CBS IN THE MOUNTAIN WEST 


REPRESENTED BY CBS RADIO SPOT SALES 


* Nielsen: 40 to 100 percent coverage 


| No. 3358. Benton Harbor-St. Jo- 
seph Market. 

| A map issued by the Benton 
Harbor News Palladium and the 
Joseph Herald Press covers 


sales and bank deposits for the two 
cities’ trade area. 


No. 3359. The Port Huron Market. 

A folder published by the Port 
Huron Times Herald includes re- 
tail sales, population, and liquor, 
grocery and drug store outlets in 
the Port Huron area. 


3524. Pontiac 
Data Sheets. 
| The Pontiac Press throughout 
| the year issues a series of market 
data sheets on the following sub- 
jects: map of Pontiac retail trad- 
|ing area; population and _ sales 
rank in a number of categories; 
comparison of retail sales in Mich- 
igan cities; sales per Pontiac 
household; income comparison; 
family expenditures; auto, gaso- 
line, liquor sales and automobile 
registrations. 


| No. Area Market 


| No. 3525. Population, Housing and 
| Economic Characteristics of the 

Detroit Standard Metropolitan 

Area. 

Included in this pamphlet is- 
sued by the Detroit News are pop- 
ulation and housing trends, and 
economic characteristics of the 
municipalities comprising the 
three-county Detroit metropolitan 
area. Supporting statistics and 
maps outlining the trends from 
1950 to 1956 are included. 


No. 3526. The WWJ-TV Coverage 

Area. 

This sheet contains a map and 
statistics on population, families, 
buying power, tv sets and retail 
sales in the area reached by 
WW4J-TV, Detroit. Available from 
WWJ-The Detroit News. 

No. 3527. Retail Sales in Detroit 
Standard Metropolitan Area. 

A tabulation of retail sales in 
the Detroit area for each month of 
1956 is categorized under 11 com- 
modity classifications in this pam- 
phlet published by the Detroit 
News. Tabulations are included 
for 1948, 1953, 1954, 1955 and 1956. 
No. 3528. America’s $9% Billion 
Motor Empire. 

This 25-minute  color-sound 
filmstrip dramatizes changes in 
the Detroit market during the 
past 40 years. An accompanying 
brochure highlights economic and 
social changes and documents a 
new definition of the Detroit retail 
trading area. Showing may be 
arranged by writing the research 
director, Detroit Free Press. 


No. 3529. Annual Michigan Liquor 
Report. 
The Detroit Free Press has pub- 
lished a report showing detailed 
| sales statistics for liquor and wine 
in Michigan. Includes breakdowns 
|by brands and geographical area. 


|No. 3530. 
Map. 
This map shows Michigan’s 
three liquor control commission 
districts and lists locations of six 
| types of Michigan liquor licensees. 
|Also shown are locations of 95 
state stores, six warehouses and 
| Salvage stores of the liquor control 
| commission. Available from the 
| Detroit Free Press. 


1957 Michigan Liquor 


No. 3531. 
Map. 

| This map, available from the 

| Detroit Free Press, shows the lo- 

jcation of major chain grocery 

| stores and a sales potential of each 

‘segment of the market. 


1957 Food Marketing 
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No. 3532. Detroit Marketing Map. MISSISSIPPI | in brochure prepared by the Jack- | Ledger & Daily News gives a coun- sen Report. 

The 15-county Detroit retail son Clarion Ledger and Daily | | ty-by-county listing of population,| Shreveport data on consumer 
market is defined on this map| No. 3098. Mississippi Market Data. | News. |families and retail sales for the | spendable income per household, 
published by the Detroit Free| Population, families and retail | coverage area. |population and retail sales with 
Press. Principal highways and) sales in Jackson, and industrial | No. 3537. Jackson Data. | Nielsen listener data in this bro- 


travel time between key satellite| data for Mississippi are included A folder of the Jackson Clarion- | No. 3072. Market Data and Niel- | chure of station KTBS, Shreveport. 
cities and Detroit also are shown. | : 


No. 3533. America’s Supermarket | 
for Food Sales. 

A 25-minute color-sound film- 
strip is available from the Detroit 
Free Press, showing changes in 
Detroit’s food marketing pic- 
ture. Accompanying material gives 
over-all view of the peculiar as- | 
pects of the Detroit market. Show- 
ings may be arranged by writing 
the Detroit Free Press. 


No. 3534. Motivation Research 
Looks at Detroit Newspaper 
Readers. 

Results of a motivational re- 
search study made of newspaper J , ae 
readers are presented in this re- | - Z oO Lp . . 
port. Includes texts of respondent F# iG s:'9 m CAN mi! EGO= 
interviews. Available from the De- ’ > e 2 
troit Free Press. Free to advertis- , “aan , ’ ; ae 
ers and agencies. $5.50 postpaid to 


all others. | a ” | “ 23 . . YOUNG GIANT MARKET 


No. 3090. New Ulm Trade Map. 

A trade area map of New Ulm, 
published by the New Ulm Daily 
Journal, gives major towns, popu- 
lation, homes, employment and | 


: 1956 Bank Deposits: 
retail and wholesale figures. ae v Pao, ¢ a3 i ; ' a K@ 
No. 3091. WCCO Market Guide. f ry i) yeh iy td =. ‘eo $760, 740,000 


A map of WCCO’s 114-county 
basic service and 199-county to- 
tal service area gives market data 
in a folder published by Station 
WCCO, Minneapolis. 


No. 3092. People and Cigarets. 

A study of Minnesota smokers, 
reported in a booklet issued by , : é 2 a ; . ba : 
the Minneapolis Star and Trib- od Pe : 4 During 1956, bank deposits in San Diego 
une, gives food store, drug store ; ‘ , 


and retail sales, effective buying , 4 Fe Me eS County reached $760,740,000 — almost $75 million 


income and number of smokers. 
. more than the total for 1955. 


| iat ita | a i San Diego bank deposits reflect the dynamic growth of 
a ae this Young Giant Market of the West. 


No. 3093. Minneapolis Shopping 


Areas. , : & ? . — , . 

A detailed list of-major shop- * eae : J And San Diego’s vigorous, unflagging expansion 
ping areas, retail stores and their = ‘ is based on a stable, time-tested economy which has 
location is included in a 14-page by ey in - , . 
booklet published by the Minne- s 4 ; PA prospered since Calitornia began. 
apolis Star and Tribune. ‘4 ' ae 
No. 3094. $5.5 Billion Market. ns . fe To sell this Young Giant Market — at the lowest cost 

Retail sales, buying income, ; : a 


population, farm population and 4 P54 per sale — advertise in The San Diego Union 
homes are detailed for the Upper , oS : and Evening Tribune. 
Midwest market in a booklet is- 
sued by the Minneapolis Star and ; : 
Tribune. ¢ 1 ae. . 
No. 3095. Shaving Products in ff ah. te . ‘ Che San Biege Union 
Minnesota. . - Fe 
Brand preferences and buying F é Se , EN, 
habits in men’s shaving products ‘ r ¢ - fy 7 
and cigarets are covered in a ‘ : 4 -! ING RIBUNE 
booklet of the Minneapolis Star é ; 
and Tribune. 


No. 3096. Food and Drug Products 
in Minnesota. : P 
A home-interview study of food Lan: i ‘ > a 
and drug products, brands on hand ¥ A “oe The Ring Cy of Truth 


and in use in Minnesota homes is 


reported in a booklet of the Min- : yy ‘- ; ¥ a COPLEY NEWSPAPERS 


neapolis Star and Tribune. 


No. 3097. KGDE Market Map he fry ay ay tes 15 “Hometown” Newspapers covering San Diego, California — 

P Population, neusshelde food eS : - 2s Northern Illinois — Springfield, Illinois — and Greater Los Angeles . 
store sales, automotive sales out- Ty KS ‘4 : Served by the COPLEY Washington Bureau and the 

lets, drug stores and restaurants . oe ye ; eg - COPLEY News Service. 

a Se 4 Lae REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


No. 3535. St. Paul-Minneapolis 

Data. 

A ranking of major cities on a 
basis of their population and a 
ranking of their retail sales and 
buying income shows the totals 
and rank of St. Paul-Minneapolis 
in a series of sheets issued by the 
St. Paul Dispatch-Pioneer Press. 


No. 3536. The Duluth-Superior 

Market. 

Population and retail sales in 
total and by category are broken 
down county by county in a three- 
state area surrounding Duluth in 
a booklet of the Duluth Herald & 
News-Tribune. 
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TO OBTAIN MARKET DATA USE 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


THIS COUPON 


| 
L 


This coupon not valid after July 22, 1957 


eee r Title 
Compony 
Address 
City & Zone Stote 


MISSOURI 

No. 3099. Springfield Data. 
Retail outlets, population and Retail sales, number of outlets 
consumer market estimates in and buying income are covered 

. . — me : : mG i. 3 : ; a 
are ‘So et ro “ eo for St. Louis in a booklet pub- 
Lenter-Pmape 8M |1ished by the St. Louis Globe- 
xv scpllalieatas Democrat. 


| Globe-Democrat. 


No. 3102. St. Louis Data. 


No. 3100. St. Louis Food Market. 
Grocery chain and independent 
stores are listed and located in the 
St. Louis area in a booklet issued 
by the St. Louis Globe-Democrat. 


| No. 3103. The KXOK Market. 
Population, families, radio 
homes, farm radio homes and 


are presented in a booklet by Sta- 


tion KXOK. 
No. 3101. Missouri Liquor Sales. | 


Case sales of liquor by brands No. 3104. Negro Retailing in St. 
in Missouri are covered in this Louis. 
booklet issued by the St. Louis, Retail sales and sales of food 


6 Weeks’ Assignments & Appointments 


AT A GLANCE! ' 
, LS 


Now, plan your work day, note your 
appointments and commitments for the 
immediate and distant future with 
scientifically designed CALEN- 
DAR PAL. Truly a “must” for 
busy advertising Production men. 
Art Directors, Account Men. 
Recommended, too, for busy ex- 
ecutives in all fields of endeavor. 


Order today. Send check or M.O. 
Sorry, no C.O.D'a please. 


COMMERCIAL PRESS 
Dept. 560, 3521 Butter St., Pittsburgh 1, Pa. 


JUNIOR SIZE 
10%” x 12” 


73¢ 


other data in the St. Louis area | 


|;stores, restaurants, drinking 
| places, drug stores and others in 
|the St. Louis Negro market are 
|listed in this circular issued by 
Station KXLW. 


| No. 3105. KFEQ Market Map. 

Population, radio homes, retail 
|sales and other data are included 
|in a KFEQ coverage map issued 
|by Midland Broadcasting Co., St. 
| Joseph. 


No. 3106. Down on the Farm. 

Number of farms, tractors, au- 
tos on farms, feed and fertilizer 
sales and gasoline sales are cov- 
|ered for the KFEQ coverage area 
|in a brochure by Station KFEQ, 
| St. Joseph. 


No. 3538. KWTO Facts. 

Volume of retail sales, tourist 
| business and farm data are given 
in a folder issued by Station 
KWTO, Springfield, for a four- 
state coverage area. 


NEBRASKA 


No. 3107. The Nebraska Market. 

Retail sales, retail sales per 
household, bank deposits and re- 
sources and population data are 
included in a booklet covering Ne- 
| braska and issued by the Hastings 
Daily Tribune. 


No. 3108. WOW Market. 
Farm income and home and car 


KIMA-TV |} 


Yakima 


BIGGEST T 
IN THE WEST 


Cascade's vast four-station network delivers unprecedented coverage in huge 
areas of three booming Northwest states. While each station enjoys the exclu- 
sivity and prestige of a single-station operation, the Cascade network delivers 
unparalleled saturation and domination throughout the entire region. All these 
unique factors combine to make Cascade one of the more important television 
buys in the Nation—the BIGGEST in the West! 


VW BUY 


MARKET DATA 

POPULATION = 
(Urban 278,000, Rural 285,875) 

EFFECT. BUYING INCOME $981,563,000 


RETAIL SALES 657,655,000 
GEN. MERCHANDISE 60,135,000 
AUTOMOTIVE 116,239,000 
DRUGS 22,603,000 


Source: 1957 Survey of Buying Power 


KIMA-TV, Yakima, Wash. 
with Its Satellites 
KEPR-TV KLEW-TV KBAS-TV 


Broadcasting Co. 


NATIONAL 
SEATTLE AND 


— LN 
ORTLAND 


REP: WEED TELEVISION 
PORTLAND: MOORE AND associates 
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Available Market Data—Local 


| To secure copies of data listed, 


use the handy coupons 


| ownership figures in a five-state 

area covered by WOW are in- 
| cluded in this booklet issued by 
| Station WOW, Omaha. 


| No. 3109. The KHOL and KHPL 

Markets. 

Population, families, consumer 
spending income and retail sales 
in the area covered by Stations 
| KHOL-TV, Kearney, and KHPL- 
TV, Hayes Center, are tabulated 
|in fact sheets issued by these 
stations. 


No. 3110. Lincoln Market Facts. 

| Retail sales, population, fami- 
lies and vehicle registrations in 
| the Lincoln area are presented in 
a brochure issued by the Lincoln 
| Journal and Star. 


| 
| No. 3111. The Norfolk Market. 

A Norfolk trading area map and 
retailing and wholesaling data are 
included in a folder issued by the 
Norfolk Daily News. 


No. 3360. Brand Preferences in 
Omaha. 

| Buying habits and brand pref- 

erences in the Omaha-Council 

|Bluffs area are surveyed in a 

| booklet published by the Omaha 

| World-Herald. 


| 


No. 3361. Omaha Data. 

Retail sales in eight categories 
in the Nebraska-Western Iowa 
market are detailed in a brochure 
of the Omaha World-Herald. 


No. 3362. Lincoln-Land Data. 

A folder issued by Arnold Print- 
jing and KOLN-TYV, Lincoln, pre- 
|sents population, families, buying 
| imeome, retail sales and farm fam- 
ilies and income in the coverage 
area. 


No. 3539. KMTV Data. 

A bulletin of KMTV, Omaha, 
lists population, families, effective 
buying income and retail sales for 
the coverage area. 


NEVADA 


No. 3112. Nevada’s Growth. 

Growth trends, population and 
retail sales, county by county in 
Nevada are itemized in a bulletin 
of Southwest Publishing Co., Las 
Vegas. 


NEW JERSEY 


No. 3113. Population and House- 
holds. 

Population and households in 
the Elizabeth area are evaluated 
in a brochure issued by the Eliza- 
beth Daily Journal. 


No. 3114. Grocery Distribution. 

| Distribution of grocery products 
| by brands is shown in 80 grocery 
|stores, four chain supermarkets 
and 76 independents in the Union 
County market in a booklet of the 
Elizabeth Daily Journal. 


No. 3115. Trenton Trade Area. 

| Effective buying income, per 
family income, retail, food and 
drug sales are covered in Trenton 
jin a brochure by Station WTTM 
jand the Trenton Chamber of 
| Commerce. 


No. 3367. 
Market. 
A bulletin of the New Bruns- 
wick Daily Home News covers 
'sales by categories, effective buy- 
ing income and population in the 
|New Brunswick market. 


The New Brunswick 


| No. 3368. Passenger Car Sales. 

| Car registrations for 21 New 
Jersey counties, showing all makes, 
are listed in a folder issued by 
the Bergen Evening Record, Hack- 
ensack. 


Pit & 


No. 3369. Dog Census. 

Dog license totals in 70 muni- 
cipalities in Bergen County are 
tabulated in a brochure of the 
Bergen Evening Record, Hacken- 
sack. 


NEW MEXICO 


No. 3116. New Mexico Purchasing 
Influence. 

Data on wholesale shipments of 
foods into Texas and reshipments 
into New Mexico show latter’s 
buying power in this folder issued 
by Stations KOB and KOB-TV, 
Albuquerque. 


No. 3117. Albuquerque Area, 1957. 

Effective buying income, family 
and per capita income, population 
and retail sales in the Albu- 
querque area are covered in a se- 
ries of bulletins of Stations KOB 
and KOB-TV. 


No. 3118. Set Owners and Income. 

Tv set owners and effective 
buying income in the Albuquer- 
que area are covered in a folder 
by KOB and KOB-TV. 


No. 3119. New Mexico’s Growth. 

State population, by counties, 
for 1950 and 1956 is given in a 
data sheet published by KOB and 
KOB-TV. 


No. 3120. KGGM-TV Market Data. 
Retail sales, set count, popula- 
tion and chief markets are item- 


|ized for the Albuquerque area in 


a brochure of KOB and KOB-TV. 


NEW YORK 


No. 3121. The Buffalo Area. 

Population, households, retail 
food and drug sales and tv homes 
in the 18-county area surround- 
ing Buffalo are covered in this 
folder issued by Station WBEN- 
TV, Buffalo. 


No. 3122. All about Lockport. 

A Lockport area market map, 
retail outlet breakdown, popula- 
tion and city and farm incomes 
are included in a sheet issued by 
the Lockport Union Sun & Journal. 


No. 3123. The Batavia Market. 

A Batavia market area map, re- 
tail outlet breakdown and popu- 
lation and city and farm incomes 
are covered in this folder issued 
by the Batavia News. 


No. 3124. Albany Retailing. 

A brochure issued by Hearst 
Advertising Service, New York, 
includes a map of Albany, by sec- 
tions, retail trading zone and re- 
lated areas, sales data and tables 
of classified retail outlets. 


No. 3125. Business in Corning. 

Population, households, consum- 
er units, spendable income, trade 
area income, per family income 
and retail sales in Corning are cov- 
ered in a folder issued by the 
Corning Leader. 


No. 3126. Binghamton Breakdowns. 
Income breakdowns and tv 
homes are covered in a booklet on 
Binghamton published by Station 
WNBF-TYV, Binghamton. 


No. 3127. Retail trade in Southern 
New York. 

Retail sales, income and popu- 
lation are covered for southern 
New York in a brochure by WNBF, 
Binghamton. 


No. 3132. The Syracuse Market. 

Annual expenditures by families 
—retail, drug, food, automotive 
and apparel sales and bank de- 
posits are covered in this brochure 
prepared by the Syracuse News- 
papers. 
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No. 3128. WHEN Market. No. 3378. New York Incomes. 


A road atlas of the U. S. issued; Incomes, investments and loans | 


by WHEN, Syracuse, is supple- | of families in a 17-county New 
mented with data on population,| York area are covered in a bro- 
radio homes, retail sales and con-|chure recently published by station 


sumer spendable income. WQXR-AM and FM, New York. 
No. 3129. The Syracuse Area. a ag New York Vacation 


Retail sales and food, automo- 
tive and drug store sales, plus 
population and family count in 
various Syracuse areas are shown 
in a sheet issued by Station 
WHEN-TYV, Syracuse. 


Vacation travel habits of fam- 
ilies in a 17-county New York 
area are reported over a five-year 
| period of time by WQXR-FM and 
AM, New York. 


101 


| NORTH CAROLINA | 


No. 3136. Farm Progress. 

Ten items of data, including | 
comparisons of farm income, pop- | 
ulation, milk production, broiler 
and egg production and tobacco 
yields are listed to show progress | 
in North Carolina in a folder of | 


If you sell through Industrial Distributors, 
here’s your “National” hookup with “‘Local’’ impact 


P.S.A 
Station WPTF, Raleigh. “find out what they can 
| dof = w yee. Resse for 

ree an book, Graw Publication York 
No. 3137. Farmer Listening Habits. | ‘ ‘industrial Distributors’ a er oe =a 


A report of a survey of North | 


Industrial Distribution 


No. 3130. Car Radio Audiences. 

A survey of car radio users by 
Station WHEN, Syracuse, shows 
commuting periods, punch-in and 
punch-out times to reveal best ra- 
dio times. 


No. 3131. Syracuse Sales Data. 

Retail, food and drug sales by | 
counties and by cities of 2,500 or | 
more in the Syracuse market area | 
are covered in this folder pub- 
lished by the Syracuse Newspa- 
pers. 


No. 3133. Spanish Market of New 

York. } 

A study based on 546 interviews | 
with Spanish-speaking families 
covers preferences in listening and 
reading and data on appliance 
ownership and is issued by Prog- 
ress Broadcasting Corp., New York. 


No. 3134. WOKO Market Map. 

Population, households, retail | 
and food sales are listed in a map | 
published by Station WOKO, Al-| 
bany, covering its area. 


No. 3135. The Long Island Area. 

A Long Island area map in- 
cludes population and market data. 
Issued by the Long Island Press, | 
Jamaica. 


No. 3370. The WJTN Market. 

A coverage map of WJTN and) 
WJTN-FM presents population, | 
households, wholesale sales and 
retail sales in many categories in | 
the Jamestown area. | 


have MORE. -- 
there are MORE of them! 


ium 


No. 3371. The Troy Market. | Distribution of income among The Dallas 
A folder issued by Record News’ subscribers: ABC City &RTZ... —_'N DALLAS’ OUT-OF-TOWN MARKET... 


Newspapers, Troy, includes data 
on retail sales, effective buying FAMILY INCOME 


| PERCENT OF SUBSCRIBERS Compare The News’ 92,000 subscribers with 


income and retail outlets in Troy. 


$7,000 AND OVER ...|/.......31.3 91,000 out-of-town customers whose Charga-Plate 


No. 3372. Facts about Troy. $4,000 TO $7,000....]....... 45.4 notches indicate active accounts in one or more 
Retail sales and outlets in many Dallas stores! 
product categories in Troy are LESS THAN $4,000 .. Serre ‘ 


listed in a booklet published by 
the Record Newspapers, Troy. | 


No. 3373. Product Usage in New | 
York 


such as groceries, cosmetics, to- 


Usage of a long list of products , The News has the largest daily circulation 


basen, Muar aad Wien, aeeaiien, | in Texas, but...today it isn’t enough to create desire in numbers 
tires d airplane trips in th ‘ 
ion ae Gates aonb to} alone. The Department of Agriculture and Federal Reserve have 


covered in a brochure of the New 
York Mirror. proved 


the have-mores spend more — you'll sell more when you 


se: SN: tee ad Carine Mines | reach the people with the income to buy. 
erages. — TO SELL MORE in North Texas, CONCENTRATE in The 


Seasonal inventories of carbon- 


ated beverages, by brands, in Dallas News — not only for The News’ 20% larger circulation, but 


homes in the 17-county New York | 


metropolitan area are surveyed in | also because of the larger buying power of The News subscriber! 


a brochure issued by WQXR-AM 
and FM, New York. 


No. 3375. Beer and Ale Use. 

Brand inventories of beer and | 
ale in homes in a 17-county New | 
York area are surveyed in a bro- 


New York. 
COVERS THE 

No. 3376. Use of Cigarets 

A survey of cigaret brands | 

smoked by men and women in a 

17-county New York area is re- 

ported in a brochure of WQXR- 

AM and FM, New York. 


No. 3377. Use of Breads. 

Brand inventories of breads in 
homes in a 17-county New York 
area are reported in a brochure 
of WQXR-AM and FM, New York. 


Zz 


ee ee a 


chure of WQXR-AM and FM, | ONLY THE DALLAS NEWS h H 4 3 Mo | - 
e Hall rnvitt P 
a gare brands| BIGGER DALLAS MARKET q ~ iil 


Member, Metro Sunday Comics Network 


aa 
é 
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a ee = Bd —_ 


CRESMER & WOODWARD, Inc. @ National Representative 


New York @ Chicago @ Detroit @ Los Angeles @ San Francisco @ Atlanta 
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Available Market Data—Local 


To secure copies of data listed, 


use the handy coupons 


| Carolina farmers shows when they | classifications by dollar volume in 


listen to radio, how many radios 
they have and types of programs 
heard in a folder prepared by 


$22,574,345.00* was spent in WPF, Raleigh. 


Kankakee County last year and 
that’s a lot of groceries! 


Compare this market with any other 


No. 3139. WNCT Market Map. 
A market map of WNCT-TYV, 


Greenville, gives population, ef- | 


fective buying power, retail sales, 
food and drug sales in eastern 


in IWlinois — compare, then get your North Carolina. 


super share of this big eatin’ mar- 
ket. The cost is only 14c a line 


No. 3140. WF MY-TV Market Story. 
Population, families, effective 
buying income and retail sales are 


*IMfinois State Soles Tax report, 1956 


wakes Dairy Journat » 


Greensboro. 


ranking of all 


covered in a folder on the Greens- 
boro area published by WFMY-TV, 


0. 3141. Sales Areas Ranked. 

A brochure of the Greensboro 
News & Record gives the sales 
260 metropolitan 
market areas in ten major sales 


When is a bartender 
not a bartender? 


Joe Biersman holds down the noon 
to eight shift at the Blue Star bar. Big, 
genial, well liked, Joe mixes drinks that 
satisfy the country club set, draws beer 
with a low collar for the locals. Hasn't 
missed a day on the job in years. 

But don’t get the idea that Joe is a 
bartender... Joe lives on the old Hick’s 
place outside of town. Hadn't been 
farmed for years, so the bank sold it on 
casy terms. The house is rather run 
down, but it’s low rent, a good place 
for the kids, and a cheap vacation for 
his relatives. Joe raises some vegetables, 
sells his standing hay to a neighbor, 
and has a lot of time for fishing... All 
of which, in the annals of the U.S. 
Census, make Joe a farmer. 

Joe is a part of the farm problem 
which politicians deplore at election 
time. He has one of the 1,453,393 part 
time and residential farms that carn 
less than $1,200 


30.4% 


a year; but represent 
of all U.S. farms, account for 


only 1.7% of farm sales, and give 


average farm income a black eye. 


Ox the other hand, there are also 
1,259,653 farms in this country with 
of the farms, 
with 75.7% of the total sales! 

So if you want to sell farmers, you 


or 


sales above $5,000 — 27% 


first have to find farmers who can buy. 
And nowhere will you find farm family 


ty . 
buy ing power packaged more selectively 
than in Successrut FARMING. 

This magazine is published for one 
type of farmer —the volume producers 


of corn, grains, livestock, milk, poultry, 


and eggs. The average farm cash income 
of SI 
$10, 


Like other people who are doing 


farm subscribers has been about 


90 a year for the past decade. 


well, SF farm families are living better. 
They have been building new homes, 
remodeling and repairing at a higher 
rate than urban families. And they are 
buying new furniture and furnishings. 
When necessary they often drive long 
distances to make major purchases. 


Aen’ SF families reached by other 
media? Of course they are, but not in 
the same way. Because for more than 
fifty 


been helping the country’s best farm 


vears, SuccessruL FARMING has 
familics carn more and live better; and 
has more influence with its audience 
than any other medium. 

To find more quality customers and 
to balance national schedules, you need 
Successiut Farminc. Any SF office 
can show you why. 


Merepirn Pustisuinc Company, Des Moines... 


with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


the Greensboro market. 


No. 3142. Who Shops in Charlotte? 

Study of Charlotte shoppers 
shows where they come from, vol- 
ume of sales they account for and 
how they are reached, reported in 
a booklet of the Charlotte Observ- 
er. 


No. 3143. Billion Dollar Market. 

Families, population and retail 
sales are covered for the billion 
dollar Charlotte market in a book- 
let of the Charlotte Observer. 


No. 3144. The Wilmington Story: 
Data on transportation facilities, 
shopping days, holidays, and 
weather in Wilmington are in- 
cluded in a brochure of the Wil- 
mington Star-News Newspapers. 


No. 3138. WDNC Market Data. 

Population and retail sales per 
county in the WDNC coverage area 
are listed in a brochure of WDNC, 
Durham. 


No. 3363. Salisbury Brand Pref- 
erences. 
Brand preferences in foods in 
the Salisbury area are covered in 
a booklet of the Salisbury Post. 


No. 3364. Charlotte Brand Prefer- 
ences. 

Brand preferences and product 
ownership in the Charlotte area 
are surveyed in a brochure issued 
by WBT-WBTV, Charlotte. 


No. 3365. Florence Brand Prefer- 
ences. 

A brochure issued by WBTW, 
Florence, surveys brand prefer- 
ences and product ownership in 
the Florence area. 


No. 3366. The Raleigh Story. 

A brochure prepared by the 
News & Observer and the Raleigh 
Times covers retail sales, buying 
power, auto registrations and buy- 
ing habits in Raleigh. 


No. 3461. The WFMY-TV Story. 

A folder issued by WFMY-TV, 
|Greensboro, covers population, 
| families, effective buying income, 
| retail sales in total and by cate- 
gory and gross farm income for 
the coverage area. 


No. 3462. Winston-Salem Data. 

Population, retail sales, bank 
debits, bank resources, bank de- 
posits, postal receipts, tobacco 
sales, auto registrations and con- 
|struction data are included in a 
brochure of the Winston-Salem 
| Journal and Sentinel. 


No. 3463. Drug Items in Grocery 

Stores. 

A brochure of the Winston-Sa- 
lem Journal and Sentinel presents 
|results of a spot distribution sur- 
vey of drug items stocked in For- 
syth County grocery stores, in- 
cluding average number of brands 
stocked, equipment and arrange- 
ment, space allocations, and sales 
percentages. 


No. 3464. Frozen Foods Distribu- 
tion. 

A spot distribution survey of 
frozen foods and juices stocked in 
Forsyth County grocery stores, in- 
cluding cubic feet of space devot- 
ed to items and equipment used, is 
covered in a brochure of the Win- 
ston-Salem Journal and Sentinel. 


No. 3465. Grocery 

Winston-Salem. 

An in-store survey covering 
sales of 450 brand names and sizes 
in 23 food classifications and in- 
cluding average units sold per 
store, total units sold, per cent 
of distribution and total units 
stocked, is reported in a brochure 
|of the Winston-Salem Journal and 


Inventory in 
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Sentinel. 
| 

No. 3466. Gaston County Statistics. | 
Population, families, total in- 
come, per family income, per cap- 
ita income, retail sales and food, 
general merchandise, drug and 
auto sales are covered in a folder | 
published by the Gastonia Gazette. 


No. 3540. The WTVD Market. 
Retail sales in total and by cate- 
gory, population, families and ef-| 
fective buying income in the Dur- 
ham-Raleigh area are covered in| 
a sheet issued by WTVD, Durham- | 
Raleigh. 


| 


| makes and compared with the pre- 


No. 3541. Facts about Charlotte. 

A folder of the Charlotte News 
gives population, families, dwell- 
ings and retail sales for Charlotte 
city limits and the metropolitan 
area. 


NORTH DAKOTA 


No. 3203. The KVOX Market. 
Population, retail sales and farm 


data for the KVOX market are 
covered in a folder of _KVOX, 
Fargo. 


No. 3204. The Grand Forks Mar- 
ket. 

Population, retail sales, food and 
drug sales in the four largest 
North Dakota markets are includ- 
ed in a brochure published by the 
Grand Forks Herald. 


No. 3205. The Fargo Story. 

Retail sales, effective buying in- 
come and population in Fargo, 
N.D., and Moorhead, Minn., are 
covered in a folder issued by the 
Fargo Forum. 


No. 3206. Fargo Market Map. 

A map issued by the Fargo Fo- 
rum shows retail outlets by cate- 
gory and number of employes per 
industry in the Fargo-Moorhead 
trading zone. 


No. 3467. Bismarck-Mandan Data. 

A brochure of the Bismarck 
Tribune and Mandan Daily Pio- 
neer includes retail sales, in total 
and by category, families and pop- 


| availability checks in the Toledo 


market show brand preferences 
for 125 different product categor- 
ies reported in a booklet of the 
Toledo Blade and Times. 


No. 3150. Cleveland Market Facts. | 

Cuyahoga County, its popula- 
tion, kinds of dwelling units, in-| 
dustry, family incomes, retail trade 
and shopping centers are covered | 
in a brochure of the Cleveland! 
News, 


Brightens 


your 


| 

No. 3151. New Car Sales. 
New car sales in Cuyahoga) 
County (greater Cleveland), by| 


vious year are listed in a booklet a 
published by the Cleveland News. icture 
No. 3152. Cleveland Liquor Sales. p 

A brochure of the Cleveland 
News gives liquor sales by brands 
and sizes in Cuyahoga County and 
29 neighbor counties. 


No. 3153. Grocery and Apparel 
Brand Preferences. 
Purchases of 45 grocery com-| 
modities and 24 apparel items by i 
500 families in Cuyahoga County | Bi 
are reported in a booklet of the 
Cleveland Press. 


z bh, ~ 

No. 3154. Cuyahoga County and| # ' 
Ohio. “a ‘ 
Retail, including food, automo- : 
tive, drug and liquor sales, in Cuy-| 
ahoga County are compared with 
the remainder of Ohio in a booklet 
of the Cleveland Press. 


No. 3155. New Car Sales. 

New car sales by make and car 
registrations in Cuyahoga County | 
are covered in a booklet issued by| 
the Cleveland Press. 


No. 3156. Ohio Liquor Sales. 
Dollar sales of liquor by county, 
district and state and gallon sales | 
of brands, wholesale and retail, | 
are included in this booklet of the | 
Cleveland Press. 
} 

No. 3157. Beer and Ale Sales. 
Distribution of beer and ale by} 
types of outlet in Cuyahoga Coun-/| 
ty is described in a booklet issued 


ulation in the coverage area. 


OHIO 


No. 3145. Toledo Market Map. 

A map of the Toledo trading 
zone includes population, retail 
sales and other data and is issued 
by the Toledo Blade and Times. 


No. 3146. Ohio’s Beer Markets. 

A booklet of the Toledo Blade 
and Times shows consumption and 
per capita consumption of all out- 
of-state beer in Ohio’s eight larg- 
est counties. 


No. 3147. Toledo Liquor Sales. 

Liquor sales broken down by 
brands, types and economic groups 
in Toledo are covered in a booklet 
of the Toledo Blade and Times. 


No. 3148. Ohio Motor Vehicles. 

Motor vehicle registrations, gas 
consumption and number of fam- 
ilies in Ohio’s eight retail trading 
zones are shown in a booklet of 
the Toledo Blade and Times. 


No. 3149. Toledo Brand Prefer- 
ences. 


Home interviews and _ store 


by the Cleveland Press. 


| 
No. 3158. Penetration in Cuyahoga | 
County. 

A survey of households in Cuya- 
|hoga County shows purchased 
;merchandise actually in the home 
}and covers groceries, toiletries and 

appliances in a report by the 
Cleveland Press. 


No. 3159. Automotive Buying Hab- 
its. 

| Brand preferences in tires, gas- 

| oline and oil and mechanical serv- 

| ice in Cuyahoga County are cov- 

/ered in a booklet of the Cleveland | 

Press. 


No. 3160. Men’s Wear Brand Pref- | 
erences. 
Store and brand preferences in | 
men’s suits, ties, shoes and other 
apparel in Cuyahoga County are! 
| covered in a booklet of the Cleve- 
| land Press. 


| | 


| No. 3161. Women’s Wear Prefer- 
ences. 

A survey of preferences in coats 
and suits in Cuyahoga County is 
reported in a booklet issued by the 
Cleveland Press. 


Every week 82.4% of the radio 
families in the area listen to 

KcesBs Radio, San Francisco... 
more than to any other station! 


Pe eee F wie ene ae ee fl. eal Bee oS ny ee 2 ee eae ett ae ee Pee ee ee ee 
i ies a ee ne Et ‘ i ‘ a aie / ae dios be th abe ls! és rai ae cries iy ere a ae . ate eed © ean eek a 2, a ts) Shi ms a ogee Pe ge a as : 
: fe ee es = moe aes Pe, SS aiial a, ak, eae ee Ce ee a ii Ee Sox a 22 Ee as ea Z > eee jo eee 
ies er a : ae acs Se ee Te ee ee i ee St aR al ET pe le ee em a cee ies Rs ae ‘ ae 0 one 
os sce oon ae ia Eat ae ees, Ba he wie Ct eer ae pea Me Pee oo oi ae es a Sie il i al eS 
he hg en < : ES te es : ices geet = ee ae: eyes hirer ee ike oe at on rae I : Me Pre aca e * ee ede 
ae Re of Sgt ak t= ihe et ins eee ge ee ey Pe ae Pe eg ae eee Pe oO ete Me eee is egy ne wate Pa ee - . ay 
Aime, . 7 fare Ae : -_ i * 5 ee E B i 7 Nee ge 2 cence = 2 Ae sane neers pay 
. i a - . i i *, 
ee 
i al 
ee 103 ee 
cS 
be Ks 
i 
<a 
on 
ae 
od i om 
; lies Se 4 . Fi 
a cy 
:. a 
hh ae 
. a. 4a 
_ ‘ ee ay, 
on ag 
Ey 
+ et 
pea, 
wae 
: es 
<3 4 \ - ) 7 % 
+ E . - 4 ~ % = 
Po ‘ ' ; 7 a = . 4 - “ 
a rr 2 : 
4 “ei : 
a >» = a | : 
i a = isk & < “ty nee 
- crue : , ae 
5 
' i Pe 
fee a oy — as 
? 
me J sit mi : ' 4a 
‘ Te. Ae SS rae 
. + eR — 
’ _ : ag FR ; : 
ee wees d rs : 
; 
a si #} \ af 
er et j = ih a me ol ‘ my 
y Sr ts . ae 
ae 2 k : \ 4 ae 
il ll, ; Cay ; oi 
“ . ; Bea 
. . ‘ wes fs tm 
a | Pa ny 
i ? naa 
. . ee 
| — ti — ia 
s y - . Agfn ety 
r ae . SS . - ee : 
é — vanes 
4 ‘id " i 
. . ™ 
‘ ees ia me ’ 
; ad ee 
. eee. » VE ui 
ee ' > - & ery 
# 2 i fi A . . oa % eres 
j . ee. oo) hg $ ; ee “oe te 
ee ee aS — hone * = nee 
“at . . _— = Pe 4 a 
. mz “. 
fi - 
3 6 ae i 
; ‘ : : e 
——— bag 2 
} ee 
, ee a a ae 
SS ” : * ane 
; | i a . id 
* | a ae \ ah : 
' yes ; 
py ne ; ~ 
. : | - ; a ti i . —. P 2 2 Wee 
» , ae ‘ mot —. ae 
: (RENE ee 3 — oa 
E + Se ata aa 
of. : ¥ o ‘ re 
x, ‘ . \ ~ — ue - 
p yrs -— o " ; 
ee ! , 
ee W. 2 
en oe 
pr 
” ; aa CeO : : 
— = oe ag er tn F 
x _ % : -% ey ee ; 
es Bis j a 7 
3 = 
. r z 
| Powet 3 ot 
x ‘ 
MARKET 
isvur ed. A 
- ae | ce ie 
ABMILOS «cre rs ecssee cert ist ae Pee 
| Beyestesertessssseegerssy i ie 
POStSt4 Ch eeee sr eeeTeEeS ie oP 
sn nak he on, A eee ry i ey 
a  eeeeaaee see eaeeee eae ae : 
_ o- SSeS £ | ae: ‘: 
? : rr ee 7% 
: |: Seer aes : : sina tate 
; ? Bi 
7 : Hi ; 
ae : 
es ae ee Fr = ze < Rep ee a eee ee Phew Bb tees, SS ee aa F ee TA ae ee | ee ee ee ee ee ee ay . ae Faro! te oe . + te fee ed ‘a aia 
ee as i ise ee 2 LS ee aa Shame? ape? “i fy bee ni die tue 3 ee MN ae Ry) ae ane en id’ ie oc ae a See ee fe! =i * % Pe teats Seen 7 
Se ee OR toe Ee ee ee ming parent ENT id ere i ‘ car ee eee ee oo : : ‘o aeehle oo 8 gaye ae Ge ee Bo 23 er Paty vary ha ocinben sie ites a. ae aan ns bs 
oe gf ’ Sle aie oe ee ae | ee a. Se % the a es SN a Pe Se eet el 2a |e ee hip eet tS eS ‘ rin hoe 7 i e is ee ee oa ae Pee be ee 3 
rei ee ‘ae TER ee erie ee Sing? ee os a5 paid Be Paar a es ce Sea Namen e (eh ene use Sie ee oo ee eS A ge ick = ae 3 aoe he Sen!  oceeey ae Ue meee oe | eee ee 
saa 3 Be ee Ponce: vray - a a a “ 2 es Ee ea ere Spied ee RT es oe haere ae Pest a ay 4 a: 3 t boleh gi tie ePieu: Eps oa Thay s ite pe eee eae ie ee , 


104 Advertising Age, April 29, 1957 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3162. Accessories Preferences.| No. 3174. The Lorain Market. 

A survey of preferences in ac- An eight-page booklet of the 
cessories in Cuyahoga County is|Lorain Journal lists population, 
reported in a booklet issued by the| retail sales, industrial payrolls and 
Cleveland Press. other data on Lorain. 


No. 3163. Preferences in Dresses. No. 3175. Marion Market Profile. 

Women’s preferences in brands Population, employment and re- 
of dresses and stores where sold | tail sales data are included in this 
are covered in a booklet of the! booklet of the Marion Star. 
Cleveland Press. 
No. 3176. Brand Distribution in 
No. 3164. Sportswear. Canton. 

A survey of preferences in Distribution by brand of 25 gro- 
sportswear and girls’ wear in Cuy-|cery products and types in 543 
ahoga County is reported in a|Canton food stores is covered in a 
booklet of the Cleveland Press. booklet of the Canton Repository. 


No. 3165. Furniture Preferences. | No. 3177. Retail Buying in Cleve- 
| Brand preferences and buying land, 
m habits in the furniture field in Four major economic areas of 
| Cuyahoga County are surveyed in| Cuyahoga County are defined and 
| a booklet of the Cleveland Press. their relative shares of total retail 
purchasing are shown in a booklet 
No. 3166. The Mansfield Market. of the Cleveland Plain Dealer. 
Retail sales, buying income and 

sales in a long list of retail prod-| No. 3178. Appliance Sales. 

ucts for Mansfield and Richland Sales of major appliances by in- 
County are covered in a folder is-| dividual counties, by types of 
sued by the Mansfield News-Jour-| stores and by areas are listed for 
| nal. |the Cleveland market in a bro- 
chure of the Cleveland Plain Deal- 
No. 3167. Distribution in Mans-| er. 

field. 
A food distribution report of ma-| No. 3179. New Car Sales. 
jor national brands in the Mans- Retail purchases by makes and 
field trading area is included in a| series numbers of cars for each of 
brochure published by the Mans-|342 census tracts in Cuyahoga 
field News-Journal. County are listed in a brochure of 
the Cleveland Plain Dealer. 


The 


New York 
Times 


Magazine 


brightens any magazine schedule by 
giving it: strength in the rich New York 
market, where most magazines are 


No. 3168. KYW Market Map. 

Total homes, radio homes, ra- No, 3180. Station Wagon Sales. 
dio-equipped cars and population) Purchases of station wagons by 
for each of 44 Ohio counties and | census tracts are recorded in a 
counties in Pennsylvania, Michi-| brochure on the Cleveland market 
gan and West Virginia are listed | by the Cleveland Plain Dealer. 
in a brochure of Station KYW, 

Cleveland. No. 3181. Where to Look for New 
Car Sales. 
No. 3169. Cleveland Auto Traffic. Annual average number of new 

An hour-by-hour study of cars| car purchases per hundred fam- 
in operation, number of radio-/|jlies by census tracts is recorded 
equipped cars and hours when!jn a brochure of the Cleveland 
people report to and leave work | Plain Dealer covering the Cleve- 
in the Cleveland area is reported jand market. 
in a brochure prepared by KYW, 

Cleveland. No. 3183. Self-Service Grocery 
Stores. 
No. 3170. Cleveland Facts. In route list form, 797 self-serv- 

Effective buying income, retail jce food stores in Cuyahoga Coun- 
sales and employment and indus- ty are detailed by name of cor- 
trial data on the Cleveland market porate or voluntary chain in a 
are included in a brochure of brochure of the Cleveland Plain 


weak; impact among bigger-spending 


consumers and bigger-selling merchants 
everywhere over the country; the 
influence for better living that makes 
The New York Times the biggest Sunday 
sh advertising medium in the U. S. 
All at gratifyingly low cost. Any wonder 


. ; KYW, Cleveland. Dealer. 
advertisers make The New York Times 

; No. 3171. East Liverpool Data. No. 3184. Cleveland Food Facts. 
Magazine one of the top three consumer Retail, food, auto, general mer-| ‘he distribution system of food 


chandise, furniture and drug sales| store products is detailed, includ- 
are included in the East Liverpool jing a list of chain store organiza- 
market in a folder published by | tions, their executive offices, buy- 
the East Liverpool Review. ing personnel and store locations, 


in a brochure of the Cleveland 
No. 3172. Top Ten Brands. | Plain Dealer. 


Population data and a study of 
top ten brand preferences in| No, 3185. Liquor Sales. 
household goods are presented in| Bottle sales by brands and sizes, 
a brochure of the Youngstown | retail and wholesale, are listed in 
Vindicator. a booklet of the Cleveland Plain 

| Dealer covering Cleveland. 

No. 3173. Lorain Market Growth. | 

Retail spending in nine classifi- No. 3186. Sales Concentrations in 


magazines in advertising linage? 
Get the whole story. 


delivered exclusively every week with 
The New York Times into more than 1,250,000 
. better-customer homes and bigger-volume 
i, stores all over the U.S. 


cations and data on the industrial Cleveland, 
boom in Lorain is covered in a Retail sales in total and by com- 
brochure of the Lorain Journal. modity classes in 30 counties of 


FORT WAYNE, IND. 


Key To The Golden Zone Market's 
$665,402,000 Annual Retail Sales 


Only Fort Wayne newspapers effectively cover the FORT WAYNE 
572,800 population of this great 15-county Indiana- 
Ohio market. Its 175,520 families have an annual 
purchasing power of $1,045,078,000 and their re- 


tail purchases total more than % a billion dollars. 


All figures SRDS 3-15-57 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 
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the Cleveland market area are 
covered in a booklet of the Cleve- 
land Plain Dealer. 


No. 3182. Food Store Sales. 

An audit of inventory and in- 
voices shows Cuyahoga County 
sales volume and shares by type 
of stores, chain versus independ- 
ent, and by economic halves of the 
county in a brochure issued by the 
Cleveland Plain Dealer. 


No. 3187. Retail Trading Centers. 

Number and types of stores and 
available parking areas in 108 ma- 
jor retail centers in greater Cleve- 
land are indicated in a booklet of 
the Cleveland Plain Dealer. 


No. 3188. Retail Trade Census. 

Number of establishments and 
dollar volume for major cities in 
Cuyahoga County are covered in a 
brochure of the Cleveland Plain 
Dealer. 


No. 3189. Family Units in Cleve- 
land. 

Occupied family units in each 
census tract in Cuyahoga County 
and what share each family con- 
tributes to county buying are cov- 
ered in a brochure of the Cleve- 
land Plain Dealer. 


| 


No. 3190. Cleveland Social Data | 

Age, sex, marital status, rental 
value ranges, dwelling values, and | 
annual family income ranges are 
covered for each census tract in 
Cuyahoga County in a brochure of | 
the Cleveland Plain Dealer. 


No. 3191. Characteristics of Fi-| 

nance Customers. } 

A study of the number and dol- | 
lar volume of loans and the share 
related to customer characteristics 
by age group, home owner, renter 
groups, occupation, income and | 
other social traits is covered in a 
booklet of the Cleveland Plain | 
Dealer. 


No. 3192. Population and Income 
in Cleveland. 
Median family income and pop- | 
ulation of 60 cities and towns of | 
Cuyahoga County are covered in 
a brochure of the Cleveland Plain 
Dealer. 
No. 3193. Directory of Manufac- | 
turers. 
Name, location, product and 
number of employes of manufac- 
turers with 200 or more workers | 


are detailed in a booklet pub-| 
lished by the Cleveland Plain 
Dealer. 


No. 3194. The WSTV Market. 

Total homes and tv homes, buy- 
ing income and population for the 
coverage area are included in a 
folder issued by Station WSTV- 
TV, Steubenville. 


No. 3195. WSTV Area Map. 

Map of coverage area of WSTV- 
TV, Steubenville, includes data on 
population, tv homes, automotive 
vehicle registrations, income, re- 
tail and wholesale sales. 


No. 3196. Columbus Brand Pref- 
erences. 

A report on brand preferences, 
shopping habits and trends in Co- 
lumbus is presented in a booklet 
of the Columbus Dispatch. 


No. 3197. The Columbus Picture. 

Population and families, broken 
down by towns and giving dis- 
tances from Columbus, are pre- 
sented in a booklet of the Colum- 
bus Dispatch. 


No. 3198. The Columbus-Franklin 

County Market. 

Population, buying income and 
retail sales data are included in 
this booklet on the Columbus- 
Franklin County market, pub- 
lished by the Columbus Dispatch. 


No. 3199. Per Family Liquor Sales. 


in dollar volume are included for 
the Steubenville market in this 
folder of the Steubenville Herald- 
| Star. 


No. 3201. The WSPD Market. 
homes, buying power and retail 
sales in WSPD’s area are covered 


in a booklet of WSPD, Toledo. 


No. 3202. Top Ten Brands. 


Population, families, radio) 


Top ten brands of 130 retail pro- 


in an 80-page booklet covering | 


Akron and issued by the Akron 
Beacon Journal, 


No. 3468. Brand Preferences. 

A survey of brand preferences 
in food and other retail products 
in Akron is reported in a booklet 
issued by the Akron Beacon Jour- 
| nal. 


| No. 3200. Steubenville Compared. 
Total and per family retail sales 


Steubenville and compared with 
ten other Ohio cities in a booklet 
of the Steubenville Herald-Star. 


No. 3382. WEWS Data. 
Population, families, retail sales 
and effective buying income by 
county in the coverage area are 
included in a folder of Blair-TV 
for its station, WEWS, Cleveland. 
No. 3381. 
Centers. 


Cincinnati Business 


105 


tract from 1930-55 and lists and 
maps of business centers and 
planned shopping centers are cov- 
ered in a 32-page booklet of the 
Cincinnati Enquirer. 


No. 3380. WLW-C Data. 
Population, families, effective 
buying income, gross farm income, 
retail sales in total and by cate- 
gories and retail outlets are bro- 


ken down by county for the cov- 
| erage area in a bulletin issued by 


duct classifications are surveyed|in many categories are shown for 


Population changes by census| WLW-C, Columbus. 


Total and per family liquor sales | 
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KMOX delivers more homes daily than any combination of 
any other two stations in the St. Louis market. Add one station 
—any major station—to your basic KMOX schedule and reach 
virtually as many homes as the total combined audience of 
all stations, not including KMOX. KMOX alone will deliver 
84.4% of all radio homes in St. Louis in only one week! This 
is based on the Cumulative Pulse ‘‘Unduplicated’’ Audience 
of Metropolitan St. Louis, November, 1956. You may project 
it as far as you wish . . . the KMOX 50,000 watt, clear channel 
signal is your abacus. Weight your formula with CBS Radio and 
top local KMOX programming that wins more quarter-hour- 
firsts Pulse after Pulse than all other stations combined and you 
can only conclude . . . KMOX is your basic Choice in St. Louis! 


Tas Fetes OF a, . _KMOoOx 


CBS owned and operated 
Represented by CBS Radio Spot Sales 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


OKLAHOMA 

No. 3207. New Boom in Oklahoma. 

Data on buying power, and how 
it has been affected by the boom- 
ing aviation industry in Oklahoma, 
is covered in a booklet of the 
Daily Oklahoman and Oklahoma 
Times. 


No. 3208. Oil in Oklahoma. 

Effect of the petroleum industry 
on Oklahoma in terms of buying 
power and sources of income are 
included in a brochure of the Daily 
Oklahoman and Oklahoma Times. 


No. 3209. Oklahoma City’s Growth. 

Charts of Oklahoma City’s 
growth in agriculture, oil, avia- 
tion and manufacturing are in- 
cluded in a brochure of the Daily 
Oklahoman and Oklahoma City 
Times. 


No. 3210. The KVSO Market. 
Population, households, tv sets 
and retail sales are included in a 
booklet issued by KVSO-TV, Ard- 
more, covering its market area. 


No. 3211. Muskogee Facts. 


Retail and wholesale outlets, 


| 


population, families, effective buy- 
ing income and retail sales are 
covered for Muskogee in a bro- 
chure of the Muskogee Phoenix & 
Times-Democrat. 


No. 3383. The Tulsa Market. 

Population by towns and total 
population, families, buying in- 
come and retail sales in a 40- 
county area are covered in a fold- 
er of the Tulsa World and Trib- 
une. 


No. 3384. Okmulgee Data. 

A bulletin of Southwest Dailies, 
Dallas, covers population, bank 
deposits, wholesale and retail out- 
lets and retail sales in Okmulgee 
city and county. 


No. 3385. KOTV Market. 

Number of families and effec- 
tive buying income in the cover- 
age area are included in a folder 
issued by Station KOTV, Tulsa. 


No. 3542. The Oklahoma City Sto- 


ry. 

A county-by-county breakdown 
of population, families and retail 
sales in the city’s retail trading 


| Oklahoma 


Get the facts on Montreal! 


¥%& To get your full sales potential from the Mont- 
real market, first get the facts about this big, 
two-language city. Useful facts on population, 
retail sales, media coverage etc. ... are always 
available from The Montreal Star—first-choice 


paper in Montreal’s English market. 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


zone is presented in a folder of the 
City Oklahoman & 
Times. 


OREGON 
No. 3212. Top Ten Brands. 

A consumer inventory of top ten 
brand preferences in many cate- 
gories in Portland is summarized 
in a booklet of the Portland Ore- 
gonian. 


No. 3213. Portland Market Char- 
acteristics. 

A folder of the Portland Orego- 
nian covers number of persons per 
household, number of adults, num- 
ber of children, sex, income, home 
ownership, number’ employed, 
rents and other data in Portland. 


No. 3214. Oregon by Counties. 
County breakdowns of popula- 
tion, families, retail, food and drug 
sales and automobile registrations 
in Oregon are included in a folder 
issued by the Portland Oregonian. 


No. 3215. Southern Oregon and 
Northern California’s Market. 

Population, retail sales and ef- 
fective buying income of six coun- 
ties in southern Oregon and six in 
northern California are included in 
a folder issued by California-Ore- 
gon Television, Medford. 


No. 3216. The KLOR Market. 

A folder issued by KLOR, Port- 
land, covers its area’s population, 
families, retail sales, effective buy- 
ing income and farm income. 


No. 3386. The KOIN Market. 

Number of radio homes in the 
coverage area is included among 
data in a folder of Station KOIN, 
Portland, 


No. 3387. The KGW Market. 

A brochure prepared by KGW, 
Portland, includes population, 
consumer spendable income, re- 
tail sales, home radios and car ra- 
dios in the coverage area. 


PENNSYLVANIA 


No. 3217. Altoona Facts. 
Population, families, retail sales 


IBM Pians Vermont Plant 


BURLINGTON, Vt.—International Business Ma- 
chines Corp. disclosed plans to set up manufac- 
turing facilities for its data processing division 
near here. The company said it has signed a ten- 
year lease for an existing 40,000 square foot plant 
in Essex Jct., Vt., about six miles east of Burling- 
ton. The factory, which marks IBM’s first manu- 
facturing entry into New England, was leased 
from the Greater Burlington Industrial Corp., 
and its subsidiary, Cynosure, Inc., IBM said. 


Selects BURLINGTON, VERMONT 


out of 200 cities... 


OUTSTANDING AS A QUALITY MARKET! 


Burlington is the shopping center for the six counties of Northwestern Vermont, an area 
which represents nearly half of the state’s potential. It is an important cultural center, 
with four colleges and universities located here. As a wholesale and distribution center it 
serves most of Vermont and parts of Northern New York and New Hampshire. 


OUTSTANDING AS A TEST MARKET! 


| BALANCED PURCHASING POWER 


| |  $245,983,000* NET SPENDABLE INCOME | 


| NOT OVERTESTED —NO OUTSIDE INFLUENCE | | 


46.5% OF STATE'S TOTAL INCOME 


| $188,151,000* OF RETAIL SALES 


a ew 


LOCATED FOR EASY CHECKING 


| 43.6% OF THE ENTIRE STATE'S TOTAL! | 


| WRITE FOR NEW MARKET DATA BOOK 


Represented by Johnson, 
Kent, Gavin & Sinding, Inc. 


*Sales Management Figures 


, BURLINGTON, 


THE BURLINGTON FREE PRESS 


VERMONT 


and effective buying income for a 
long list of counties in the WFBG- 
TV area are included in a folder of 
WFBG, Altoona. 


No. 3218. The WKST Market. 

A descriptive map and market 
data on the entire county covered 
by WKST is included in a bro- 
chure of WKST, New Castle, Pa. 


No. 3219. The WCRO Market. 

Population, families, effective 
buying income and retail sales in 
many categories are included in a 
folder issued by WCRO, Johns- 
town, covering its territory. 


No. 3220. The Allentown Market. 

Retail sales, effective buying in- 
come, population and data on real 
estate, employment, families and 
industry are covered in a booklet 
of the Call-Chronicle Newspapers, 
Allentown. 


No. 3221. The Philadelphia Story. 

Population, growth, homes, au- 
tomobiles, and suburban compari- 
sons by counties are covered in a 
booklet published about Philadel- 
phia by the Philadelphia Daily 
News. 


No. 3222. The 
Scranton, 
Per family spending for grocer- 
ies, major supermarkets, chains 
and co-ops, and food store sales 
are covered in a folder of the 
Scranton Times covering Scranton. 


Food Picture in 


No. 3223. York Statistics. 

Population, occupied dwelling 
units, employment, retail sales and 
farrm data are included in a port- 
folio prepared by the York Ga- 
zette & Daily. 


No. 3224. Pennsylvania Data. 

Population, employes, wages, 
number of plants, value of manu- 
factures and sales data are in- 
cluded in a booklet of the Penn- 
sylvania Newspaper Publishers 
Assn., Harrisburg. 


No. 3388. Pittsburgh Food Market. 

Population and sales, broken 
down by county and by food store 
chains and independents, are in- 
cluded in a brochure of the Pitts- 
burgh Post-Gazette. 


No. 3389. Pittsburgh Area Steel 
Tonnages. 

Steel tonnages by towns in the 
greater Pittsburgh area are listed 
in a bulletin of the Pittsburgh 
Post-Gazette. 


No. 3390, Pay Days in Pittsburgh. 

Pay days of companies in the 
Pittsburgh market area are sum- 
marized in a bulletin of the Pitts- 
burgh Post-Gazette. 


No. 3391. School Holiday Calendar. 

Data on school holidays in 
Pittsburgh schools—public, Catho- 
lic and suburban—are included in 
a calendar of the Pittsburgh Post- 
Gazette. 


No. 3392. New Dwelling Units in 

Pittsburgh. 

Number of new dwelling units | 
and estimated cost per unit are | 
listed in Pittsburgh and in Alle-| 
gheny County in a bulletin of the 
Pittsburgh Post-Gazette. 
No. 3393. Incomes in Pittsburgh. 

Number of families per income 
group in the Pittsburgh market is 
tabulated in a bulletin of the 
Pittsburgh Post-Gazette. 


No. 3394. Pittsburgh Population. 
Population estimates for each 
municipality in Allegheny County 
are included in a bulletin of the 
Pittsburgh Post-Gazette. 


No. 3396. Food Store Sales. 

A food market map of the Pitts- 
burgh market area includes data | 
on number of grocery stores, sales | 
and number of families per county | 
and has been published by the 


Advertising Age, April 29, 1957 
Pittsburgh Post-Gazette. 


No. 3395. Liquor Stores. 

Liquor stores, sales and number 
of families per county are listed in 
a folder of the Pittsburgh Post- 
Gazette. 

No. 3397. 
Market. 

Population and families in 
Montgomery County are included 
in a bulletin of the Norristown 
Times Herald. 


Montgomery County 


No. 3398. The WICU-TV Market. 

Population, set count and retail 
sales by store groups are covered 
in a brochure issued by WICU- 
TV, Erie, covering its area. 


No. 3469. Families of the Delaware 
Valley. 

The economic and occupational 
status and activity of the 1,457,000 
families of the Philadelphia retail 
trading area are surveyed by Al- 
derson & Sessions in a_ booklet 
issued by the Philadelphia In- 
quirer. 


No. 3470. Philadelphia Electric Ap- 
pliance Dealers. 

A compilation of the Philadel- 
phia Inquirer lists names and ad- 
dresses of 1,400 electrical appli- 
ance dealers in the Delaware Val- 
ley and surrounding area. 


No. 3471. Directory of Wholesale 

Grocers. 

Purchasing and managerial per- 
sonnel, buying hours, areas cov- 
ered, product specialties and pri- 
vate brand names of wholesale 
grocers are listed in a brochure 
prepared by the Philadelphia In- 
quirer. 


SOUTH CAROLINA 


No. 3225. The Greenville Market. 
Comparisons of buying income, 
family income and retail sales in 
nine categories are included in a 
brochure issued by Greenville 
News-Piedmont Co., Greenville. 


No. 3226. WIS Fact Sheet. 

Effective buying income, retail 
sales, and food, apparel, automo- 
tive and gasoline sales in the WIS 
coverage area are covered in a 
fact sheet issued by WIS, Colum- 
bia. 


No. 3399. The Orlando Market. 

A brochure of the Orlando Sen- 
tinel-Star presents retail outlets, 
names of managers and purchasing 
agents and sales data in the area. 


No. 3400. The Columbia Market. 
Population, effective buying in- 
come, retail sales in many cate- 
gories for Richland County and 
Columbia are listed in a brochure 
of the Orlando Sentinel-Star. 


No. 3401. Store Locations in South 


Carolina. 
Locations of three leading 
chains’ grocery stores in South 


Carolina are shown on a map is- 


| sued by the Columbia Record. 


SOUTH DAKOTA 


No. 3230. Sioux Falls Retailing. 

A folder of the Sioux Falls Ar- 
gus-Leader lists grocery chains, 
independents, wholesalers, truck 
jobbers and food brokers. 


No. 3231. The Mitchell Market. 

Market data for the Mitchell 
trade area is presented in a bro- 
chure of the Daily Republic, Mitch- 
ell. 


No. 3227. The Rapid City Market. 

Retail outlets, auto registrations, 
population and an array of other 
data are presented in a market 


| guide published by the Rapid City 


Daily Journal. 


No. 3228. Watertown Trade Map. 
Current market data on Water- 
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LONGER” 


“Customer life” is traditionally longer at J. W. Clement. Management policy has always 
been to give each customer the best possible service. Result— 37% have done business regularly 
with Clement for 20 years or longer, 43% are 5 to 19-year veterans, and 20% are newcomers. 


This enables Clement to forecast business accurately ... to keep equipment running 
and costs down. Another reason why leading businesses take pride in and profit from sharp, 
clear color printing by Clement — the finest available. It costs no more. 


J. W. CLEMENT CO. Wanufacturers of Quality Printing 
Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICE Groybor Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, Inc., Los Angeles, Phillips & Von Orden Co., San Francisco 


a I. 


* LORD ST., BUFFALY) 245 ERIE ST., BUFFALO, N.Y. 6201 SOUTH SUTO S8T., LOS ANGELES, CAL. #70 BRANNAN S8T., SAN FRANCISCO, CAL, 
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town and northeastern South Da- 
kota and west-central Minnesota 
is contained in a map issued by 
the Watertown Public Opinion. 


No. 3229. The Sioux Falls Market. 

A portfolio prepared by the 
Sioux Falls Argus-Leader covers 
its area’s population, buying pow- 
er and retail sales, including food, 
drugs, beer and liquor. 


No. 3543. The Aberdeen Story. 
Facts on retail and wholesale 
sales and population, as well as 
farm data, are included in a book- 
let on the Aberdeen market by 
the Aberdeen American-News. 


TENNESSEE 


No. 3232. Negro Data. 

Negro population, white popula- 
tion, Negro product preferences, 
buying income and retail sales for 
the WMFS market are covered in 
a booklet of Station WMFS, Chat- 
tanooga. 


No. 3233. Memphis Drugs Buying. | 


Brand purchases of 300 Mem- 
phis families, with white and Ne- 
gro proportioned by population 
statistics, in the drug market are 
surveyed in a booklet of the Com- 


Port Arthur News. 


No. 3241. 30% of Texas. 

The KFJZ-TV market is de- 
scribed, including population, fam- 
ilies, effective buying income and 
retail sales, in a folder issued by 
KFJZ, Fort Worth. 


No. 3242. The KOSA-TV Market. 
Negro, Latin and other popula- | 
tion is categorized and food store | 
sales, consumer spendable income 
and retail sales data are presented | 
|in a brochure issued by KOSA-TV, | 
Odessa, covering that area. | 
| 


No. 3243. KTBC-TV Facts. 

A market map of KTBC-TV, 
Austin, covers families, popula- 
tion and retail sales for 25 coun-| 
ties in the coverage area. 


No. 3244. The Temple Market. 
A brochure issued by the Tem-| 
ple Daily Telegram covers growth 
factors, population, retail sales 
and consumer income in Temple. 


No. 3245. Grocery Sales in Tem- 
ple. 
A survey of sales of food and| 
household items in chain and in-| 
dependent grocery stores in Tem-| 
ple is reported in a brochure of | 
| the Temple Daily Telegram. 


mercial Appeal and Memphis Press 


Scimitar. 


No. 3234. Memphis Groceries Buy- 
ing. 

Brand purchases of 300 Mem- 
phis families, white and Negro, in 
the groceries field are surveyed in 
a booklet of the Commercial Ap- 
peal and Memphis Press Scimitar. 


No. 3235. Memphis Growth. 

Retail outlets in Memphis’ new 
shopping centers and in non-shop- 
ping centers are listed and de- 
scribed in a booklet of the Com- 
mercial Appeal and Memphis Press 
Scimitar. 


No. 3236. The Memphis Area. 

A market map issued by the 
Commercial Appeal and Memphis 
Press Scimitar lists counties and 
major cities, each with a rundown 
of population, retail sales (by cat- 
egory) and effective buying in- 
come. 


No. 3246. Nashville Retail Sales. 

A brochure of the Nashville 
Banner and Tennessean covers a 
county-by-county breakdown of 
retail sales in major categories for 
the area. 


No. 3237. WHBQ-TV Fact Sheet. 

A fact sheet on the area covered 
by WHBQ-TV, Memphis, includes 
Memphis families, population, re- 
tail sales, tv sets and effective 
buying income. 


No. 3238. Memphis Facts. 

Population, families, persons per 
family, and other data on Mem- 
phis are contained in a folder of 
the Commercial Appeal and Mem- 
phis Press Scimitar. 


No. 3402. The Negro Market. 

Negro population, income and 
grocery product consumption, as 
compared to whites, is covered in 
a booklet issued by WDIA, Mem- 
phis, which programs exclusively 
to Negroes 


No. 3544. WSM-TV Data. 


A sheet of WSM-TV, Nashville, | 


lists population, families, income 
and retail sales for the area. 


TEXAS 


No. 3239. The KXYZ Market. 
Population, radio families and 
retail sales are covered in a bro- 
chure issued by Station KXYZ, 
Houston, covering that area. 


No. 3240. Port Arthur Facts. 
Brand usage in 51 grocery clas- 
sifications in Port Arthur is cov- 


ered in a 26-page booklet of the) 


| No. 3247. Valley City Food Mar- 
ket. | 
Distribution outlets and food | 
| store sales are detailed for a four- 
county market in a brochure of the 
Rio Grande Valley Group News- | 
| paper, Harlingen. 
| No. 3248. KRLD-TV Market Data. 
| A folder issued by KRLD-TV, | 
| Dallas, covers population, effec- | 
tive buying income and retail | 
sales. 


No. 3249. Golden Dallas Market. 
Population, effective buying in- 

}come and retail sales are included | 

in a booklet published by the Dal- 

las Times Herald, covering its 

market area. 

| 


om 3250. Liquor Distribution. 


A three-year distribution sur- 
vey of beers, wines and whiskies 
|in El Paso County and 24 counties 
of west Texas and southern New 
Mexico is reported in a booklet of 
Newspaper Printing Corp. El) 
Paso. 


| 


No. 3251. Grocery Distribution. 
Distribution of grocery store 
products in 81 different classifica- | 
tions is covered in a booklet pub- 
lished by Newspaper Printing 


| Corp., El Paso. 


No. 3252. Rio Grande Valley Ve-| 

hicles. | 

Car and truck registrations by | 
county in the Rio Grande Valley | 
area, along with retail sales data, 
are presented in sheets prepared | 
by KGBT-TV, Harlingen. 
No. 3253. Rio Grande Valley Data.| 

A bulletin issued by KGBT-TV | 
and AM, Harlingen, includes pop- | 
ulation, effective buying income | 
and tv and radio homes. 


No. 3254. KGUL-TV Market Data. | 

Population, families, effective | 
| buying income and retail sales for 
| more than 35 counties in the cov- 
| erage area are covered in a bulle- 
| tin of KGUL-TV, Galveston. 


No. 3255. The Houston Market. 

Wholesale and retail outlets, re- 
tail sales, population and income 
are presented for Houston in a 
brochure prepared by the Houston 
Chronicle. 


No. 3547. KPRC-TV Data. 

A sheet issued by KPRC-TV, | 
Houston, lists population, families, | 
income and retail sales for the 
area. 


No. 3548. The Wichita Falls Story. 
Population, families, retail sales, 
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If you think Harrisburg’s only concern is affairs 
of state, a closer look at the state of affairs there 
may surprise you. 

What's up in Harrisburg? Well, population for 
one thing. It’s been on a steady increase since 
1946. Buying power’s up 45%. And retail sales 
have soared 68% since World War II. In fact, 
Harrisburg ranks first in the state in per capita 
retail sales. 


Pennsylvania's capital city is also the hear of its 
distribution. It has a diversified and stable in- 
come; one fourth each being derived from the 
Armed Forces establishments located nearby, the 
State Government, railroads and utilities. Be- 
cause of its ideal industrial location, Harrisburg 
has attracted 24 new firms since 1950. Sixty-five 
other new distributive centers have established 
new plants. 


The past few years have seen expansion in many 
other directions too. There’s been an increase in 
shopping centers . . . downtown parking facilities 
have more than doubled . . . and the Harrisburg 


area has averaged better than 5,000 new homes 
annually. 


If you want your share of the boom in the Harris- 
burg area, PARADE and the Sunday Patriot-News 
will give it to you. Every Sunday they call 
on nearly eight out of every ten homes. Every 
Monday they begin to move goods off dealers’ 
shelves all across town. 


PARADE... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 
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(Home County — Dauphin» 


The Sunday Picture Magazine §§ tes sia to work at 40° 
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Represented nationally by Moloney, Regan & Schmitt, Inc. 


i me 
4) Congres i Windus 


pt eS ee ia Reg Oe ete Pe ag ht ee oo Ps) Oe i gee 
el Cl Wee eee eee. ee ee eee ee eS ee 
ee ee ee EM ey a ee ee ee ee a cee: a 
Gigi See a eer Ng ee bate Te jee | : i, Ma a ee nearer aS es ie Ries Tee eee is 
on : r i : : = aie a te a ~ 
7 " a 
ii ; 
ae ’ 
. ee = 
ee ' : ' 
, " ee ee é 
i . 4 ~, | 1 : Ss 
_ - . } , 
a Le a F " a eo ay tH ain 
> . . ia eee = a hoes TT De 
= - : } . pte 7 ‘ * - ’ 4 -. 
; ar —~ bs 
7 ‘ pe > | 
“ ad , ‘ * ~ 
oF a > i <p) Lpbid ‘ ; ‘g 
—~ (etre . =: Sas . Ht a 
; == es - :.:: i. © ac ma souk 
re Bis iti: "ee Gf ; : sa 
F 39 , Lee h on ‘2 i ¥. ff Ne eve de” —. S  < e = 
of ——_ ow ae = e gaat - aed : ee: et i 
: ate Pita ae ee r 
ey ~ : ect - tet je” “= 7 dake 9 Ps .. ? 2 ae oS e: 
; v Se x - * > e— el . Ph. al ~ 4 - 
2 es : a aj . a 
i ont, - > FR ee a ge te 2 ; 
— ee . we, . Pn . A a ¥ ~ " 7 
— ; . “¢ se Peed: <5 til Bs. -* . ie - Pee 2 ; 
pi : - > a te ea eee ” — aothe ; — bs ? i 
h ea ra!  ¢ — =e - ti | 
as 4 j— ee e* “ e»- wa 2 ais ; Ooo , iietaess sy 
£ a i. >™ N . waz iiss; 
; ~ ~~ * ats a oo an - 7 ’ «tt a > : 
ae ’ <= bos 1 4 SEES .--- ie a , be . , all 1 fe * 
ai . “> i ==} +17 on " - . De ‘ - at ‘ania ‘ 
a ot Paes! ry ar , Ps, . i” 
a , s — Se ~< . _ a ; 
g neh .. . 3 eur “— , 
or é ‘% “oF a <. by 1 *' . wig. : : 
= ' “ae X go «# a x “ , io ae arr a 
bi : * = ~ — “gl PY B. ads 
: * 2 {II a’ _ = x - Se o- a Mir. 
a , x oe il ns : a: 
ae a ae wee . | : eet us L : F a : aN a 
- ie 3 mg he a - San Mie _> RS i ke, * YW » s -_ ve 
a vn” +5 Sees. 2 —s . ws : a 
ae | ae : x i > p ss 4 A , 
if. SS ae Te ee ie “ > — - - ae a : i 
7 ae ee A i . ~~ ? : dae heed M of . : . = x 
4p ao TR Seerere Pete ae ',*@ 4 “ae » “~ & 
. ae eM ieee or . oe 
ss ne le pe Geiatesss) ee = ‘ ~~ ” 
ee: “ ae c Sous sls ee 7 2 : 
— - . Re / ¥ rides teteti —- ie : Rte ~ ¢ . “~ : 
ee b. on eo. a et Ry } ee 
. ————— . a RRR EE -~ os, ne 
oe > a. See ; . a. a) a> gee ao 
; ie —— «a. “Sa : “ie, asad 
“i aia a oii ys i e TS ee oo as 
a pier & o: i aS > . . rk es , oe : 
i ees, ee Re ng ie? aa - = 4 | —_— ie are, 
-§ one pa, - oe a 4 ee Fee: Sit. a —_— oo aa ey 
ia ikea: ~ an i cae gee Game i J | ‘ | Reacts 3 
eo ai : TY a, Seed, eae os a La ‘ d pet Aa 2 pegs 
4 a, rs i, 2 eee ie is ae x weer a 
q oe RS ee a . — o-, we : ae ss 
: : ef 2 ee eT B- , 2 em Poe * . J ’ : 
: eee oe: . yee: ine ie i bie > 
BD ae Pete i an ne Se ee 4 be ; 
. + ks — ee ae alia “ : 
aah = ag - NG oe ; row 
‘ wont es 4 Ee. Se ee abe I 7 * 4 
—" ’ 7 i 4 a a —* - ~ is ns r ; ee ae . end, 
— . 7 os a ‘ te 4 . 7 
Sy eee Ha = - ne : : 
eg Ng eyo ., ‘ * See ae ae Se tt Sy i » ; 
Whe ile CO eT = ee ui Re ~ mies acre SOM eg : ‘alee 
ec Co ac ; eee ee on eee ; Hg 
D = 9 : ¥. " ; ya d | : 
" : ai 
a 
ae ee a 
ee 
ae 
Bf E 
: : a 
pk clecice Poa. soe i 
-- Parade | 
3 — — - cs) 
in Harrisburg ” 
a 
| ss (Par cont of families reached) Fa 
. * cai 
POST.......11.0% r ia 
—_ 
: ae 
— a | 
; a 
Me i 
— 
ee tener ctaece: | 
arade |-—-— | 
a Po rm . | : 
| i: 
ma ; 
fo aed : > s 
| | 4 A . s 
rida % triot NewS = 
eae Sunday . es te Brews y 
ae x \ in Sena row ~ 
~s* === \ Raitle A) Tome ; 
3 Bk ieraumece* 4 # cont S pe ats a } reed ¥ p sete Se ys See ee oe . Ps ee" Psa” sista ey id ee es ie ’ — "= ee om ae ee eae 
OU nn aR re aa ERT aaa SS Laie as aay i tee, ne ee Sa eRe a YB eared ree cor ON ERA aos oe. sances Meeee = a e aee  - ae 
were tate tere eet es Re tes wir ons ES HS orem Tere eRe Se a RR omer aa Toa Weert 2s 
iy ie Gee sok Ppt on See sis a3 Le ae EW he age ERS Lea Pt eee caw na gine ere ret rine wee, calla - St ee hers te Ee GR" aie Nah a cg tee 
gl Sag s GEO a os Ne St gt are Be Vea eee a cr) Oe EE ae le Agee RO ON, a a, Sg ed ie be Paes MR. Seite jScsares a he SP 
Sots en en et Ee $ é eg. 9 IS et et “n.d a ose Mees yy bs ete PT ree ete SMES Tide ay ES RIT TRS eae 
: ¥ * a ? —_ * a ae n : * : > eee ree a oC Po oh a 
= ~ vn >... E eee at + ~~ —— 


TO OBTAIN MARKET DATA USE 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


THIS COUPON 


— 


This coupon not volid ofter July 22, 1957 


Nome Title 
Company 

Address 

City & Zone Stote 


households and retail sales per 
area. 


No. 3268. WSVA-AM Market. 

A brochure of Station WSVA- 
AM, Harrisonburg, gives popula- 
tion, retail trade, cash crop in- 
come, number of homes and coun- 
ties served. 


No. 3549. WTAR-TV Data. 

A sheet issued by WTAR-TV, 
Norfolk, lists population, families, 
income and retail sales for the 
area. 


VERMONT 


No. 3266. The Rutland Market. 

Population, families and other 
data on the coverage area is con- 
tained in a bulletin of the Rutland 
Daily Herald. 


WASHINGTON 
No. 3269. Spokane Vacation Habits. 
A 15-page booklet of the 


Spokesman-Review and Spokane 
| Daily Chronicle surveys vacation 


bank deposits and other data for, non-residents and spendable in-, use in Austin homes is reported in| habits of Spokane residents, places 


the Wichita Falls market are in- come per household in the Dallas 


cluded in a folder issued by the| market are covered in a brochure 
Wichita Falls Times & Record) of the Dallas Morning News. 
News. 
No. 3259. Corpus Christi Data. 
No. 3256. Houston Trade Map. | Population, families and retail 
A map issued by the Houston | sales, plus effective buying income 
Chronicle covers county house- per capita and per family, are 
holds, consumer spendable income, covered for Corpus Christi and a 
income per household, retail sales | ten-county trading area in a bro- 
and food, drug and automotive chure of the Corpus Christi Caller- 
sales in the Houston trade area. | Times. 


No. 3403. The KXYZ Market. 


No. 3257. Liquor Sales. 
, : A county breakdown of popula- 
Wholesale liquor sales by cases | tion, radio families and retail sales 


j g s 51). - 
rs pada oe saree «Ry |in the coverage area is presented 


: in a sheet issued by Station 
sued by the Houston Chronicle. KXYZ, Houston. 


No. 3258. Brand Use in Corpus No. 3404. KRGV Facts. 
Christi. ; | Urban and rural population, re- 
A study of brand use in 51 gro-| i) sales in many categories and 
cery product categories in the | cffective buying income for the 
Corpus Christi area is reported in | }ower Rio Grande valley of Texas 
a booklet of the Corpus Christi! are covered in a folder of KRGV- 
Caller-Times. TV and radio, Weslaco. 


No. 3545. WOAI-TV Data. No. 3405. San Antonio Facts. 

A sheet issued by WOAI-TV,| Retail outlets, number of each 
San Antonio, lists population, fam-| with names of managers and pur- 
ilies, income and retail sales for| chasing agents are listed in a bro- 
the area. |chure of the San Antonio Express 
|& News, covering its area. 

No. 3546. WFAA-TV Data. 

A sheet issued by WFAA-TV,| No. 3406. Beaumont Market Data. 
Dallas, lists population, families,|) A brochure of the Beaumont 
income and retail sales for the Enterprise & Journal lists retail 


area. 


No. 3260. KATR Market Data. 

Population and other data on 
Anglo-white, Spanish and Negro 
population in the coverage area 
are presented in a _ booklet of 
KATR, Corpus Christi. 


No. 3261. Brand Use in Texas. 

A nine-city survey of brand use 
in Texas is reported in a brochure 
issued by Texas Harte-Hanks 
Newspapers, Dallas. 


No. 3262. Texas Newspaper Read- 
ers. 

Characteristics of newspaper 
readers broken down by age, sex, 
tenure, economic level of family, 
occupation of head of household 
and race are surveyed in a bro- 
chure of Texas Harte-Hanks 
Newspapers, Dallas. 


No. 3263. The KTXL-TV Market. 

Population, families and retail 
sales in the coverage area are re- 
ported in a brochure of KTXL- 
TV, San Angelo. 


No. 3264. Dallas and the South- 
west. 

A county breakdown of popula- 
tion, income, retail sales and food 
and drug sales is given in a bul- 
letin of the Dallas Morning News. 


No. 3265. Texas Shape of Things. 
Retail and wholesale trade, pop- 
ulation, percentage of sales to 


|outlets, names of managers and 
| purchasing agents and other data 
| on Beaumont. 

No. 3407. Brand Preferences in 

Beaumont. 

A study of brand preferences in 
| groceries and household items in 
|Beaumont is summarized in a 
booklet of the Beaumont Enter- 
prise & Journal. 


No. 3408. Grocery Store Distribu- 
tion. 

A distribution survey covering 
brands of grocery items found on 
store shelves in Beaumont is re- 
ported in a booklet issued by the 
|Beaumont Enterprise & Journal. 


No. 3410. KCEN-TV Market Map. 

A market map issued by KCEN- 
TV, Temple, covers population, 
| families, set count and retail sales 
in the coverage area. 


|No. 3411. Brand Use in San An- 
gelo. 

A survey of consumer brand use 
in San Angelo homes is reported 
in a booklet of the San Angelo 
Standard-Times. 


| No. 3412. Brand Use in Marshall. 
| A survey of consumer brand use 
|in Marshall homes is reported in 
la booklet of the Marshall News 
| Messenger. 


No. 3413. Brand Use in Austin. 
A survey of consumer brand 


a booklet of the Austin American- 
Statesman, 


No. 3414. WOAI-TV Market Map. 
Counties, population, families, 
effective buying income and re- 
tail sales in the coverage area are 
tabulated in a map issued by 
WOAI-TV, San Antonio. 


No. 3415. WOAI-TV Market Data. 
Population, families, retail sales 


daytime coverage area and night- 
time coverage area are tabulated 
in a folder of WOAI-TV, San An- 
tonio. 


No. 3416. Houston Families. 
Number and size of families, 
their tenure at the present ad- 
dress, income and employment 
status are covered in a booklet is- 
sued by the Houston Chronicle, 
covering its market area. 


No. 3417. Trading Areas and Shop- 
ping Centers. 

Some 54 trading areas and 
shopping centers in the Norfolk- 
Portsmouth-South Norfolk 
are covered, including number and 
type of outlets, in a brochure of 
the Virginian-Pilot and Ledger- 
Star, Norfolk. 


No. 3418. Norfolk-Portsmouth 
Housing. 

| Occupied and vacant dwelling 
units per census tract are tabu- 
ginian-Pilot and 
Norfolk. 


Ledger-Star, 


No. 3419. Norfolk-Portsmouth 
Market Data. 

Population, housing, auto regis- 
trations, retail sales, shopping 
centers and port activity are cov- 
ered in a brochure of the Virgin- 
ian Pilot and Ledger-Star, Norfolk. 


No. 3409. The San Antonio Story. 

Population, effective buying in- 
come in total and per family, and 
retail sales in many categories are 
covered in the San Antonio area 
|in a brochure of the San Antonio 
| News and Express. 


| VIRGINIA 


| No. 3420. Norfolk Statistics. 

Data on banking, construction, 
retail sales, employment, housing, 
postal receipts and motor vehicles 
are included in a brochure of the 
Norfolk Chamber of Commerce, 
distributed by the Virginian-Pilot 
and Ledger-Star. 


No. 3267. Metropolitan Newspaper 
| Markets. 

| A booklet of the Richmond 
Times-Dispatch and News Leader 
| includes map of each state, 
|showing counties in circulation 


a 


in total and by categories in the | 


area | 


| visited, length of stay, amounts 
spent and transportation used. 


No. 3270. KING-TV Sales Area. 

Population, families, retail sales 
and effective buying income are 
| included for the coverage area in 
a folder of KING-TV, Seattle. 


No. 3271. KIMA Data. 

A folder of Station KIMA, Ya- 
kima, includes population, fami- 
lies, retail sales and gross farm 
income data in the coverage area. 


No. 3272. KOMO-TV Data. 

A folder of KOMO-TV, Seattle, 
gives retail sales, including food, 
auto and drug sales, and popula- 
tion, families and income data in 
the coverage area. 


|No. 3273. Seattle Consumer Anal- 
ysis. 

Answers to 230 questions on 
brand preferences, family charac- 
teristics and buying habits in the 
Seattle market are given in a 
booklet of the Seattle Times. 


No. 3274. Sales Eye View of Wash- 
ington. 

A booklet of the Seattle Times 
gives retail sales, population, re- 
tail outlets and other data, county 
by county, in Washington. 


| No. 3275. Brand Liquor Sales. 
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area of each of 172 metropolitan|new merchandising program. 
daily groups, with tabulation of | 


No. 3550. KREM-TV Data. 

A sheet issued by KREM-TV, 
Spokane, lists population, families, 
income and retail sales for the 


area. 


WEST VIRGINIA 


No. 3276. The WTRF-TV Market. 

A brochure of WTRF-TV, 
Wheeling, covers population, fam- 
ilies, tv homes and spendable in- 
come in a 33-county area of cov- 
erage, 


No. 3277. Industrial Data. 
Employment and other data for 
each of a long list of industries in 
the coverage area is included in a 
brochure of WTRF-TV, Wheeling. 


No. 3278. WSAZ-TV Facts. 

Population, tv homes, total 
homes and retail sales data are in- 
cluded in a folder of WSAZ-TV, 
Huntington and Charleston, cov- 
ering its area. 


No. 3279. WJPB-TV Market. 

| A booklet issued by WJPB-TV, 

| Fairmont, gives set count, popula- 

| tion and families, plus retail sales, 
in the coverage area. 

| 

No. 3280. The Huntington Story. 
Wholesale and retail outlets, 

town and county population and 

occupied dwellings in the trading 

area are covered in a folder issued 

by Huntington Publishing Co., 

Huntington. 


No. 3281. Pay Days in Huntington. 

Company pay days and pay vol- 
ume for each day is listed for the 
Huntington area in a folder issued 
by Huntington Publishing Co., 
Huntington. 


No. 3282. Huntington Data. 
Population, families, retail sales, 
effective buying power, buying 
power per family and other data 
are listed for counties in three 
States in the Huntington trading 
area in a bulletin issued by the 
Huntington Publishing Co. 


No. 3283. The Charleston-Hunt- 
ington Market. 

| County-by-county population, 
|families and effective buying in- 
come per capita and family for the 
| coverage area are presented in a 
folder of WCHS-TV, Charleston. 


lated in a brochure of the Vir-| 


Brand sales of liquor for the 
|state and for major counties are | No. 3284. WCHS Facts. 
tabulated in a booklet of the Se-| Radio homes and other data are 
attle Times. | presented in a booklet issued by 

| WCHS-TV, Charleston, for its 

No. 3421. The Cascade Market. | area. 
| Population, effective buying in- 
‘come and retail sales in total and| No. 3424. WWVA Data. 
| by category are listed for the cov- | An analysis of the theater au- 
| erage area in a booklet issued by | dience at the WWVA Jamboree 
Cascade Broadcasting Co., Yakima,| including such audience facts as 
which includes KIMA, KEPR,| where from, miles traveled, brand 
|KLEW and KBAS, all tv. of gasoline used and make of au- 
tos is reported in a brochure is- 
sued by Station WWVA, Wheel- 
ing. 


No. 3422. Cascade Data. 
Families, urban and farm pop- 
ulation and retail sales, including | 
| food, eating and drinking estab- | No. 3551. WHTN-TV Data. 
|lishments, general apparel, furni- A sheet issued by WHTN-TV 
jture, automotive and gasoline Huntington, lists population, fam- 


sales in the coverage area, are in-| jjjes' income and retail sales for 
| cluded in a rate booklet issued by | the area 


| Cascade Broadcasting Co., Yakima. 


No. 3423. The Wenatchee Market. | No. 3552. The Huntington Story. 
A brochure of Station KPQ | A bulletin of the Huntington 

Wenatchee, covers population, Advertiser & Herald-Dispatch 

families, radio families, radio farm | ®'V€S @ Ccounty-by-county break~- 

homes, effective buying power in down of population, families and 

total and per family and retail | tail sales for the area. 

sales by category for the coverage | 

area. | No. 3553. The Bluefield Story. 

Population, families, dwellings 

No. 3474. Vancouver, Washington.| and retail sales are included in a 
The Vancouver Columbian has/| folder published by the Bluefield 

published a four-page color bro-| Telegraph & Sunset News for the 

chure which depicts the expanding | 4rea. 

Vancouver economy and the 

| growth of its industry, agriculture, | WISCONSIN 

j}and newspaper from 1940 through 

1956. Basic market information is| No. 3285. Beloit Data. 

given, along with the Columbian’s| A folder published by the Beloit 
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Daily News gives population, per | No. 3293. The WTOL Market. 


family income, per family retail 


Population, buying power and 


sales and retail sales in many| retail sales in Toledo will be cov- 


categories in the Beloit-Janesville 
Rock County market. 


No. 3286. The Madison Market. 
Total and per family retail sales 

by classifications, county retail 

sales and wholesale and retail out- 


ered in a brochure to be issued by 
Station WTOL, Toledo, by Sept. 1. 


| No. 3294. KROC Market Data. 
Audience listening habits, con- 
sumer market figures by county, 
| wholesaler and retailer set-up and 


lets are covered in a brochure is-| other data will be included in a 


sued by Madison Newspapers for! brochure to be published before 
its trade area. Sept. 


No. 3287. Consumer Buying Hab- 
its. 
A booklet of the Appleton Post- 
Crescent covers buying habits in 
food, beverages, soap, drugs, ap- 
pliances, cigarets, beer and other 
products in the trade area. 


No. 3288. Fox Cities Market. 

Population, average family size, 
dwelling units and other data on 
Fox Cities, a market of four cities 
and three villages, is covered in a 
booklet published by the Apple- 
ton Post-Crescent. 


No. 3289. WFRV-TV Facts. 

Set counts by counties, along 
with population, families and gross 
cash farm income are itemized in 
a brochure of WFRV-TV, Green 
Bay. | 


No. 3290. WHBY Facts. 

Population, families, radio fam- | 
ilies, buying income, farm popu- | 
lation and homes and farm 
income are covered in a bulletin | 
issued by Station WHBY, Apple- 
ton, covering its area. 


No. 3291. WITI-TV Facts. 

A 22-county breakdown of pop-| 
ulation, families, effective buying | 
income and retail sales is pre- | 
sented in a bulletin issued by | 
WITI-TV for its coverage area. | 


No. 3425. Wisconsin Sales Areas. 

Economic and retail sales data | 
by sales divisions for Milwaukee 
and Wisconsin and Upper Mich- | 
igan is offered in an operating | 
executive's master sales control | 
booklet issued by the Milwaukee 
Sentinel. 


No. 3426. Milwaukee Food Facts. 

A breakdown of food sales by 
key groups and chains, a county- | 
by-county report on gross food} 
sales, and listings of buyers, bro-| 
kers, jobbers and buying groups 
are contained in a brochure of the 
Milwaukee Sentinel. 


No. 3427. Wisconsin Alcoholic 

Beverage Outlets. 

A county-by-county breakdown 
of the number and types of alco- 
holic beverage licensed outlets in 
Wisconsin is presented in a bro- 
chure issued by the Milwaukee 
Sentinel. 


No. 3472. La Crosse New Car Deal- 
ers. 

Data on new car dealers and 
their number in the coverage area | 
are included in a brochure of the| 
La Crosse Tribune. 


No. 3473. Brand Use in Milwaukee. 

A brochure of the Milwaukee 
Journal covers brand use in a 
wide range of foods, soaps, cos- 
metics, appliances and automo- 
biles. 


No. 3554. WISN-TV Facts. 

A sheet issued by WISN-TV, 
Milwaukee, gives population, fam- 
ilies, income and retail sales for 
the area. 


SOON TO BE PUBLISHED 


No. 3292. The KROC-TV Story. 
Wholesaler and retailer outlets, 
tv set counts by county and retail | 
sales will be covered for the cov-| 
erage area in a brochure to be 
available at a nominal charge by | 
Oct. 1, issued by KROC-TV, Ro- | 
chester, Minn. 


by KROC, Rochester, 


Minn. 

No. 3295. The El Paso Market. 
Population and family data, and 

retail, food, drug, auto, apparel, 


eating and drinking statistics by | ing power and retail sales will be 
in a brochure of the 
Publishing Co., 


towns and counties in the El Paso 
area will be covered in a brochure 
to be issued in June by Newspa- 
per Printing Corp., El Paso, Tex. 


No. 3475. Growing San Diego. 
Growth of the $1.5 billion San 
Diego market in population, buy- 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Union-Tribune 
San Diego, Cal. 


No. 3476. The Detroit Market. 
A 56-page survey to be pub- | ious growth factors and compari- 
lished by the Detroit News will sons with other Pennsylvania mar- 


cover such data as population, 
shopping habits, age of durables 
and share of market for the cover- 
age area. 


No. 3477. The Erie Story. 
| Population, income, sales, var- 


How True is False? 


ZZ 


*In case you haven't met these three media experts 
before: Hi stands for high acceptance; Brod for broad 
market coverage and Lo for low cost. They all apply, 
of course, to the Post-Gazette. Why not put them to 
work for you! 


A hard question indeed when it comes to women’s fashions. But easily 


settled in Pittsburgh where the Post-Gazette carries more women’s 


clothing store advertising than both other dailies combined. High 


acceptance, broad coverage and low cost spell out sales for women’s 


clothing merchants. They will for you, too, that’s why... 


65] GemMG HAS Hapaneds in, Pittbogh! 
Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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kets will be covered for the Erie 
market in a folder to be published 
by the Erie Times-News. 


ROUTE LISTS 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears a 
price will be billed at the stated 
price by the publishers. 


No. 6000. List of all Ventura Coun- 
ty, Cal., grocery stores, with 
listing by cities of all Ventura 
County drug stores. Published 
by the Ventura County Star- 
Free Press, Ventura, Cal. 


No. 6001. Drug list, Augusta, Ga., 
with names of drug stores by 
towns throughout the adjoining 
ABC trading area. Published by 
the Augusta Chronicle-Herald. 


No. 6002. Grocery list, Augusta, 
Ga., and adjoining territory, 
listed geographically. Issued by 
the Augusta Chronicle-Herald. 


No. 6003. Grocery and drug lists, 
Evansville, Ind., with city map 
and data on the trading area. 
Published by the Evansville 
Courier and Press. 


No. 6004. Food and drug store list, 


Bloomington, Ind., with data on 


industries, payrolls, etc. Issued | 


by the Bloomington Herald- 


Telephone. 
No. 6005. List of grocers, druggists, 


department stores, beer permit | 


holders in 16 eastern Iowa coun- 


Issued by the Cedar Rapids Ga- 
zette. 


No. 6006. Grocery and drug lists, 
Baton Rouge, La., metropolitan 
area. Published by the Baton 
Rouge State-Times and Morning 
Advocate. 


No. 6007. Drug list, Worcester and 
Worcester County, Mass. 
cludes city map and pertinent 
market data. Issued by the 
Worcester Telegram-Gazette. 


No. 6008. Grocery list, Worcester 
and Worcester County, Mass. In- 
cludes city map and market 
data. Issued by the Worcester 
Telegram-Gazette. 


No. 6009. Grocery and drug list, 
Lincoln, Neb. Issued by the Lin- 
coln Journal and Star. 


No. 6010. Hardware store list, 
Elizabeth, N. J., and other towns 
in the city zone area. Issued by 
the Elizabeth Daily Journal. 


Every weekday 22 different 
local shows attract listeners to 
KCBS Radio, San Francisco... 
more than to any other station! 


In- | 


| No. 6011. Drug list, Elizabeth and 
other towns in the city zone 
area. 
Daily Journal. 


|No. 6012. Grocery list, Elizabeth, 
N. J., and other towns of the 


| city zone area. Issued by the| 
ties, with additional market data. | 


Elizabeth Daily Journal. 


No. 6013. Drug list, Akron, O., 
retail trading area. Issued by the 
Akron Beacon Journal. 


No. 6014. Grocery list, Akron, O., 


the Akron Beacon Journal. 


No. 6015. Grocery, drug and liquor 
outlet lists, with pertinent mar- 
ket data for Woonsocket, R. I. 
Published by the Woonsocket 
Call. 


No. 6016. List of drug 


greater Columbia, S. C. Pub- 
lished by the Columbia State 
and Record. 


|No. 6017. Grocery list, Columbia, | 


S. C., area. Published by 
Columbia State and Record. 


No. 6018. Food chain locations in 
South Carolina. Published by 
the Columbia State and Record. 


the 


No. 6019. Grocery list, Memphis, 
Tenn., market. Published by the 
Commercial Appeal and Mem- 
phis Press Scimitar. 


No. 6020. Drug iist, chain and 
wholesale drug houses, Memphis 
area. Published by the Commer- 
cial Appeal and Memphis Press 
Scimitar. 


No. 6021. Grocery and drug list, 
Sheboygan, Kohler and Sheboy- 
gan Falls, Wis. Published by the 
Sheboygan Press. 


No. 6022. Grocery, drug, and de- 
partment store lists, with sec- 
tional maps of Fort Wayne, 


Issued by the Elizabeth) 


retail trading area. Published by | 


stores, | 


Ind., and pertinent facts about 
the city. Issued by the Fort 
Wayne News-Sentinel and Jour- 
nal Gazette. 


No. 6023. Drug list, Fargo and 
West Fargo, N.D., and Moor- 


Forum. 


| No. 6024. Grocery list, Fargo, N.D., 
and Moorhead, Minn. Issued by 
the Fargo Forum. 


No. 6025. Grocery list, Washing- 
ton, D.C., metropolitan area, 

| with route map. Issued by the 
Washington Post and Times 
Herald. 


No. 6026. Drug list, Washington, 
| D.C., metropolitan area. Issued 
by the Washington Post and 
Times Herald. 


wholesalers, chemical firms in| No, 6027. Drug list, Monmouth- | 


Ocean Counties, N.J. Issued by 
the Asbury Park Press. 


No. 6028. Grocery list, Monmouth- 
Ocean Counties, N.J. Issued by 
the Asbury Park Press. 


No. 6029. Grocery, drug and de- 
partment store list for the 
Quad-Cities—Rock Island, Mo- 
line and East Moline, Ill., and 
Davenport, Ia. Issued by the 
Rock Island Argus and Moline 
Dispatch. 


No. 6030. Grocery and drug lists, 
with trade area map and data 
for Fond du Lac, Wis., and its 
industries. Issued by the Fond 
du Lac Commonwealth Re- 
porter. 


No. 6031. Drug list, Sidney, O., 
trading area. Issued by the Sid- 
ney Daily News. 


No. 6032. Grocery list, Sidney, O., 
with market data on the Sid- 
ney area: Issued by the Sidney 
Daily News. 
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No. 6033. Drug list, Sioux Falls, 
S.D. Issued by the Sioux Falls 
‘Argus-Leader. 


No. 6034. Grocery list, Sioux Falls, 
S.D. Issued by the Sioux Falls 
Argus-Leader. 


head, Minn. Issued by the Fargo | 


No. 6035. Drug store list for South 
Dakota. Issued by the Sioux Falls 
Argus-Leader. 


No. 6036. Drug list, Huntington, 
W. Va., trading area, with 
Huntington market data. Issued 
by the Huntington Publishing 
Co. 


No. 6037. Grocery list, Hunting- 
ton, W. Va., trading area, with 
market data. Issued by the 
Huntington Publishing Co. 


|No. 6038. Grocery and drug lists, 

| Aurora-Elgin-Joliet, Ill., cov- 

ered by the Copley Northern 

Illinois newspaper group. Pre- 

| pared by the Aurora Beacon- 

| News, Elgin Courier-News and 
Joliet Herald-News. 


No. 6039. Drug list for the Falls 
Cities—Louisville, Ky., New Al- 
bany, Jeffersonville and Clarks- 
ville, Ind. Issued by the Cour- 
ier-Journal and Louisville 
Times. The price is 50¢. 


No. 6040. Food list for Louisville, 
Ky., New Albany, Jefferson- 
ville and Clarksville,  Ind., 
areas. Issued by the Courier- 
Journal and Louisville Times. 
Price, $1. 


No. 6041. Drug list, Flint, Mich. 
Issued by the Flint Journal. 


No. 6042. Grocery list, Flint, Mich. 
Issued by the Flint Journal. 


No. 6043. Mimeographed sheets 
listing dealers in each business 
category in La Crosse, Wis. Pub- 

~~ lished by the La Crosse Tribune. 


Faster sales 


turnover 
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No. 6044. Grocery list, La Crosse, 
Wis. Issued by the La Crosse 
Tribune. 


No. 6045. Drug list, Norfolk, Ports- 
mouth, Suffolk, South Norfolk 
and Virginia Beach, Va. Pub- 
lished by the Norfolk Virginian- | 
Pilot and Ledger Star. 


No. 6046. Grocery list, Norfolk- 
Portsmouth metropolitan area. 
Issued by the Norfolk Virginian- 
Pilot and Ledger-Star. 


No. 6047. Grocery list, Philadel- 
phia area. Published by the 
Philadelphia Inquirer. 


No. 6048. Drug list, Beaumont and 
Port Arthur, Tex. Issued by the 
Beaumont Enterprise and Jour- 
nal. 


No. 6049. Grocery list for Beau- 
mont, Port Arthur, Port Acres, 
Port Neches, Groves, Nederland, 
and Orange, Tex. Issued by the 
Beaumont Enterprise and Jour- 
nal, 


No. 6050. Drug list, Grand Rapids, 
Mich. Published by the Grand 
Rapids Press. 

| 


No. 6051. Grocery list, Grand Ra- | 
pids, Mich. Issued by the Grand | 
Rapids Press. 


No. 6052. Food store list, Colum- 
bia, S. C. Published by the Co- 
lumbia State and Record. 


No. 6053. Drug list, Columbia, S. 
C. Published by the Columbia 
State and Record. 


No. 6054. Drug list, Milwaukee. 
Published by Hearst Advertising 
Service for the Milwaukee Sen- 
tinel. 


No. 6059. List of stores classified 
as to foods, drugs, appliances, 
automotive accessories, beauty 
parlors, cleaners and _  dyers, 
hardware, lumber, restaurants 


and taverns, New Brunswick, N. 
J., trading area. Published by 
the New Brunswick Daily Home 
News and Sunday Home News. | 


No. 6055. Grocery list, Milwaukee. 
Published by Hearst Advertising | 
Service for the Milwaukee Sen-| 
tinel. 


No. 6056. List of Milwaukee food 
brokers and manufacturers’ rep- 
resentatives. Issued by Hearst 
Advertising Service for the Mil- 
waukee Sentinel. 


No. 6057. Grocery list, metropoli- 
tan Tulsa, Okla. Published by | 
the Tulsa World and Tribune.) 


No. 6058. Drug list for metropoli- | 
tan Tulsa. Published by the Tul- 
sa World and Tribune. 


No. 6060. Grocery list, Omaha, | 
Neb., Council Bluffs, Ia., and | 
suburbs. Published by the Oma- 
ha World-Herald. 


No. 6061. List of retail liquor 
dealers, Omaha and its trade 
area. Issued by the Omaha 


World-Herald. 


No. 6062. Grocery list, 103 coun-| 
ties of Nebraska and western| 
Iowa, excluding Omaha and) 
Council Bluffs. Issued by the | 
Omaha World-Herald. 


No. 6063. List of distributors of 
home appliances and equipment, 
classified by brands handled, for 
Omaha. Published by the Oma- 
ha World-Herald. 


No. 6064. Drug and grocery list, 
Modesto, Cal., retail trade zone. 
Issued by the Modesto Bee. 


No. 6065. Grocery list, York, Pa., 
trading area. Issued by the York 
Gazette & Daily. 


No. 6066. Grocery list, Houston, | 
Tex. Prepared by the Houston 
Chronicle. 


No. 6067. Drug list, Houston. Pre- 
pared by the Houston Chronicle. 


No. 6068. Combined food and drug 
list, Salem, Ore., market. Is- 
sued by the Statesman-Journal 
Newspapers, Salem. 


No. 6069. Grocery list, Macon, Ga. 
Published by the Macon Tele- 
graph and News. 


No. 6070. Grocery list, Shreveport, 
La., city zone. Issued by the 
Shreveport Production Co. for 
the Shreveport Times and Jour- 
nal. 


No. 6071. Drug list, Winston-Sa- 


lem, N. C., and the Journal and | 


Sentinel trade area. Issued by 
the Winston-Salem Journal and 
Sentinel. 


No. 6072. Grocery list, Forsyth 
County, N. C. Issued by the 
Winston-Salem Journal and 
Sentinel. 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 6073. Grocery list for David- 
son, Surry, Rockingham, Yadkin, 
Wilkes and Stokes Counties, N. 
Cc. Issued by the Winston-Salem 
Journal and Sentinel. 


No. 6076. Routed directory—gro- 
cery, drug, hotels, restau- 
rants, confectionery, brokers 
and wholesalers, Winston-Salem, 
N. C. Issued by the Winston- 
Salem Journal and Sentinel. 


No. 6094. Grocery list, Akron trad- 
ing area. Published by the Akron 
| Beacon Journal. 


No. 6095. Drug list, metropolitan 
Little Rock, Ark. Issued by the 
Arkansas Democrat. 


|'No. 6096. Grocery list, metropol- 
itan Little Rock. Issued by the 


Arkansas Democrat. 


No. 6097. Beer store list for Detroit. 
Free to advertisers and agencies 
—$2 to others. Published by the 
Detroit News. 


No. 6090. Grocery list for Denver. 
Issued by the Denver Post. 


No. 6091. Drug list, Denver. Issued 
by the Denver Post. 


No. 6092. Grocery and drug list, — 
Modesto, Cal., trading area. Is- 
sued by the Modesto Bee. 


No. 6093. Drug list, retail trading 
area of Akron, O. Published by 
the Akron Beacon Journal. 


No. 6098. Food brokers book, met- 
ropolitan Detroit. Free to adver- 
tisers and agencies, $2 to others. 


FOUR COLORS? 


It’s an Old Story with Us. 
You See, We're Pioneers. 


The Pontiac Press has been 
running up to 4 colors r.o.p. 


daily for over 21 years! 


More Reservations are 
now in for color than 
any time in our history! 


Secolaro, Meeker & Scott 
Doyle & Hawley 


THE PONTIAC PRESS 


Pontiae, Michigan 


New York, Chicago, Philadelphia, Detroit 
Los Angeles, San Francisco 


NET 
PAID 
58,193 


LIVING for Young Homemakers is written exclusively for, and seeks 
its readers only from, the young married people—the dynamic, ever-new, 
ever-buying turnover force for American business. 


They plan. They see. They buy! ... because they have to! This is the 
way of modern young homemakers who set out together to conquer 
their own world of happiness! 


Send for further documented evidence of how LIVING’S “must buy” 
readers make new sales and profits for you. 


uring “the must buy” years 
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Published by the Detroit News. 


No. 6099. List of specially desig- 
nated distributors of liquor off 
the premises in Detroit and sub- 
urbs. Free to advertisers and 
agencies—$2 to others. Published 
by the Detroit News. 


No. 6100. Liquor by glass outlets, 
Detroit. Free to advertisers and 
agencies, $2 to others. Issued by 
the Detroit News. 


No. 6101. State liquor book, cover- 
ing all S.D.D. and L.B.G. outlets 
of liquor on and off premises in 
Michigan outside metropolitan 
Detroit. Free to advertisers and 
agencies, $2 to others. Issued by 
the Detroit News. 


No. 6102. Drug list, Detroit and 
suburbs. Free to advertisers and 
agencies—$2 to others. Issued by 
the Detroit News. 


No. 6103. Grocery and meat store 
list, Detroit. Free to advertisers 
and agencies—$2 to others. Is- 
sued by the Detroit News. 


No. 6104. Large volume outlets, 
Detroit and suburbs. Free to ad- 
vertisers and agencies, $2 to 
others. Issued by the Detroit 
News. 


No. 6105. Salesmen’s map showing 
merchandising routes, street 
numbering guides and relative 
income areas, Detroit. Free to ad- 
vertisers and agencies, $2 to 
the Detroit News. 


wORS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active’ MBS 


No. 6106. Hardware and paint out- 
lets in metropolitan Detroit. Free 
to advertisers and agencies, $2 to 
others. Issued by the Detroit 
News. 


No. 6107. Retail outlets of house- 
hold appliances, furniture and 
radios, Detroit. Free to adver- 
tisers and agencies, $2 to others. 
Issued by the Detroit News. 


SOON TO BE PUBLISHED 


No. 6080. Geographical route list- 
ing of retail and wholesale drug- | 
gists (Shreveport, La.) is being 
prepared by the Shreveport 
Times and Journal for publica- 
tion about June 1. 


No. 6077. Grocery list for Oil City, 
Franklin, Titusville, Pa., and the | 
suburban trade area. Prepared 
by Venango Newspapers Inc., 
Oil City-Franklin, Pa. 


No. 6078. Drug, cigar and confec- | 
tionery list for Oil City and 
Franklin, Pa. Prepared by Ven- 
ango Newspapers Inc., Oil City- 
Franklin. 


NOTE: Most items listed here| 
are available without charge, but} 
not all. Those requesting material 
which bears a price will be billed | 
by the publishers. 


No. 5000. Market and Media File: 
Building Industry in French 
Canada. 

Although Architecture-Bati- 
ment-Construction is published in| 
French, this booklet lists in Eng-| 
lish the volume and types of resi- 
dential, business and _ industrial 
}construction in French-speaking 


| province, by cities and historically. 


Canada. Answers are given for 
the questions most frequently 
asked about the building industry 
in Quebec Province. 


No. 5001. Canadian Marketing & 
Advertising Fact Book. 

The Reader’s Digest Assn. (Can- 
ada) published in 1955 this elab- 
orate, hard cover brochure. Gen- 
eral market and media facts are 
given, including data on popula- 
tion, families, retail sales (by com- 
modities), and buying power by 


A new edition is scheduled to be 
published in September, 1957. 


No. 5002. Look at This Big Market. 

A four-page folder—Tell-All 
unit—gives market information 
and data on rates, circulation and 
editorial programs for 1957 for | 
Le Quincaillier (formerly Le Prix | 
Courant), published by Maclean-| 
Hunter Publishing Co. 


| 
No. 5003. Tell-All. 

This unit gives percentage | 
breakdowns by categories of sales | 
in Canada’s drug store market, 
where sales rose by almost $30,- 


| 000,000 to $316,500,000 in 1956. It 


is published by Maclean-Hunter 


| Publishing Co. for Drug Merchan- 


dising. 
No. 5005. Paint Formulating & In-| 

dustrial Finishing. 

Canadian Paint & Varnish has 
markets: Canada’s $120,000,000 
finishing industries, with details 
on materials used and value of| 
manufactured articles. | 
No. 5006. How to Increase Your | 
Sales to the $128,000,000 Paint | 
Industry in Canada. 

This folder gives details on the 
Canadian paint and varnish indus- 
try such as how the industry has 


grown in volume from 1939 to 
1957, estimated total market for 
pigments, oils, resins, containers, 
machinery and equipment, num- 
ber of paint plants in Canada, and 
where located, and the number of 
people who influence buying of 
equipment and materials. Issued 
by Canadian Paint & Varnish, a 
Maclean-Hunter publication. 


No. 5007. Selling Canada’s Photo 
Trade. 
Maclean-Hunter Publishing Co. 
has published this folder for its 


| Photo Trade, which includes com- 


mentary on the growth and poten- 


| tial of photographic trade in Can- 


ada, coupled with import figures 
for 1951-1956. 


No. 5008. Building Supply Dealer. 

This folder traces development 
of the building supply market 
from 1941 on. It is published by 
Maclean-Hunter Publishing Co. 
for Building Supply Dealer. 


No. 5009. Statistical Report. 

Photo Trade, published by Mac- 
lean Hunter Publishing Co., has 
issued this report on market areas, 
retail sales of photographic equip- 
ment by regions and types of out- 
lets, buying habits and preferences 
and detailed import statistics. 


No. 5010. Two Big Paint Trades. 
A folder covering data on paint- 


sale paint and wallpaper stores in 


|paint and its $110,000,000-a-year Canada, with details on volume of | 


purchases of paint, wallpaper, 
brushes, etc. Published by Paint- 
ing & Decorating Contractor. 


No. 5011. Looking into French 
Canada’s Grocery Market. 
This Tell-All unit, by Maclean- 
Hunter Publishing Co., gives brief 
market data and full information 
on rates and editorial program for 
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No. 5012. Presenting St. Cather- 
ines and District in the Prov- 
ince of Ontario. 

The St. Catherines Standard 
published this 24-page booklet 
which gives facts and figures on 
St. Catherines in the heart of the 
rich fruit-growing and industrial 
Niagara district. It includes com- 
prehensive background data. 


No. 5021. Retail Sales for Quebec 
Province. 

A presentation showing the 
buying pattern in the Province of 
Quebec has been published by the 
Montreal Star Co. The data in- 
clude classifications which have 
been proved useful in planning 
sales and advertising in this mar- 
ket. 


No. 5022. The Montreal Star Mar- 
ket Data Book. 

A presentation on the city of 
Montreal, giving population and 
sales figures in a number of dif- 
ferent classifications, latest circu- 
lation figures and an outline of 
various services available from 
the Montreal Star. 


No. 5023. Food for Thought. 

The Montreal Star published 
| this booklet, which shows the po- 
| tential food sales in the city of 
| Montreal. 


| published data on two industrial | ing contractors and retail-whole-| No, 5024. Chamber of Commerce 


Bulletin. 

The Sault Ste. Marie Chamber 
of Commerce includes market 
data, employment, wages, bank 
clearances, etc., in its March, 1957, 
“Bulletin.” Offered by Station 
_CJIC, Sault Ste. Marie, Ont. 


No. 5025. Annual Report of the 
Assessment Commissioner for 
the City of Sault Ste. Marie. 
This report gives population and 
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aster circulation turnover after 
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assessment figures. Offered by 
Station CJIC, Sault Ste. Marie, 
Ont. 


ment and materials. It is pub-, end’s circulation. 
lished by Canadian Machinery & 
Manufacturing News. No. 5038. Weekend Magazine En-| 
cyclopaedia. 

No. 5032. Canada’s Office Equip- Markets and circulations of ma-'| 
ment Market. jor national media are analyzed! 

Office Equipment & Methods has|by provinces, population groups, 
published this four-page folder| major cities and counties in this 
which gives facts and figures on|encyclopaedia prepared annually 
Canada’s office equipment market | by Weekend Magazine 

|and how it presents greater sales 
No. 5027. Canadian Public Feeding | opportunities than ever before. 

& Housing Field. 

Canadian Hotel Review & Res- 
taurant has published this 15-page 
statistical report covering restau-| 
rants, hotels and hospitals 


No. 5026. Coverage Map of the Ni- 
agara District Station CKTB, 
St. Catherines, Ont. 

This data sheet shows a map of 
the coverage of CKTB, St. Cath- 
erines. 


No. 5039. Canadian Motor Ve- 
hicles—1956 Registrations—Ad- 
No. 5033. Canada’s Graphic Arts | vanced Estimate. 

Market. | Motor in Canada presents this 
A four-page folder analyzes the| advance estimate of passenger car 
in market of graphic arts in Canada| and motor truck registrations for 


terms of construction investments and reports on the readership of | 1956. Final figures for 1956 will | 


and revenue sources. Canadian Printer & Publisher. 


be published after annua] tabula- 

‘tions have been completed by the 

No. 5028. How Big Is the Cana- No. 5034. The Original Equipment| various provincial government of- 
dian Hotel Building Boom? Market in Canada. fices. 

This report describes the tre-| This folder gives a brief descrip- 
mendous construction growth tak-|tion of the Canadian $4 billion | 
ing place in Canada’s $1.5 billion) original equipment market and 
public feeding and housing field.| how it is served by Design Engi- 
It is published by Canadian Hotel| neering. 

Review & Restaurant, a Maclean- | 
Hunter Publishing Co. publication. | yo. 5935. Canada is a $798 Million |No. 5041. CHAB Sells Them Best. 
Packaging Market. Station CHAB, Moose Jaw, 

No, 5029. Canada Needs Your! tp this folder Canadian Packag-| shows station coverage in a series 
Power Products Because ..- | ing gives a brief description of the| of province maps illustrating lis- 

This folder analyzes Canada’s| Canadian $798,000,000 packaging|tener mail response to specific 
power market and tells how it is 


No. 5040. Calgary Vital Statistics. 

The Albertan has issued this 
handbook which gives facts about 
the City of Calgary. 


| ma > it i r ms. 
served by Modern Power & Engl- market and how it is served by the| programs 


= publication. 
neering. 


No. 5030. Sales Opportunities. 
Information on the new market 
for stationery and office supplies 
which has been opened up by the 
expansion of business and indus- 
try in Canada is given in a folder 
by Canadian Stationer & Office 


} 


| No. 5036. How Much More Can We} 


Build? 

Heating & Plumbing Engineer 
gives facts and figures on building 
|construction in Canada and pre- 
| dictions for the future of this mar- 
| ket in a four-page folder. 


| No. 5060. Canadian Output and 
Income. 

| Data on Canadians’ earning 
$10,000 or more annually, distri- 
| bution of income by areas, popu- 
lation growth and gross national 
| product past and present are pre- 
sented in a booklet issued by the 
Financial Post, Toronto. 


Available Market Data—Canadian 


To secure copies of data listed, use the handy coupons 


No. 5062. Food Purchases by Hos-| No. 5065. Engineering Manpower. 
pitals. An assessment of the number of 
Amount and method of food pur- | registered, professional engineers 
chases, classification of the initia-| in Canada, including a chart of 
tor of the purchases, relationship | their employment by industries, is 
to size of hospital and purchasing! presented in a reprint of Engi- 
plans of hospitals in Canada are| neering Digest, Toronto. 
covered in a brochure of the Jour- | 
nal of the Canadian Dietetic Assn.,,| No, 5066. Building Construction 
Toronto. | Survey. 
; P A mail questionnaire survey of 
-_—= Canadian Medical Mar-| 400 architects shows percentages 
‘ , : expecting increases or decreases 
The Canadian pharmaceutical | in construction of residential, in- 
| dustrial, commercial, institutional 
and other classifications of con- 
|struction in a folder of Building 
| Material News, Toronto. 


| market divided by method of sale, 
prescribing and dispensing habits 
|of physicians, population and phy- 
| sicians, births, deaths, etc., are 
covered in a booklet of Modern 


| Medici 
Medicine of Canada, Toronto. | No. 5067. London and Southwest 


| No. 5064. Prescription Sales Data. Ontario Facts. 

Retail prescription sales in total; Population, labor force, house- 
|and per capita and population by) holds, vehicle registrations, farm 
| provinces are included in a series | facts, retail sales, taxable income 
|of folders by Modern Medicine of| and other data by counties and 


Canada, Toronto. {within London are covered in a 


THE 
INFLUENTIAL 


| 


} 


Equipment Dealer. 
No. 5037. Mapping Retail Sales in| 

Canada. 

This two-toned distortion map A 
prepared by Weekend Magazine 
illustrates proportionate retail sales 
of each county in each of the 
ten provinces of Canada and depth 
of coverage by county of Week- 


No. 5061. Kingston Retail Outlets 
booklet published by 


No. 5031. Canada’s Metalworking 
Market. 

This eight-page booklet gives 
data on Canadian metalworking 
industries: production by indus- 
tries, cost of materials, imports of 
machine tools and related equip- 


dress 
towns. 


the 
Whig-Standard, Kingston, Ontario, 
lists food, drug, jewelry and auto- 
motive outlets by name and ad- 
in Kingston and nearby 


IS 
COMING 


} 
| 


The LIVING young-married market is the market that never grows old. 
Through special circulation methods our advertisers are assured a constant- 
ly fresh supply of eager-to-buy new readers who replace those whose home 
goods purchases have been made and who are now “out of the market’. 


These young homemakers want things now, need things now, “must 
buy” now. Only LIVING offers you this ready made, concentrated 
market—which is constantly bringing you brand new prospects for old 
ones whose homemaking needs are satisfied. 


Look at our chart, which outlines the “Must Buy” market. Then ask 
us for further interesting facts about LIVING’S impact on “Must Buy” 
young marrieds, 


the ‘must buy” years 


{00 iT 


at 


Here are the facts 


These figures point up the tremendous amount 
of buying done by young families in the "buy- 
ing-packed" years of reading LIVING. 


Cupee a Increase In 
Scbecrters Sebcerieees RMT 
Homes 35.7% 72.2% 102.2% 
Refrigerators 61.5 80.4 30.7 
Rugs 59.6 88.2 48.0 
Electric Ranges 23.8 49.7 108.8 
TV Sets 64.6 88.3 36.7 
Steel Kitchen 
Cabinets 10.9 22.7 1083 
Automatic Washing 
Machines 37.9 67.0 76.8 
Hi-Fi Sets 16.4 39.4 140.2 
Furnaces 28.7 72.0 150.9 


Surprising? Not when you consider the unique position of 
LIVING'S readership. These “Young Marrieds” are going 
through a once-in-a-lifetime period of urgent buying, to 
establish their homes. They need literally everything from the 
floor up and constantly refer to LIVING for buying guidance. 


LIVING for Young Homemakers 


A STREET & SMITH PUBLICATION 
575 MADISON AVE. 
NEW YORK 22, NEW YORK 
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Available Market Data—Canadian 


To secure copies of data listed, use the handy coupons 


brochure issued by Free Press,|Canadian Automotive Trade, Tor- 

London, Ont. | onto, lists motor vehicle registra- 

| tions, dealers, service establish- | 

No. 5068. Automotive Trade Mar-| ments and population by provinces 
ket, in Canada. 


This data sheet issued by the) 

|No. 5069. Municipal Purchasing. 
A chart and supplementary data 

show total municipal expenditures 

in Canada from 1949 until now in 

a folder issued by Civic Admini- 


- OFFERING | 
Wi r in Rapids Daily Te e peraen, Tarawa, 


|No. 5070. Aviation Industry Data. 

A folder issued by Canadian 
Aviation, Toronto, covers the avi- 
ation industry’s production vol- 
ume, employment, salaries, and 
data on subcontractors and mili- 
tary buying in Canada. 


Contract Rates 
Wisconsin Rapids Daily Tribune 


No. 5071. Capital Expenditures. 
Capital expenditures and repair 
|expenditures in construction, and 
machinery and equipment, an- 
nually in recent years are among 


WINSTON-SALEM 
POPULATION NOW 


“CURRENT STANDARD RATE AND DATA CONSUMER MARKETS 
‘gi 
(3 3} 
New extension of 
city corporate limits, 
effective January 1, 1957, 
gives new picture of 
WINSTON-SALEM 
population 


4 


~~ 
| 


—and with the 
q Journal & Sentinel 
Newspapers 
you buy a combined 
100% 
PENETRATION 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


WINSTON-SALEM 


JOURNAL and SENTINEL 


TWIN CITY 


MORNING SUNDAY 


National Representative 


EVENING 
KELLY-SMITH COMPANY 


, data covered in a folder issued by 
| Plant Administration, Toronto. 


No. 5072. Farm Equipment Usage. | 
A personal interview study of 


ber and type of farm equipment) 
pieces owned and age of equip-| 
ment, in addition to data on own-| 
ership of poultry and livestock and 


use of felated equipment. The 
study is detailed in a 62-page 
booklet issued by the Farmer’s| 


Magazine, Toronto. | 


No. 5073. Canadian Travel Data. 

Data on travel expenditures of 
Canadians inside and outside the 
country, and statistics on percent- 
ages who took vacations and what 
kind, are included in a folder of 
Canadian Homes & Gardens, To- 
ronto. 


No. 5074. Furniture Buying Habits. 

This booklet issued by Canadian 
Homes & Gardens, Toronto, sur- 
veys furniture buying habits in 
cities of 30,000 population and 
over, and covers ownership of 
types of pieces, color preferences, 
incidence of shopping, number of 
stores visited and items bought. 


No. 5075. The Hamilton Market. 

Population, families, households, 
racial origin, automobile registra- 
tions, religious denominations, tel- 
ephones, schools, theaters, retail 
trade, shopping hours, buying 
power and much other data on the 
Hamilton market is crammed into 
an eight-page booklet published 
by the Hamilton Spectator. 


No. 5076. Canada’s Farm Market. 

A brochure prepared by the 
Farmer’s Advocate and Canadian 
Countryman, Toronto, tabulates 
cash income by provinces and 
sources, farms, ownership of farm 
equipment, tractor sales, livestock 
population and amount of electri- 
fication in Canada. 


No. 5077. Automatic Heating in 
Canada. 

Number of heating units in- 
stalled, by types, in each of the 
provinces, and data on dwellings 
and types of heating used, are in- 
cluded in a folder of Oil & Gas 
Heat, Toronto. 


No. 5078. Farm Equipment Survey. 

A sheet issued by the Maritime 
Farmer and Cooperative Dairy- 
man, St. John, N. B., gives survey | 
results showing the number of 
tractors, trucks, cars, gasoline en- 
gines and horses owned by sub- 
scribers. 


No. 5103. The Editor Reports. 


No. 5079. Lethbridge Data. 

Statistics on dollar volume of! 
livestock and various crops, and a 
town-by-town breakdown of pop- 
ulation, bank deposits and build-| 
ing permits in southern Alberta | 
are included in a folder of the} 
Lethbridge Herald. 


No. 5042. Ottawa Market Guide. 

A new market guide to the Ot- 
tawa, Ont., area will be published 
by the Ottawa Citizen in May. 


No. 5043. You Get Action. 
| The Ottawa Citizen has pub- 
|lished this brochure reproducing | 
letters of opinion from retailers on 
| the Ottawa, Ont., market. 


| 


publisher. 


No. 5046. Lethbridge, South Al- 
berta’s Shopping Center. 
The Lethbridge Herald has pub-| 


tion on the South Alberta market. | 


| 
No. 5102. The Food Processing | 
Market and How to Reach It.| 
This bulletin explains classifi- 
cations of industries in the Cana- 
dian food field and shows the 
scope of their interests. Published 
by Canadian Food Industries. 


These data sheets report on 
contemporary oil explorations and 
drillings in western Canada. Crude 
oil production by province is 
shown, with notes on current in- 
vestments of various companies in 
pipelines and refineries. Published 
by Canadian Oil & Gas Industries. 
No. 5104. Review of 
Forecast for 1957. 

This report gives news notes, by 
provinces, on mining development 
and production by various mining 
companies, with notes on current 
production records of mines taking 
all metals, oils, gas and minerals. 
Canadian Mining Journal is the 
publisher. 


1956 and 


No. 5105. Location Map of Can- 
ada’s Pulp and Paper Mills. 
This map lists, by provinces and 
towns, all Canadian pulp and pa- 
per mills and shows their location. 
Published by Pulp and Paper Mag- 
azine of Canada. 


No. 5106. Construction and Mod- 
ernization Budget for Pulp Pa- 
per Mills. 

This is a survey showing recent 
budget increases in the pulp and 
paper industry for _ industrial 
equipment. A listing shows about 
a hundred companies, their loca- 
tion, what they have currently 
budgeted for equipment, and what 
kind. Published by Pulp & Paper 
Magazine of Canada. 

No. 5107. 

Sheets. 

Three data sheets showing (1) 
Canadian manufacturing’ estab- 
lishments by size, number of em- 
ployes and value of factory ship- 
ments, (2) estimated manufactur- 
ing industry expenditures for 1957 
on plant and machinery by prov- 
inces and (3) same as (2) but by 


CIEN Market Data 


types of industry. Canadian In- 
dustrial Equipment News is the 
publisher. 
No. 5109. Results Count (fourth 
edition). 
Shows names and addresses of 
recent purchasers of industrial 


equipment throughout Canada, the 
equipment bought and the name 


of the supplier. Listing is by 
equipment types. Published by 
Canadian Industrial Equipment 
News. 


No. 5110. Box Score of Drillings. 
A detailed report by provinces 
of petroleum and natural gas drill- 
ings, types of wells, equipment 
used, exact results, subsequent 
classification and exact location of 
the wells. It shows totals by de-| 
velopmental wells, wildcat wells 
and the total of both. Canadian 


Advertising Age, April 29, 1957 


the development of oil wells in 
Canada and also gives cumulative 
oil production in western Canada 
for the past 25 years. 


265 Canadian farmers covers num-| lished this folder giving informa-| No. 5114. Halifax, N. S. 


Mimeographed sheets, released 
yearly, give pertinent data on Hal- 
ifax. The information is prepared 
by Halifax Herald Ltd. 


No. 5115. Business-Grams. 

These regular releases by Hali- 
fax Herald Ltd. give business and 
industrial information concerning 
the Nova Scotia market. 


No. 5116. Farm Market Year Book. 

Le Bulletin des Agriculteurs 
publishes this year book, which 
gives complete market informa- 
tion on the French Canadian farm 
and rural market—size, cash in- 
come, type of farming, ownership 
of everything from farm equip- 
ment to refrigerators. 


No. 5117. 1955-56 Building Report. 

Le Fournisseur des Institutions 
Religieuses annually releases a re- 
port on building activities of Ro- 
man Catholic institutions in the 
province of Quebec. The report 
gives a day-by-day analysis of the 
money spent by the groups for 
new buildings and alterations to 
existing ones. 


No. 5118. Market Profiles. 

Thomson Newspapers, The 
Thomson Co. Ltd., Toronto, has 
prepared folders wnich g.ve mar- 
ket profiles for each of the mar- 
kets served by the 24 Thomson 
newspapers. Each folder contains 
pertinent information on circula- 
tion coverage, population, pur- 
chasing power, retail outlets, shop- 
ping hours and other data relative 
to each market. 


No. 5119. Windsor—The Ever Ex- 
panding Market. 

This 1957 edition, prepared by 
the Windsor Daily Star, gives a 
market analysis of Windsor, plus 
a study of surrounding counties of 
Essex, Kent and Lambton, the 
trading area of the Star. Also in- 
cluded is an outline of coverage, 
mechanical and editorial side of 
the newspaper. 

No. 5112. Facts about L’Automo- 
bile. 

French Commercial Publications 
prepared this booklet, which cov- 
ers the French automotive sales 
and service field in Canada. It 
contains language data, sales by 
retail automotive establishments, 
vehicle registrations by counties 
and information on L’Automobile. 


No. 5120. Market Analysis of Ed- 
monton, Alta. 

This yearly publication by the 
Edmonton Journal gives a general 
market analysis of the Edmonton 
market, but emphasizing the city 
instead of the entire market area 
of central and northern Alberta. 


No. 5121. The Edmonton Market. 
A monthly newsletter, published 
by the Edmonton Journal, gives 
general market information such 
as growth, new industries, con- 
struction and statistical informa- 
tion on the Edmonton area (north- 


Oil & Gas Industries is the pub-| &™ and central Alberta) and the 


No. 5044. How Do Circulation Fig- 
ures Relate to Retail Sales in| 
the Ottawa Market? | 

This Ottawa Citizen brochure 
| gives population-circulation break- 
downs and shows how retail sales | 
are influenced by circulation of 

Ottawa newspapers. 


|No. 5045. The Paid Piper of Ot- 
tawa. 

| A 16-page brochure indicates 
}the importance of the consumer 
|market of the French speaking 
population (43% of the total) of 
Ottawa and suburbs. Le Droit, a 
| French-language newspaper, is the | 


lisher. 
No. 5111. On Its Way to 1980.' 
This 16-page booklet gives the| 


story of Stratford, Ontario’s indus- | 
trial growth and its pattern for | 
years ahead. The booklet was de- 
signed and printed by the Strat- 
ford Beacon-Herald for the Strat- 
ford Industrial Commission, which 


|has supplementary market data to'! 


go along with the booklet. 


No. 5113. Number of Wells Com- 
pleted, Western Canada, 1947- 
1956. 

Pages from Oil in Canada chart 


province as a whole. 


No. 5122. CKDA. 

This brochure contains informa- 
tion on the southern Vancouver 
Island market, as well as informa- 
tion on CKDA programs and per- 
sonalities. 


No. 5123. Canadian Medical Mar- 
ket 1956. 

Modern Medicine of Canada 
prepared this booklet, which gives 
dollar volume of drug sales and 
method of distribution; a ten-year 
statistical story of Canada’s popu- 
lation; main causes of death in 
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of the medical profession. & C contours of the station will be 
printed. Coverage and market data 


i 


| 


tours of the station plus coverage! 
and market data. 


No. 5124. Market Analysis of Van- will be shown on the reverse of| No. 5057. CBFT Montreal TV Cov- 


Canada, and a tabular summary! contour map showing Grade A, B 
| 


couver, B.C. 


|the folder plus other station data. | 
This eight-page folder gives| The folder is scheduled for release | 


erage & Market Data. 
About July 1, the Canadian 


statistical information and illus-| about July 1 by Canadian Broad- | Broadcasting Corp. will publish a 


| trations concerning the Vancouver | casting Corp. 
} market. It is published by the 
Vancouver Province. |No. 5055. CBOT Ottawa TV Cov- 


erage & Market Data. 


| folder giving Grade A, B& C con- | 
tours of the station plus coverage | 
and market data. 

| 


No. 5126. Food in the Home. | About July 1, Canadian Broad-| No. 5080. London and Western On- | 


Canadian Home Journal pre-| casting Corp. will publish a folder 
pared this study on the general| showing Grade A, B & C contours 
subject of food—buying, preparing 
and serving—from the point of | market data. 
view of the home-maker. 


tario Data. | 
An 18-page booklet to be pub-| 


of the station plus coverage and| lished by the Free Press, London, | 


Ont., covers population, buying 
| power, income, households, labor 


No. 5056. CBHT Halifax TV Cov-| force, schools, household conven- 


No. 5127. You Were Inquiring 
about Fort Williams. About July 1, the Canadian 
Shopping hours, heaviest food! Broadcasting Corp. will publish a 
advertising days, employment, in-| folder giving Grade A, B & C con- 
dustrial data, municipal data, 


erage & Market Data. 


iences, motor vehicle registrations, 
farm acreage, crop values and 
livestock sales for London and_| 
seven counties of western Ontario. 


power consumption, pay days, 
bank clearings, building permits, 
car licenses, telephones, schools, 
religions, age groups, etc., are cov- 
ered in this study by the Daily 
Times-Journal, Fort William, Ont. 


| No. 5128. Annual Report, Cana- 
dian Power Farm Machinery 

Sales ... 1956. 

Canadian Farm Implements 
compiled this report on Canadian 
4 power farm machinery sales by 
| province for 1956, covering trac- 
i tors, combines, threshers, field 
balers, forage harvesters, tractor 
loaders. It is based on information 
from more than 200 factories, dis- 
tributors and jobbers of power 
farm machinery selling through- 
out Canada. 


No. 5130. The Canadian Hardware 
Market. 
j Hardware & Metal & Electrical 
Dealer presents this outline of 
Canadian retail hardware dollar 
\ volume for 1956 with detailed 
) classifications of products and 
their percentage of the total dollar 
volume. 


No. 5131. Canadian Grocer Report. 

This four-page folder published 
by Canadian Grocer shows how 
1956 Canadian food store sales 
were divided among chain, coop- 
erative and independent stores by 
provinces, and offers trends and 
forecast for 1957. 


SOON TO BE PUBLISHED 


No. 5050. Annual Study of the 
Canadian Drug Store Market. 

} This study due June 1 gives a 
summary of the retail drug store 
business in Canada; it includes 
geographical listings, listings of 
manufacturers and_ distributors, 
and a breakdown of products sold 
by druggists by percentages. It is 
i published by Maclean-Hunter 

Publishing Co. for its Drug Mer- 

chandising. 


| No. 5051. CBLT Toronto TV Cov- 
{ erage & Market Data. 
{ Canadian Broadcasting Corp., 
; about July 1, will publish a folder 


& C contours of the station. The 
folder will also show coverage and 
market data plus other station 


data such as channel, power, etc. products. 


Now—an amazing white fluorescent dye that 
contour map showing Grade A, B makes paper whiter-than-white! Cyanamid’s 
CALCOFLUOR White PMS Conc. adds brilliance, 
sparkle and sales appeal to paper and paper 


THE 
INFLUENTIAL 


IS 


Shown here are a few of the ways in which 


No. 5052. CBUT Vancouver TV 
Coverage & Market Data. 
About July 1, Canadian Broad- 
casting Corp. will publish a folder 
showing Grade A, B & C contours 
of Station CBUT, plus coverage 
and market data. 


No. 5053. CBWT Winnipeg TV 

Coverage & Market Data. 

A folder by Canadian Broad- 
casting Corp., due to be pub- 
lished about July 1, will give 
Grade A, B & C contours of Station 
CBWT, plus coverage and market 
data. 


*Trademark 


No. 5054. CBOFT Ottawa TV Cov- 
erage & Market Data. 
On the inside of the folder a| 


CALCOFLUOR White may be able to serve you. 


If you make or use paper products that would 
profit by greater whiteness, it will pay you to 
ask your jobber for samples of CALCOFLUOR- 
treated paper. Compare it with any ordinary 
white... let your eye prove the difference. For 
further information, write to American 
Cyanamid Company, Dyes Department. 


NORTH AMERICAN CYANAMID LIMITED 


“ 


=> aN 


vs 
i 


-~ 
$£555™ 


GREETING CARDS on CALCOFLUOR-treated papers are a 
stand-out on the rack. Illustration and printed message are 

sharper, clearer, more legible. The paper itself says a cheery 
‘thello’’ to purchaser as well as recipient. 


LABELS AND PACKAGES become standouts on shelf display 
when printed on CALCOFLUOR-treated stock. The brighter, cleaner 
white enhances the appearance of almost any package. 


PAPER TISSUES AND OTHER PAPER PRODUCTS can 
now be whiter-than-white with the inexpensive addition of 
CALCOFLUOR. This brilliant white works like magic to win wider 


consumer acceptance. 


CATALOGS, BOOKLETS, ADVERTISING 


BROCHURES are 


given extra eye appeal and greater selling impact when printed 
on whiter, brighter, CALCOFLUOR-treated paper. Type prints crisp 
and clean, and halftones take on a sparkling brilliance. 


—EYANAmID 


AMERICAN CYANAMID COMPANY 


ATLANTA LOS ANGELES 


OYES CEPARTMENT 


PHILADELPHIA * 
PORTLAND. OREGON 


OYES DEPARTMENT - BOUND BROOK, NEW JERSEY 


NEW YORK * CHICAGO * BOSTON * 
PROVIDENCE 


CHARLOTTE 


MONTREAL AND TORONTO 
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Available Market Data—International 


To secure copies of data listed, use the handy coupons 


No. 5058. CBMT/Montreal TV 
Coverage & Market Data. 

The Canadian Broadcasting | 
Corp. will publish, about July 1, a! 
folder contour map showing Grade 
A, B & C contours of the station. 
On the reverse will be shown cov- 
erage and market data plus other} 
station data. 


No. 5059. Hamilton Market Data. 
Up-to-the-minute data on pop- | 
ulation, retail sales and industry No. 5500. Facts on U. S. Invest- 
activity will be included in a com-| ments in Latin America. 
pilation soon to be published by This is an English translation of 
the Spectator, Hamilton, Ont. an article entitled “How Much 


are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
|at the stated price by the publish- 
ers. 


One openers never chew Uedel 


WHDH 


50,000 WATTS - BOSTON 
delivers buyers 


REPRESENTED NATIONALLY BY 


JOHN BLAIR & COMPANY 


NOTE: Most items listed here} 


South America?” which appeared 
in Vision. The article is based on 
information from the United States 


North American companies with 
operations in Latin America. Pub- 
lished by Vision Inc. 


No. 5508. U. S. Exports in 1955 to 
the Marketing Area of Radio y | 
Articulos Electricos. 

On separate sheets in this folder 
the dollar value and quantity of 
electrical items exported to each 
of the South American republics 
is listed. Several dozen items are 
reported on, from flashlight bat- 
teries to major household appli- 
ances. The information was ob- 
tained from the U. S. Department 
of Commerce by Radio y Articulos 
Electricos. 


No. 5501. Metamorphosis in the 
Brazilian Pampas. 
Vision prepared this mimeo- 


ginphed reprint of an article on 
Brazil that was originally pub- 
lished in Visao, its Portuguese edi- 
tion. The article covers agricultur- 
al, industrial and political devel- 
opments, with details on road 
building and sources of power for 
industry. 


No. 5502. What’s Your Future in 
the Most Air-Minded Area in 
the World? 

In this booklet Vision presents 
figures to support the contention 
that air transportation is develop- 
ing faster in Latin America than 
anywhere else in the world. In- 
formation is given about the air- 
lines serving each of the South 
American republics. 


No. 5503. Los Hombres de Vision. 

The composition of the audience 
of Vision is analyzed in this book- 
let, and the findings related to the 
growth of the Latin American 
market. Statistics on principal ex- 
| Ports from the U. S. are included. 


| No. 5504. Sales Guide to the Latin 

American Farm Market. 
| The potential market for farm 
machinery and equipment in Mex- 
ico and Central and South America 
is outlined in this booklet offered 
by Agricultura de las Americas. 
Suggestions are made for copy- 
writers about suitable approaches 
to this market and difficulties in 
translation. 


No. 5505. Market and Media Facts. 

Statistics on the farm market in| 
Latin America may be obtained | 
from this booklet by Agricultura 
|\de las Americas. Factors affecting 
the growth and development of 
this market are outlined. 


No. 5506. Market and Media Fold- | 
| er. 

This folder put together by Ag- 
ricultura de las Americas contains 
several booklets and _ brochures 
concerning the farm market in 
Mexico, and Central and South 
America. The potential uses of 
U. S. products in farm and ranch 
| Cee are considered. 


|No. 5507. Latin American Audi- 
ence and Market Report. 
Mecanica Popular surveyed its 

Latin American readers and re- 

| ports the results in this folder. In- 


ONCENTRATE 


on the rich South Western Ontario Market through the pages of Western 


Ontario's foremost newspaper . . . THE LONDON FREE PRESS! 


You buy over 100,000 copies daily—the biggest daily circulation in Ontario, 


excepting the Toronto Dailies . . . you buy impact at the local level . . . you 


buy action at the retail counter! Concentrate your dollars 


for more power, for more sales in 


The Loudon ree Press 


ONTARIO'S ONLY MORNING-EVENING COMBINATION 


Does the United States Leave in} 


Department of Commerce about/erences in such things as auto- 


formation is tabulated on separate 
sheets on ownership of homes, 
businesses and automobiles, on 
educational levels, and brand pref- 


| motive parts, power tools and ag- 
| ricultural equipment. 


| 


No. 5509. 1956 Global Automotive 
Market Survey and World Mo- 
tor Census. 

This annual report analyzes the 
world market for automobiles and 
automotive supplies in 150 coun- 
tries and territories. The sources 
of imports are given and signifi- 
cant changes from other years are 
noted. The 90-page book is issued 
by American Automobile and El 
Automovil Americano. 


No. 5510. Selling the Billion Dollar 
Automotive Export Market. 

Six steps to a successful export 
business in the automotive and 
transport field are outlined in this 
folder by American Automobile 
and El Automovil Americano. Fig- 
ures are given to indicate the ex- 
pansion of this market. 


No. 5511. Survey of Managing Di- 
rectors of Manufacturing Com- 
panies in Belgium and Switz- 
erland. 

This report contains 400 person- 
al interviews conducted by local 


es, buying of imported products, 
travel habits, age, influence on 
purchasing, magazine reading, etc. 
Issued by Life International. 

No. 5512. Personal Interview 
Study Among Readers of Se- 
lecciones del Reader’s Digest in 
Spain. 

This report gives details of fam- 
ily income, occupations of house- 
hold heads, family possessions and 
everyday consumer items bought 
and used by Spanish families who 
read Selecciones del Reader’s Di- 
gest. 


No. 5513. Study of the Western 
Germany Market. 

This study of the Western Ger- 
many market was conducted by 
| the Institut fur Demoskopie, a 
| market research company, for Das 
Beste aus Reader’s Digest. It con- 
tains information on family in- 
comes, cars owned and the owner- 
ship of appliances by homes in 
that market. It also discloses usage 
of food and beverages, drugs and 
cosmetics and polishes and clean-| 
rs. 


@ 


No. 5514. A Survey Among 
Chemical Executives in France. 

Data on the magazine reader- 
ship of French chemical execu- 


research companies on company | J 
capitalization, number of employ-| § 


tives and the awareness and opin- 
ion among these executives of| 
French and international chemi- | 
cal companies are found in this 
study conducted for Reader’s Di- 
|gest by a French research com- 
| pany. 

| 


No. 5515. A Study of Consumer 


| Buying Habits in Latin Amer-| 
ica. 

This report outlines the buying 
habits of families in the Latin 
American market. It points up the 
fact that a small proportion of 


Latin American families, particu- 
larly in the upper income groups, | 
account for a major share of total | 
purchases of many everyday con- 
sumer items. Issued by Reader’s | 


5 
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Digest. 


No. 5516. A Study Among Chem- 
ical Executives in Latin Amer- 
ica. 

The magazine reading habits of 
Latin American chemical company 
executives and the awareness and 
opinion among these executives of 
international chemical companies 
are revealed in this report issued 
by Reader’s Digest. 


No. 5517. Readership Survey of 
Reader’s Digest Readers Living 
in Greater Bombay, India. 

This study contains data on the 
reading habits, family size, educa- 
tion and family possessions of per- 
sons living in the Greater Bombay 
area who read Reader’s Digest. 


No. 5518. Study of Brand Con- 

sciousness Among Italian Men. 

The Societa Italiana per le Ri- 
cerche di Mercato conducted this 
survey among Italian males (15 
years old and older) in all socio- 
economic groups. They were asked 
about seeing advertising for a par- 


The Editors of Bakers 
Weekly are all Specialists 
—each in a major phase 
of bakery operations 


Bakers Weekly has the larg- 
est full-time editorial staff 
of any publication serving 
the baking industry. Each 
member is thoroughly qual- 
ified through years of broad 
experience in his own par- 
ticular field... management, 
production, engineering, 
marketing, and other phases 
of baking. 


This editorial specialization 
makes Bakers Weekly the 
preferred magazine in the 
field — preferred by readers 
who rely on its editorial 
superiority and by adver- 
tisers who rely on its selling 
strength. 


Talk to bakers through 
their one and only weekly — 


Bakers Weekly 


American Trade Publishing 
Company — publishers of Biscuit & 
Cracker Baker; FEED Age 

71 Vanderbilt Ave.—New York 17 
520 N. Michigan Ave.—Chicago 11 
West Coast: Smith & Hollyday, Inc 
5478 Wilshire Blvd., Los Angeles 36 
Russ Building, San Francisco 4 

For the complete story on Bakers 
Weekly, see SRDS, Classification 9 
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ticular brand or brands. Issued by | 
Selezione dal Reader’s Digest. 


No. 5519. Readership Study in 
Australia of Persons Reading 
Reader’s Digest and Three 
Competitive Magazines. 

This report contains data on the 
education, occupations, travel ex- 
periences, ownership of posses- 
sions and socio-economic classes 
of 1,523 Australians who were 
readers of four specific magazines. 
Issued by Reader’s Digest. 


No. 5520. Chart of Miles of Roads 
and Highways in Latin Amer- 
ica, 

Construccion’s report on the 
state of highway building in Latin 
America includes a chart of miles 
of roads and highways by types 
and by countries, as well as a brief 
country-by-country summary of 
highway building programs. 


No. 5521. Survey of Major Latin 
American Construction Proj- 
ects. 

This is Construccion’s seventh 
annual survey of major Latin 
American construction projects 
(those which amount to more than | 
$1 million). It gives basic data on 
location, sponsor, administrating 
firm, ultimate capacity and esti-| 
mated cost of each project. $2 cael 
Cupy. 


No. 5522. Directory of Latin Amer- 
ican Power Plants. 

Industria’s 1957 Directory of 
Latin American Power Plants con- 
tains data on the utilities, munic- 
ipal plants, private companies, co- 
operatives, provincial systems and 
other types of power plants, and 
estimates the total capacity of 
these systems. $5 per copy. 

No. 5523. Wanted! Suppliers for 
425,511 Miles of Railroad, $59 
Billion Worth of Equipment. 

This booklet describes the Latin 
American railway market, and its 
potential. It also gives a break- 
down of Selecciones del Railway 
Age’s circulation coverage of the 
market and a description of this 
publication. 


search for Great Britain. 

Prepared as a preliminary to 
launching Nielsen Television in 
Great Britain, this book is not ex- | 
clusively intended for British use. 
It contains information of value to 
all executives interested in radio | 
or television broadcasting, and 
presents a comprehensive array of | 
television audience research in-| 


formation. Issued by A. C. eae 


No. 5524. Television Audience re 
| 
| 


Co. 


SOON TO BE PUBLISHED 
No. 5600. Survey of Canadian 
Management. 


This report, to be issued in Sep- 
tember by Time Canadian, will | 
give information obtained through 
1,000 interviews with Canadian 
executives in all industries on) 
capitalization, number of employ- 
es, buying plans and buying in- 
fluence. 


No. 5601. A Census of Business in 
Latin America. 

This will be a survey of a scien- 
tific sample of leading directories 
of Latin American business on 
sales, capitalization, number of} 
employes. To be issued in Septem- | 
ber by Time International, it is} 
believed to be the first continent- | 
wide “census” of business ever 
conducted. | 


No. 5602. Survey of the Construc- | 
tion Industry Around the) 
World. 

Alfred Politz Research Inc. will 
conduct this survey covering lead- | 
ing contractors in 90 countries | 
throughout the world on equip-| 
ment owned, future buying plans, | 
construction activity and maga- | 
zine reading habits. Time Inter- 


national will issue it in October. 


No. 5603. Survey of Government 
Executives in Six Major Coun- 
tries. 

This survey of government ex- 
ecutives at all levels in Germany, 
South Africa, Chile, Venezuela, 
Mexico and India, on purchasing, 
equipment operated, future buy- 
ing, influence on buying, and mag- 
azine reading, will be published in 
September by Time-Life Interna- 
tional. 


No. 5604. Survey of Management | 


in Latin America. 

A survey of all levels of busi- 
ness management in Latin Amer- 
ica, on titles and functions of ex- 
ecutives, influence on purchasing, 
equipment owned and magazine 
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, reading. Life International will is- | 
sue the report in December. | 


No. 5605. Food For Thought. 

This booklet will summarize 
surveys in Latin America on con-| 
sumr expenditures, broken down | 
by invome groups, and other buy-| 
ing indices. To be published in Sep- 
tember by Life International. 


. THE 

INFLUENTIAL 
IS 

COMING 


No. 5606. Answers 
Questions. 
This will be a booklet summar- 
izing research techniques used in 
international magazine research, 
|with appendices listing leading 
| companies engaged in internation- 
|al research, and bibliography of 
international magazine research 
published from 1953 to date. Life 
International will issue it in June. | 


to Searching | 


For campaign material 


Can your business =e 
co-exist with 7O million | | 
captive people’? : 


As long as an Iron Curtain shuts off the satellite countries 
of Europe, the framework and future of free enterprise 
will be in danger. : 


There is proof before us every day that the world can pros- _ 
per fully only when men everywhere are free to choose their 
own way of life, build their own businesses and till their own 
land. Yet behind the Lron Curtain 70 million people are still 
virtual prisoners of the Communists. 


There are a number of ways you and other American 
businessmen can help these people, yourselves and the 
world. One of the most direct is through Crusade for j 
Freedom, sponsor of Radio Free Europe. 

For six years, this powerful overseas broadcasting 
operation has been beaming the truth into five key satel- 
lite countries. It has been outstandingly successful. 

The Communists have spent fabulous sums trying 
unsuccessfully to jam RFE’s programs. The bill for 
this last year in Poland alone was estimated at 
$17,000,000. Two-thirds of this amount will support i 
the entire RFE operation for another critical year! a 


And we know from letters and reports that truth 
from Radio Free Europe has helped keep alive the 
desire for freedom. The proof is history. 

So give your generous support to Crusade for 
Freedom in aiding these 70 million captives. If 
you don’t send them the truth—who will? 


As ee 


Some ways business executives have 
helped. Check the ones you are interested in. 


0 
O 


Display Crusade material on your company bulletin board, 


Plan a paycheck stuffer to inform your employees 
of the importance of the Crusade for Freedom. 


0 
0 


and information write CRUSADE FOR FREEDOM, | 


Plan to conduct an in-company solicitation. 


Match employee funds with your Truth Dollars. t 
345 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


Nome 
Company 
Address 


City & Zone 


State 


This coupon not valid ofter July 22, 1957 


NOTE: most items here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 


|No. 7014. Distribution of Safety 
Pins Through Department 


Stores. 


| Infants’ & Children’s Review | 


offers comments from infants and 


notion buyers in department stores 


on type and department placement 
of safety pins. 


at the stated price by the pub-| 


lisher. 


No. 7000. Survey of the 

Metal Contracting Field. 

Report on a survey conducted by 
American Artisan, Keeney Pub- 
lishing Co., in 1955-56 through per- 
sonal interviews in 22 cities. Of- 
fers data on activities of leading 
sheet metal contractors. 


Sheet 


No. 7001. A 1955-56 Survey of 
Winter Air Conditioning Units 
and Warm Air Furnaces. 

American Artisan reports 
sults of survey of 1,038 key dealers 
in winter air conditioning units 
and warm air furnaces in 22 cities. 

Includes data on line shifts, dealer 

mortality, selling of conversion 

burners and the plumber’s role in 
selling the units. 


No. 7002. The Soft Drink Industry. 

This market survey conducted 
by National Bottlers’ Gazette cov- 
ers vital areas of the soft drink 
industry such as per capita con- 
sumption and sales figures, man- 
ufacturing procedures, purchasing 
requirements and sales and dis- 
tribution methods. 


No. 7003. The Marketing of Ma- 
ternity Foundations in Mater- 
nity Shops. 

Review of the marketing of ma- 
ternity foundation garments in 
maternity shops, with comments 
by buyers on selling techniques. 
Survey conducted by Corset & Un- 
derwear Review. 


No. 7004. Survey on 
of Maternity Foundations and 
Surgical Supports. 

Corset & Underwear Review 
reports on a marketing survey of 
maternity foundations and surgi- 
cal supports, including department 
store vs. specialty shop breakdown, 
per cent of doctor referrals and 
fitting procedures. 


No. 7005. Corsets and Allied Gar- 
ments—Distribution of Sales 
by Products. 

This report offered by Corset & 

Underwear Review shows a com- 


parison of per cent of total sales| 


in 1947 and 1954 of corsets, ban- 
deaux and allied garments. 


No. 7006. Production of Corsets and 
Brassieres. 

This table compares the quan- 
tity and sales value of corsets and 
brassieres produced in 1947 and 
1954, as reported by Corset & Un- 
derwear Review. 


the Selling | 


|No. 7015. Best Selling Types 
Sheets and Pillow Cases. 

| A survey by Linens & Domestics 

|showing the best selling fabrics, 

styles and colors of sheets and pil- 


of 


child population by age groups and 
| sex with the average annual toy 


sales volume by state is included | 
in this study by Toys & Novelties. | 


No. 7021. The Market 
Leather Goods. 


for Small 


1954 of shipments of small leather 
goods by type, in volume and per 
cent of increase shipped, the in- 
crease in sales yearly between 
1939 and 1955 and the distribution 
|of sales in different types of out- 


low cases in department and linen | lets are included in this survey by 


stores. 


No. 7016. The Bed Pillow Market. 

Information on the selling mer- 
|its of three types of pillows, with 
;sales breakdowns of each from 
eight buying offices, as compiled 
by Linens & Domestics. 


re- | 


|No. 7017. The Market for Hobby 
and Craft Items. 

This survey shows what kind of 
stores carry hobby and craft items, 
what per cent of their sales are in 
these items, the sales increase or 
decrease in the first half of 1956, 
and relative comments by re- 


spondents. Survey was made by | 


Toys & Novelties. 


No. 7018. The Market for Jewelry 
Boxes. 
This survey by Luggage & 
Leather Goods, reports that simu- 


lated leather jewelry boxes are the | 


best sellers for this market. Also 
included are the most important 
selling periods and price levels. 


No. 7019. Canvas Car Bags. 


Luggage & Leather Goods re-| 


ports on a survey of seven luggage 
buyers who reported on per cent of 


canvas car bags sold in relation to} 


| total volume of luggage sold, what 
department they are sold in, and 
price range. 


No. 7020. The Luggage Market. 

This survey by Luggage 
| Leather Goods includes location of 
luggage manufacturers, a compar- 
ison of the different types of lug- 
gage shipped to retail outlets in 
1947 and 1954 by quantity and dol- 
lar value; a monthly breakdown of 


luggage sales in 1955; distribution | No. 7028. Retail Hardware Market | duction and consumption in 21 


of luggage sales by state; and lead- 
ing advertising and selling points 
important in the merchandising of 
luggage. 


No. 7024. Retail Hardware Mar- 
ket for Builders’ Hardware. 

This national survey by Hard- 
ware Age shows per cent of hard- 
,; ware dealers who sell builders’ 
| hardware, their total sales of these 
products in 1954, specific sales 
data for 12 typical items and num- 
bers of brands sold. 


No. 7023. An Analysis of the Toy 
Buying Power in America. 
A state-by-state analysis of 


& | 


| Luggage & Leather Goods. 


| No. 7022. The Toy Market. 

This 88-page survey by Toys & 
Novelties offers a guide to the $1.3 
billion toy market. Includes infor- 
| mation on channels of distribution, 
|costs and discounts, sales organi- 
zation, packaging and financing, 


| A comparison between 1947 and | 


7030. Retail Hardware Market 
for Paint and Sundries. 

This survey by Hardware Age | 
|reports the per cent of hardware | 
|dealers who sell paint and sun-| 
dries, specific sales data for 21 
| items, number of brands sold and 
|per cent of dealers who sell lead- 
| ing brand. 


| No. 


No. 7031. Retail Hardware Market | 
for Sporting Goods. 

This survey by Hardware Age 
shows per cent of hardware deal- | 
ers who sell sporting goods, their | 
total sales of these products in 
1954, specific sales data on 25 typ- 
|ical items and number of brands 
sold. 


No. 7032. Retail Hardware Market 
for Plumbing Supplies and Wa- 
ter Systems. 

A survey by Hardware Age in| 
| which are shown the per cent of 
hardware dealers selling plumb- 
ing supplies and water systems, | 
specific sales data for 21 items, 
jnumber of brands sold and total 

sales of such products in 1954. 


| No. 7033. Marketing Map of Chain 
| Variety Store Field. 

This map, issued by Chain Store 
| Age, shows the location by state | 
of 12,527 stores run by 1,873 chains 
|of two or more stores, sales for 
1955 by 11 variety chains, volume 
by single variety stores, total na- 
tional volume, major warehouse | 
locations and cities with buying | 
and district offices, plus other im- 
portant data on this market. Sin- 
gle copies free, three or more 
maps are $1 each. 

No. 7034. RC-22 Grocery Advance | 

News. 

This monthly news letter pub- 
lished by Chain Store Age shows 
sales by regions for two months 
previous and per cent of gain or 
loss for the U. S. and various are- | 
'as, in chain grocery and super-| 
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sell and install mufflers and tail 
pipes, where they buy these parts, 
how many jobs are done per 
month, and what brand of parts 
is preferred. 


No. 7142. i ems Bought by Hand- 
bag Department Buyers. 

This subscriber survey, con- 
ducted by Handbags & Accessor- 
ies, lists the frequency with which 
department store handbag buyers 
carry seven accessory items. 


No. 7143. Survey on Customer Re- 

actions to Department Stores. 

This survey by Department 
Store Economist summarizes the 
results of interviews with almost 
50,000 women in various areas on 
what they buy and why, and their 
general attitudes toward depart- 
ment stores and competing re- 
tailers. 


No. 7144. Plastics Products Opin- 
ion Poll. 

This study of plastics products 
buyers by Department Store Eco- 
nomist gives details on buyers’ at- 
titudes toward plastics products 
including whether the products 
live up to manufacturer’s claims, 
information needed by salespeople 
and buyers about plastics, prog- 
ress made in these products and 
various points on customer reac- 
tions when buying products made 
of plastic. 

No. 7145. 1957 Housewares Buy- 
er’s Log and Promotion Plan- 
ning Calendar. 

This 64-page booklet by De- 
partment Store Economist offers 
an analysis of sales of 24 lines in 
the housewares field, together 
with a month-by-month list of 
suggestions for different types of 
promotions. Cost is $1 per copy. 
No. 7146. Basic Stock List 
Housewares. 

Department Store Economist of- 


of 


along with charts showing number | market stores. Also includes new | fers this revised basic stock list 


of manufacturers and jobbers, and | developments, trends, and stores | for 


monthly breakdown and _ dollar 


value of shipments. 


No. 7025. Retail Hardware Market 
for Carpenters’ and Mechanics’ 
Tools. 

This survey by Hardware Age 
|indicates per cent of hardware 
dealers selling carpenters’ and 
mechanics’ tools, specific sales 
data for 19 typical items, total 
sales volume in 1954, number of 
brands sold and per cent of dealers 
who sell leading brand. 


No. 7026. Retail Hardware Market 
for Housewares. 

A survey pointing up per cent 
of hardware dealers selling house- 
wares, total sales of these products 
in 1954, specific sales data for 40 
items and number of brands sold 
as reported by Hardware Age. 


No. 7027. Retail Hardware Market 
for Industrial Supplies. 

The per cent of hardware deal- 
ers selling industrial supplies such 
as grinding wheels, v-beits and 19 
other items, their total sales of 
these items, number of brands sold 
and per cent of dealers selling 
leading brand are included in this 
survey by Hardware Age. 


| for Lawn & Garden Merchan- 
dise. 
| Hardware Age’s survey shows 


|per cent of hardware dealers sell- | 


|ing lawn and garden merchandise, 
| how many brands they sell, and to- 
{= sales of these products in 1954. 


'No. 7029. Retail Hardware Market 
for Major Appliances. 

The market for major appliances 
lin hardware stores is reported in 
this survey by Hardware Age and 
includes the number of hardware 
|dealers who sell them, specific 
|sales data for 18 items, their total 
|sales in 1954 of major appliances 
and the number of brands sold. 


land warehouses planned or under 
construction. 


| No. 7035. Product Study No. 1.| 
Household Supplies. 
| This reprint of an article from 
Chain Store Age-Grocery Edi- 
tions, provides merchandising ide- 
las for grocery supermarkets on 
lsuch items as cleansers, laundry 
|supplies, cleaning implements, 
‘canning needs, garden supplies 
|and other items. Single copy free, 
| additional copies, 20¢ each. 
No. 7036. Product 
Outdoor Eating. 
Reprint of an article from Chain 
| Store Age-Grocery Editions points 
up ideas for grocery stores on how 
to capitalize on the outdoor eating 
trend including ideas on both food 
and supplies. Single copy free, ad- 
ditional copies, 20¢ each. 


Study No. 2. 


No. 7137. Licensed Feed Manufac- 
turers in 21 Eastern States. 
Eastern Feed Merchant offers a 
list of the number of home-state 
and out-of-state feed manufac- 
turers in 21 eastern states. 


| No. 7138. Formula Feed Production 
and Consumption. 
| Tonnages of formula feed pro- 


eastern states for 1955 are shown 
in this report by Eastern Feed 
Merchant. 


| No. 7140. The Golf Market. 

Golfdom-Golfing offers this bro- 
chure on the golfing industry, 
showing its size, number of golf 
courses by state, and equipment 
bought and by whom. 


No. 7141. Survey on Brake & Muf- 
fler Services Done by Gasoline 
Service Stations. 


Gasoline Retailer has published 
results of a survey showing how} 
|many gasoline service stations | 
| perform brake services, how many ! 


housewares buyers indexed 
under 23 separate areas of mer- 
chandise, indicating sections or 
shops and listing products that 
should be carried in each. Cost is 


| $1 per copy. 


No. 7147. Income Gains 
South and Southwest. 
This graph, published by W. R. 
C. Smith Publishing Co., shows the 
increase in income payment to in- 
dividuals in the South and South- 
west from 1939 to 1955. 


in the 


No. 7148. Retail Sales by Service 

Stations. 

This single-page chart, pub- 
lished by Irving-Cloud Publishing 
Co., shows the upward trend in 
dollar sales volume of U. S. ser- 
vice stations from 1945-56. 


No. 7149. A State Breakdown of 
Retail Sales Increase in the 
United States. 

This data sheet issued by South- 
ern Hardware, lists the increase in 
retail sales by per cent, for each 
of the 48 states from 1939-55. 


No. 7150. The Electric Customer 

Market. 

This single-page bar chart, pub- 
lished by Electrical South, shows 
the total number of residential 
and rural electric customers in 
1956 by regional areas. 


No. 7037. Product 

Candy & Gum. 

This article reprinted from 
Chain Store Age-Grocery Editions 
offers merchandising ideas on can- 
dy and gum for groceries and su- 
permarkets. Single copy free, ad- 
ditional copies 20¢ each. 


Study No. 3. 


No. 7038. Product Study No. 

Paper Sales. 

With paper sales in groceries 
and supermarkets jumping 75% 
between 1950-55, this article by 
Chain Store Age-Grocery Editions 
offers ideas to cash in on this mar- 
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ket. Single copy free, additional | gross margin and average inven- 


copies 20¢ each. 


No. 7039. Product Study No. 
Canned Goods. 

Chain Store Age-Grocery Edi- 
tions’ article offers information on 
this $2 billion market pointing up 
how chain supermarkets are sell- 
ing these goods, percentage of 
canned goods products sold to each 
$1,000 of sales and how to get more 
canned good sales. Single copy | 
free, additional copies 20¢ each. 


5. 


No. 7040. Retailing’s Role in Amer- 
ica’s Progress. 

This 24-page study published by 
Chain Store Age gives a compre- 
hensive picture of the future of 
the retail business in the U. S. In- 
cludes data on gross national prod- 
uct from 1947 projected through 
1965, consumer credit figures, fig- 
ures on industrial expansion, and | 
comments by leading retailing au-| 
thorities. Single copy free, addi-| 
tional copies 25¢ each. | 


No. 7041. RC-10. Chain Drug News. | 

Monthly news letter by Chain 
Store Age giving trends and de- 
velopments in chain drug store 
field, self-service trends, new) 
store openings and other pertinent | 
data. 


No. 7042. A Survey on Showers, 
Tubs and Combination Tubs- 
Showers, F-113. 

This survey by Tourist Court 


Journal points up the potential 
market to be found in _ tourist 
courts-motels for showers, tubs, | 


and combination tub-showers. 


No. 7043. A Survey on Plastic Wall 
Tile, C-114. 

Results of a survey taken by | 
Tourist Court Journal among tour- 
ist court-motel owners and opera- | 
tors on plastic wall tile, its uses, 
performance and appearance. 

No. 7044. A Survey on Paints, | 
R-115. 
This survey by Tourist Court 
Journal covers the potential mar- | 
ket for paints in the tourist court- 
motel industry, including informa- 
tion on annual purchases, brands, | 
types of paint used for both ex- 
teriors and interiors, and who does 

the painting and when. 


No. 7045. A Survey 
cides, I-116. 

The use of insecticides in tourist 
courts-motels is given in this sur- 
vey by Tourist Court Journal and 
includes data on brands, cost and 
insect control. 


on Insecti- 


No. 7046. Analysis of the Garden 
Supply Market. 

This study by Garden Supply 
Merchandiser sketches background 
and growth of garden supply trade, 
both retail and wholesale distribu- 
tion patterns, geographical distrib- 
ution of potential consumer mar- 
ket and tells how manufacturers 
can reach the market. 


No. 7047. Merchandising Ideas for | 
Lighting Supplies. 
This feature by Hardware Re-| 
tailer offers marketing possibili- | 
ties for domestic lighting and ac- 
cessories through retail hardware 
stores. 


No. 7048. Hardware Wholesaling— | 
The Giant Nobody Knows. 

This 68-page reprint from Hard- | 
ware Retailer gives an analysis of | 
the marketing role of hardware | 
wholesalers with graphs and arti-| 
cles on the number of persons in | 
this industry, annual sales volume, | 
catalog production and ideas for | 
the retail hardware dealer. Cost is | 
35¢ per copy. 


No. 7049. Furniture Store Oper- 
ating Experiences. } 
This 10-year study by National | 
Furniture Review covers the years | 
1946-1955 and provides compari- | 
sons of sales, inventory turnover, 


wie Soa 


tory and percentage of inventory 
| from year to year. 


No. 7050. 1957 Market Report on 
the Swimming Pool Industry. 


This eight-page brochure pub- | 


lished by Swimming Pool Age con- 
tains detailed figures on existing 
| swimming pools by types, location, 


| sued by Chain Store Age, 
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,.. Available Market Data—Distribution 


lists| TO secure copies of data listed, use the handy coupons 
stores and warehouses planned or | 
under construction by chains in| ment, building supplies and acces- 
all fields, by states, and for Cana-| sories, and their ad agencies. 


Building Reports. 
| This monthly newsletter, 


| Fountain Construction Modern- 


ization Report. 
da. Offered free to advertisers of | This bi-monthly newsletter by 
| construction material and equip-|No. 7056. Chain Restaurant and|Chain Store Age lists stores 


|supplies and equipment used, pias | ial 
data on the new pool and replace- wk 
ment equipment market. 


over 280,000 tv sets! 
over 1,000,000 pairs of eyes! 


The Rockford TV Area—illinois’ Ist market outside Chicago—is 
400,195 families strong, with $2,357,080,000 income, It embraces 
rich farm counties whose cities house industrial giants like General 
Motors, Fairbanks-Morse, Parker Pen, Burgess Battery, Sundstrand ... 
The most recent viewership survey again shows WREX-TV as the 
favorite, by better than 3 to 1. It's favored by advertisers too . 
for its consistent results, at much lower cost per thousand. 


No. 7051. A Study of Independent | 
Air Conditioning and Refriger- | 
ation Wholesalers. 

Commercial Refrigeration & Air 
Conditioning offers this study of 
476 leading air conditioning and | 
refrigeration wholesalers, showing 
the principal major equipment 
lines they carry and brand pref- 
erences for these lines. 


WREX-TV-Channel 13 + rockrorp - 1LLINOIs 


CBS + ABC 


represented by H-R TELEVISION, INC. AFFILIATIONS 


telecasting in color... 


No. 7055. RC-16. Chain Store | 


® 251,970 TV HOMES (IN THE WTHI-TV VIEWING AREA) 


e CBS, NBC, & ABC TELEVISION NETWORKS 


TERRE HAUTE, INDIANA 


and RADIO, too! 
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To secure copies of data listed, use the handy coupons 


planned or under construction in 
fields active in installing restau- 
rant and fountain equipment. Sup- 
plied free to Chain Store Age ad- 
vertisers of construction material 
and equipment, building supplies 
and accessories, and their adver- 
tising agencies. 


No. 7057. Survey of Presbyterian 
Churches. 

Offered by Presbyterian Life, 
this pamphlet lists new construc- 
tion planned by Presbyterian 
churches, items they now own and 
intend to buy such as furnishings 
and equipment, office machinery, 
educational and program aids, and 


Who Uses and 
Who Supplies 
Premiums? 


In the May issue of fast-stepping 
ADVERTISING REQUIREMENTS 
you'll find a comprehensive report 
on the extensive survey just com- 
pleted by the Premium Advertising 
Association of America. 

The survey questioned 14,894 
companies on their premium habits. 

Don’t miss this unusual opportu- 
nity to get inside information. Clip 
this ad, attach $3 to your business 
letterhead, mail today for a year’s 
(12 issues) trial starting with the 
big, informative May issue. 

ADVERTISING REQUIREMENTS 
covers everything an adman must 
do except buy time or space. Your 
money back if not pleased beyond 
expectation. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


kitchen and housekeeping appli- 

ances. 

No. 7058. Market Study of the 
Mobile Home Industry. 

This study made by Trailer 
Dealer in June, 1956, and now re- 
vised, includes wholesale and re- 
tail methods employed by mobile 
home industry, buyer preferences, 
industry trends, and survey stud- 
ies of prospects and buyers. 


No. 7059. Survey of Prescription 
Sales. 

This annual survey of prescrip- 
tion sales prepared by American 
Druggist offers a breakdown of 
these sales by chain drug stores, 
independents with and without 
fountains, the total number of 
prescriptions filled and value for 
each of 25 major types. 


No. 7060. Survey of Self-Service 

Retail Drug Stores. 

This survey, conducted by 
American Druggist, reports the 
number of drug stores adopting 
self-service methods, broken down 
by chains and independents and 
by sections of the country. 


No. 7064. Drug Store Sales Trends. 

American Druggist publishes 
this fortnightly survey of trends 
in over-all drug store sales, for 
chains and independents. 


No. 7065. Decorating Departments 
in Furniture Stores. 

Furniture Retailer & Furniture 
Age offers this survey of decorat- 
ing departments in furniture 
stores including training required, 
methods of compensation, jobs un- 
dertaken and advertising methods. 


No. 7066. Furniture Store Inven- 
tory. 
This study by Furniture Retail- 
er & Furniture Age shows the 


Every week 82.4% of the radio 
families in the area listen to 

KCBS Radio, San Francisco... 
more than to any other station! 


frequency with which 29 home 
furnishing items are carried in fur- 
niture stores, including a break- 
~down of sales volume by category. 


No. 7061. Drug stores in Shopping 
Centers. 

American Druggist offers a 
study of drug stores located in 
shopping centers pointing up how 
they differ from other drug stores 
in sales and traffic, and broken 
down by major types of shopping 
centers: regional, community or 
neighborhood. 


No. 7062. Prescription Trends. 

This fortnightly prescription 
survey, published by American 
Druggist, shows product type, per- 
centage of refills, percentage com- 
pounded and average price of 25 
major types of prescription prod- 
ucts. 


No. 7063. Sales 
scriptions. 


Trends of Pre- 


trends on 25 major types of pre- 
scriptions, presented by American 
Druggist, is broken down by pro- 
fessional pharmacies, urban and 
rural drug stores, chain drug 
stores and hospital pharmacies. 


No. 7067. Market for Infants’ and 
Children’s Wear. 

This survey offered by Infants’ 
& Children’s Review classifies the 
children’s market according to age, 
sex and state. 


No. 7068. Marketing Map of the 
Chain Drug Field. 
This map issued by Chain Store 


| 


| 


|feed and baking 


Age shows the location by state 
of 8,400 chain drug stores, break- 
down of sales by groups, how they 
buy and sell and number of buy- 
ing offices per state for chains of 
three or more stores. Single copy 
free, three or more, $1 each. 


No. 7069. The Chain Store Equip- 
ment and Construction Mate- 
rial Market. 

This survey by Chain Store Age 
shows projected expenditures and 
number of new stores and units to 
be built or remodeled in 1957 and 
the number of planned shopping 
centers scheduled to open in 1957. 


No. 7070. Study of the Grain In- 
dustry. 

This almanac published by 
Northwestern Miller offers facts 
and figures on the flour, grain, 
industries, and 
includes summaries of federal and 
state regulations, and statistics on 
production, distribution and con- 
sumption of products used and 


NOW — delivering you 
a market of more than 
a quarter-million TV 
families with our 

new maximum power, 
and 1,000 foot tower. 
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WEAU TV 


EAU CLAIRE, WISCONSIN 


See Your Hollingbery Man 


This bi-monthly survey of sales | 


Use the Coupons 
in Requesting Data 


manufactured. Price is $2 per copy. 


No. 7071. Air Conditioning Deal- 
ers. 

This information, compiled by 
Commercial Refrigeration & Air 
Conditioning, includes data on a 
group of air conditioning dealers 
and shows the scope and size of 
their sales and service organiza- 


tions, buying habits and brand 
preferences in major equipment 
lines. 


No. 7072. The Changing Air Con- 
ditioning Market. 

A study of the activities, buying 
habits and brand preferences of 
275 refrigeration and air condi- 
tioning contractors, published by 
Commercial Refrigeration & Air 
Conditioning. 


No. 7074. Where Toys and Relat- 
ed Items are Carried. 

A survey by Toys & Novelties 
reveals the type of outlets which 
carry toys, games, books, hobby 
and craft items, and related mer- 
chandise and an analysis of sales 
volume. 


No. 7075. Items Bought by Linen 
Buyers. 

Linens & Domestics presents re- 
sults of a survey of their subscrib- 
ers which shows the frequency 
with which they carry 60 
and domestic items in department 
| stores and linen specialty shops. 


No. 7076. The Oil Heating Market. 

This study by Fueloil & Oil 
Heat contains estimates of sales 
in 1956 of oil heating equipment 
in comparison with past years and 
includes the dollar volume in re- 
tail and factory sales. 


No. 7077. The Fueloil Market. 

This 16-page report by Fueloil 
& Oil Heat of a survey of fueloil 
distributors includes data on man- 
agement practices, margins and 
profits, volume sold, and number 
and type of customers. 


No. 7078. The Oil Heating Service 
Market. 

This survey conducted by Fuel- 
oil & Oil Heat among oil heating 
dealers, covers service manage- 
ment and practices with statistics 
on sales activities of service de- 
partments, servicemen’s wages 
and service rates, contracts and 
department transportation. 


No. 7079. The Oil-Fired Boiler 
Heating Market. 

Trends in oil-fired boiler sales 
are presented in this report by 
Fueloil & Oil Heat, with a state 
breakdown of residential and com- 
merical units in operation and 
geographical concentration of boil- 
er sales. 


No. 7080. The Oil-Fired Warm 
Air Heating Market. 

This report by Fueloil & Oil 
Heat includes tables showing the 
per cent of oil-fired furnaces in 
operation and a state breakdown 
of this equipment. 


No. 7081. How Oil-Heating Deal- 

ers Can Sell Air Conditioning. 

This report on the growth of air 
conditioning sales activities among 
oil-heating and fueloil dealers is 
offered by Fueloil & Oil Heat. 
Two charts are presented, show- 
ing oil-heating sales and service 
and fueloil deliveries which indi- 
cates how selling air conditioning 
equipment can fit into their sales 
picture. 


No. 7082. The Commercial & In- 
dustrial Oil-Burning Market. 


linen | 
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This four-page folder published 
| by Fueloil & Oil Heat summarizes 
the market for commercial and in- 
| dustrial oil-heating equipment and 

accessories. It shows a _ state 
| breakdown of distillate and resid- 
ual oil jobs in operation. 


No. 7083. Electric Heating Market 
Analysis. 

Charts and tables showing geo- 
graphical distribution trends of 
electric home heating, types of 
electric heating, power rates and 
forecast of electric heating growth 
in the next eight years are pre- 
sented in this survey conducted by 
Electric Heat & Air Conditioning. 


No. 7073. Items Bought for Lug- 
gage Stores and Departments. 
A survey by Luggage & Leather 
Goods of items carried in luggage 
stores and departments, including 
a breakdown of departmental 
sales. 


No. 7007. Brand Importance 
American Glassware. 

A survey by Crockery & Glass 
Journal of department stores, jew- 
'elry stores and other specialty 
| stores carrying glassware discloses 
brands of American glassware car- 
ried and the lines that sell best. 


in 


No. 7008. Information on Attend- 
ance at Chicago Furniture 
Shows. 

Survey conducted by Furniture 
| Retailer & Furniture Age compares 
| attendance at three consecutive 
| Chicago furniture markets, includ- 
| ing per cent of furniture inventory 
| ordered, methods of ordering bal- 

ance required and dealer com- 

| ments on the shows. 

No. 7009. Customer Traffic in 
Furniture Stores and Furniture 
Departments. 

| Furniture Retailer & Furniture 

Age reports annual number of cus- 

| tomers in department store furni- 

ture departments and furniture 
stores, from survey of its subscrib- 
ers. 


No. 7010. The Importance of Fit- 
| tings in Handbags. 

| Survey by Handbags and Acces- 
| sories indicates the influence of 
change purses, slide fasteners, 
mirrors and combs in retail sales 
of handbags. 


No. 7011. Bath Shops in Depart- 
ment Stores. 

This survey, conducted by Haire 
Publishing Co., indicates the ex- 
tent of separate bath shops in lin- 
ens and housewares departments 
of department stores with com- 
ments from buyers on proportion 
of sales in the bath shops. 


No. 7012. Marketing of Household 
Gloves through Housewares 
Outlets. 

A survey by Housewares Re- 
view on type and brand of house- 
hold gloves carried in housewares- 
hardware stores and department 
stores. 


No. 7013. The $2 Billion House- 
wares Market. 

A breakdown of the housewares 
market with monthly percentage 
figures of houseware sales in each 
of the 12 Federal Reserve districts 
and map showing distribution of 
sales in the districts. Presented by 
Housewares Review. 


No. 7084. Gas Heat Market Report. 

Gas Heat presents this 12-page 
folder showing data on the growth 
of gas heating, state breakdowns 
of gas and water heating sales and 
units operating and trends in 
sales, prices and size of heating 
and air conditioning equipment. 


No. 7085. Gas Heat Opportunity 
Surveys. 

This survey of gas heating mar- 
kets across the country shows 
the most active areas for gas 
heating in 1957, with a map show- 
ing areas with natural gas. Pub- 
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lished by Gas Heat. 


No. 7086. The Story of Industrial 

Distributors. 

Industrial Distribution has pub- 
lished this 24-page survey of in- 
dustrial distributors, which dis- 
closes who, what and where they 
are and their importance to in- 
dustry. 


No. 7087. Sporting Goods. Buying 
& Selling Guide. 

Sporting Goods Dealer has pub- 
lished this survey of when dealers 
and jobbers buy sporting goods 
lines such as fishing, hunting, 
golf and picnic equipment. The re- 
port includes a sales rating of 24 
types of sporting equipment. 


No. 7088. The Institutional Market 
for Food. 

Institutions offers this complete 
report on the general mass feed- 
ing market for all types of food 
products with a “how-to” analysis 
of effective selling points and dis- 
tribution possibilities. 


No. 7089. The Institutional Market 
for Frozen Foods. 

This market survey by Institu- 
tions describes how institutions 
use frozen foods of all types, how 
to sell this"market, what institu- 
tions have purchased in the past, 
and market trends and potentials. 


No. 7090. The Institutional Market 
for Air Conditioning Equip- 
ment, 

The dollar volume of institu- 
tions-field purchases of air con- 
ditioning equipment from 1954 
projected through 1959 is pre- 
sented in this market survey re- 
port by Institutions, and points 
up the need, potential and current 
saturation of all types of air con- 
ditioning equipment in this field. 


No. 7091. The Plumbing, Heating 
& Air Conditioning Equipment 
Market. 

This comprehensive report by 
Domestic Engineering offers a 
guide to the factors affecting the 
sale of plumbing, heating and air 
conditioning equipment, broken 
down by states and type of market. 
A sales quota can be determined 
by using the indices of these fac- 
tors presented by states. Free to 
advertisers and agencies, $5 per 
copy to others. 


No. 7092. The Warm Air Heating 
Market in New Construction. 
This report published by Dom- 
estic Engineering of a government 
survey lists the number of fur- 
naces by type of unit, fuel used 
and regional location which were 
installed in new non-farm houses 
during the first half of 1950. 


No. 7093. Leading Areas in Home 
Building, 1954-55. 

This survey by Domestic Engi- 
neering shows the amount of new 
home building for 1954-55 by re- 
gions of most concentrated con- 
struction with the dwelling-unit 
rate per 1,000 population. 


No. 7094. The Wet Heating Market 
in New Construction. 
Domestic Engineering presents a 
report on boiler type heating in- 
stalled in new houses in 1950 by 
regions in the U. S. 


No. 7095. The Plumbing and Ap- 
pliance Market in New Con- 
struction. 

The installation and usage of 
plumbing and appliances in new 
construction is reported in this 
study by Domestic Engineering. 
The report is broken down by 
regional areas of the U. S. and in- 
cludes data on specific types of 
water piping, plumbing fixtures, 
individual kitchen appliances and 
kitchen counters and cabinets. 


No. 7096. Shipments of Heating 


Domestic Engineering has pub- 


lished this detailed t fac- 
tory shipments of all types of|| LQ OBTAIN MARKET DATA USE THIS COUPON 


heating equipment for 1950-55, in 
unit and dollar volume. 


No. 7097. Shipments of Plumbing . . ° 
Equipment, 1950-55. 200 E. illinois St., Chicago 11, Il. 


Domestic Engineering presents 


a complete report on factory ship- Please send me the following market data (insert number of each item wanted): 


ments of all types of plumbing 


Readers’ Service Dept., ADVERTISING AGE 


equipment for 1950-55. 


No. 7052. An Analysis of the Cath- 


olic Institutional Market. 


This study produced by Catho- 
lic Building & Maintenance offers 
data on this $5.2 billion market 
including information on popula- 
tion, construction, food consump- 
tion and who does the purchasing Compeny 
for Catholic institutions. 


Name 


Address 
No. 7053. Planning Store Adver- 
tising. City & Zone 
The U. S. Department of Com- 


... Title 


... Stote 


There are two sides to most situations... 


pom 
Pe. 


i 77 


It pays fo cross 
the Delaware 


Equipment, 1950-55. 


Represented nationally by GEORGE A. McDEVITT CO., INC, New York @ Chicago 


Cartoon idea contributed by George C. Miller, Leo Burnett Co., Chicago 


Philadelphia 


This 


is fundamental 
advertising business, of course—and it applies particularly to 
promotions launched in the rich Delaware Valley. 


And there are two sides to the 


DELAWARE VALLEY 


A strong appeal, directed to the right audience by the right 


method, invariably gets results. in the 


You'll find the right audience—as well-heeled and free-spending 
as you could hope for—in the New Jersey half of the Valley. 
You'll also find there the right media with which to get your 
story across: the CAMDEN COURIER-POST and TRENTON TIMES. 
No other dailies can give you broader coverage. 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


Pittsburgh 


Detroit 


les Angeles 


pee co) 6, eae tae aS Ces "oS Sc TR Ae ee ee eS bE eae ieee eae SM Re ce ey eile fg ee ae Be ee a Late aa ae 
ie ee ee ae le oo gf wen, & ae 6 oe 
iNet ies Sd A Roe 1S oS At a me A) oe I ag 5S ee ey a ee Pen 3 a em pee ae OO a lean, eR ex 
: . Se meant eco nye > et fe, iia =~ ee ere e's yo eee aia oe ee ee ee es ere om eee Wie.” ad i ee BRK a ad 
: , re 2 ie ee Mu : ee athe ‘: WE dee —" ee fee Ss ck = Se en ee oe aan: gma Me, it tide >. Tae 
aes tine . tae ey EF Pal Ragin fe Bee i k epee: ; 7 By mE che ees. ae “ oa: : a ae ideas e e 
Po a 
a 
oa 
| ae 
' ee 
EE ‘ 
x 
ee wl 
= 
y “- , ; 
Ss ssi seis sith essen inasiieeaeitsinemen 
| Sas 
| a I 
| : a 
) | vir K » ».% 
eg* | 7 ; Bi 
| «* WS, g * 
; : \ e ve . 
* ‘ 
| a = \\ ‘ ” 
| iy _ 2) ~ & — 
. J ss . ?. ne 
| 4 a roe L—_ = ee oes : 
——— j 4 5 a <4 ———— 
! i ; Us 
| 1 Y? gh ‘ 
, mA ey 
ry : ae 
4 iP oh ry [en . r ‘ 
; CoN ¢ A F,/ | 
| ee woh * v/s f , ie _ 
Mies [Fe LA 1) s7e- - 
: Renta BRIE AATCC AAAs 4 7 . a i" 
{ | —— en i vette sigs: j i 
we —— ree y 5 Fs a 2 Bo EH Ba. eee . 
{ Ce ¥* , oi a3 eS os = 2 i i : Be ie ’ i 
’ 4 Fe a ™ - “i = 4 FS Rie A Ke : 
«= & . i alle bist ; - 
ovr i ==> = A G& 2 . 7 
Snr UE 8 GE ome on ns _ Be O\B/e : 2 
{ | . ee ee ee ee d , as - si ‘a 
| hak. a , ar, Oe a - 
| ——_6 ——* | | err = 
_ os | ~ cage a wey 
: ge ical No ee bie 
' mae \' fee ee ea ‘ 4 ‘ * 
t | — : it, 4 cst PRE 3. aici: a A i io : Ps r . a) A = | 7 
< a Seep : oe <=, " 
re aa ~ , a CZ ‘ Ki —_ ~—ap V/ 
” ig Rare neem Saar /) a, —— 
| - = gee Se je a - a —— x fe eevee, ia 4 . .. | “ae 
+ —_ ¥ - ~ x . 
-- “ tm —_ 2 ft ae 
wal a -- - _ f ee eal ie 
— = _ — ae 
_ aa 4 
i eeee—SSC‘is : ra 
| igs 
ee ie 
{ —_—_—_—_—— —_—_—_—_—_—_—_——_—— : 
} ae 
) ae 
‘ | Bow 
! ee Aird 
| ee = 
} tg 
a ae 
<A « i 
, San 
’ -ale> a 
BERen Stays 1 
: <s ire sa 
| ‘ it SSS 
v pews |. P 
| ~ ~ 
“4 | CAMDEN | 
~ 7 
roy 7 ihe 
a ’ “ant nas 
, Bio a 
¢ % Be, : . 
¢ VN IN O_O 
| | of = 
: * Wes 
' 
a ‘Gh 
} es 
a ne ° ne... ea 2. es... ee 
i 2 Mi 4 - ZL ~e® a f eS - “2° » hed < : 
a 2 pee rs gee vied q e - later EE a idl SSE Le a eee PS emery perrere ncenas eed We oe tis es Pee a ee ee ee 
nee ee ee ee ee eo a Sa ae ek a) eee eee PE er inves Sn Uae ae ee en a 
: ; he iris et eet hak fe Ge ee oe Dig aaa ah NG ae Sa Se ai ek a gr er | eee ee Ae Rar a 5a Mats Wangeee ever fC Sesto es Seat Pt ee ee ee ee 
ai 2 grigtitte ee Prat, PU, 71S Nulde ote ANS ae ise 2 ee ee rN oh ae ae tad 7 - a Pty Rei alow kas / A RE Me 0 SE tS tay St re re oS ae oi ae +, Ae ghee emacs phy 
nae ee eae go - pi SL 3 i Rae Gee eee aR a Pe ee genes Pes Si ee By <0 ean ag mee de ee ees mer pga. <pattige 
eae pee : * © 3 Seah heat pe ey Pein eeRN eo 4) ee ee lle ‘ Ee 2 aS ee ee gt tT 


124 


Available Market Data—Distribution 


To secure copies of data listed, 


use the handy coupons 


merce offers this comprehensive 
advertising plan for store owners 
including what should be includ- 
ed, how far ahead to plan, how to 
determine advertising appropria- 
tion and a breakdown by type of 
store of per cent of sales allocated 
to advertising. 


No. 7054. Study of Mobile Home 
Parks. 
This study by Trailer Park Man- 


agement offers information on mo- | 


bile home parks, with data on its 
growth, importance of the parks to 
industry, types of purchases by 
park operators, survey of park fa- 
cilities and what it offers. 


| the growth in the restaurant in- 


dustry with data on geograhical 
distribution, problems, trends and 
opportunities in this field for 
manufacturers, and includes a 
breakdown of expenditures, buy- 
ing practices and influences, fre- 
|} quency of food buying, and how 
| to sell to restaurants. 

| No. 7101. A Sales Analysis of the 
Motel Market. 

American Motel has published 
this booklet which provides a de- 
scription of the motel industry, 
product consumption figures, mo- 
tel facilities, preference for motels 
over hotels, and gives seven steps 
| to motel sales. 


| ection of the population and in-| states, city size and percentage of 
dustrial future for each of the| sales volume by size of city. 
| States with specific natural = 
sources and industries discussed. | No. 7113. The Service Station Mar- 
ket. 
|No. 7105. Directory of Western| This 18-page booklet published 
|by Super Service Station reveals 


Hardware Wholesalers. 

This directory published by|information about the $14 billion 
Hardware World lists major and| service station market, including 
specialty suppliers to hardware | the number of service stations by 
retailers in 12 western 
showing territories covered, de-| provided by the stations and fre- 
partments and special activities of | quency of customer traffic. 
each company. 

|No. 7115. Survey on Frozen Food 

No. 7106. Farm Equipment Dealers | Sections in Food Stores. 
in the South and Southwest. | Selling Research Inc. conducted 
Southern Farm Equipment, and|extent of frozen food distribution 
based on the 1954 census of busi- | today as compared with a year 
ness, lists farm equipment dealers | ago, frozen food space increase or 
in the South and Southwest by | decrease by geographic area, chain 
total number of establishments | or independent, and size of store 


This data sheet, prepared by|this survey which points up the | 


No. 7098. A Research Study of the | 
Appliance, TV and Radio Re-|No. 7102. Processed Baby Food 
tail Market. Sales to Armed Forces Fam- 

This comprehensive study pub- | ilies. 

lished by Mart, of the appliance, | This survey published by Mili- 

tv and radio markets, is based on | tary Market, lists processed baby 

the 1954 Census of Business. The| food purchases by military per- 
report covers over 40,000 outlets| sonnel, with specific data on av- 
and shows a breakdown of sales| erage price, annual dollar volume 
by key cities, small towns, metro-/| and average annual individual ex- 
politan areas and counties, in-| penditure per service baby. 

cluding the number of retailers in | 
each area. No. 7103. Greeting Card Sales 

Through Military Outlets. 

No. 7099. Survey of Beer, Wine,| Military Market has issued this 
Ale and Soft Drinks Sold in| report showing the daily and an- 
Restaurants. |mual purchases of greeting cards 
A survey by American Restau- | by military personnel, through 

rant offers information on beer, | 

wine, ale and soft drinks sold in! 

restaurants, with data on prod-| 

uct consumption and preference, 
brand preference, point of sale) 
material used and preferred and} Years. 

demand for these products. This 16-page reprint by Hard- 

| ware World gives a general pic- 

No. 7100. The American Restau-| ture of development in the past 50 
rant Market. _years among 11 western states 
This 36-page booklet published|and includes a state breakdown 

by American Restaurant points up| of individual growth and a pro- 


annual dollar volume. 


No. 7104. Development in 11 West- 
ern States for the Past 50 


Cover the 


SIX BILLION 
RUBBER MARKET 


with this powerful combination 


RUBBER AGE 


monthly technical 
journal 


RUBBER 
RED BOOK — 


field's only directory 


RUBBER AGE 


Broadest and most complete editorial coverage of the 
industry's four major buying influences— 


Plant Management © Production Supervision: 
Research & Development « Purchasing 


. . ~ ‘ - 
Field s only A.B.C. journal, 87% renewal rate, steadily 
increasing circulation, most ad pages, most editorial 
pages, most exclusive advertisers, 


Issued biennially, Eleventh Edition scheduled for 
June, 1957. 20 sections, 1300 pages. Field's most widely 
used reference book. 


Put this powerful pair to work for you. 


RUBBER AGE 


nt 


military soutlets, price range and} 


and sales volume. 


No. 7107. Automotive Wholesalers 

in the South & Southwest. 

This data sheet prepared by 
Southern Automotive Journal is 
based on the 1954 Census of Busi- 
|ness and lists automotive whole- 
|salers in the South and South- 
west by number of establishments 
and sales volume. 


No. 7108. Sales Volume of South- 
ern and Southwestern Lumber 
and Building Material Dealers. 

The growth in sales and num- 
ber of establishments among lum- 
ber and building material dealers 
in the South and Southwest for 

1939 and 1954 is shown in this re- 

print by Southern Building Sup- 

plies. 


| No. 7109. The Textile Manufactur- 
| ing Industry. 

This four-page folder published 
by Textile Industries includes 
graphs and charts on textile fiber 
consumption, geographic location 
of the textile industry and various 
| products used in the industry. 
| No. 7110. The Food Service Mar- 

ket. 

This analysis of the food ser- 
|vice market, published by Food 
| Service, reports sales volume by 
| various segments of the restau- 
rant and institutional market and 
includes data taken from personal 


interviews of food service opera- | 


tors in two representative cities, 
such as who does the buying, av- 
erage annual consumption of se- 


llected food products, leading 
brands used, equipment and sup- 
|plies, and equipment renewal 
| market. 


| No. 7111. Automotive Distribution 

for 1957. 

This 36-page booklet published 
by Jobber Topics reviews various 
aspects of the automotive jobbers’ 
|industry and includes a _ state 
| breakdown of the number of job- 
| bers, car registrations, dealers, re- 
|pair shops and service stations. 
| Single copies, free; 5 copies, $2.25; 
10 copies, $4.25. 


No. 7112. Hardware Retailer Mar- 
ket. 
A report published by Hard- 
ware & Housewares showing the 


| number of hardware retailers by! analysis of the six basic factors | 


| comparisons. 


| No. 7116. The Status of Trading 
Stamps in Food and Drug 

Stores. 

Many aspects of trading stamp 
use in food and drug stores are 
|discussed in this timely report 
}on a survey by Selling Research 
Inc., including: how widespread 
| the use of trading stamps in these 
stores is; how long they have used 
trading stamps; benefit, if any, 
| from their use; and effect of their 
|}use or non-use on competition. 
No. 7117. The Gift and Decorative 

Accessories Market. 
| This booklet published by Gift 
|& Art Buyer defines the gift and 
| decorative accessories field, the 


| products it sells, and how to sell 


this market. 


| No. 7118. Market Report on the 
Office Equipment and Station- 
ery Field. 

Geyer’s Dealer Topics offers 
these survey findings on office 
equipment and stationery dealers 
| with data on the per cent of deal- 
|ers carrying various types of spe- 
|cific equipment, merchandising 
services, buying habits and dis- 
| tribution methods. Copies are $1 
| each. 
| 
|No. 7119. Kitchen Dealer Market 

Survey. 

This survey by Kitchen Business 
supplies figures on sales volume 
and distribution patterns in the 
kitchen cabinet, built-in appliance 
and counter top field. 


| No. 7120. 1956 Survey of the Bak- 
| ing Industry. 

This survey of the baking in- 
| dustry in 1956, published by Bak- 
ing Industry, offers information 
}on sales increase or decrease of 
various types of bakery products 
| according to different areas of the 
U.S. 


| No. 7121. The Market for Baking 
Ingredients and Equipment. 

| This series of articles'by Baking 
| Industry covers the ingredients 
}and equipment used by the baking 


industry. 


No. 7122. The Shoe Market. 
This comprehensive report by 
Boot & Shoe Recorder provides an 


THE INFLUENTIAL 
IS COMING 


Advertising Age, April 29, 1957 


| that determine shoe buying, a 
jmarketing map which points up 
'the relative market for shoes by 
|states and the estimated dollar 
| volume in shoe sales for 1957. Also 
included is an analysis of 260 met- 
ropolitan areas with data on how 
many pairs of shoes consumers 
will buy and the projected dollar 
volume for 1957. 


states, | state, their dollar volume, services | 


| No. 7124. Hotel and Motor-Hotel 

Construction Report. 

Hotel Management has_ pub- 
lished this 1957 forecast report of 
new hotel and motor hotel con- 
struction, annual guest room re- 
placements and modernization, in- 
cluding the annual replacement 
market for various items bought 
by the industry. 

No. 7125. The Hotel Market for 
Guest Room Air Conditioning. 

Ahrens Publishing Co. discloses 
the vast market for air condition- 
ing in hotels in this report which 
shows the number of hotels plan- 
ning to install air conditioning in 
some or all of their guest rooms 
and a state breakdown of over 9,- 
000 hotels designating the per cent 
of rooms with and without air 


conditioning. 

No. 7126. Food Service Industry 
Report. 
The annual food purchasing 


power of over 500,000 “outside- 
the-home” feeding establishments 
is presented in this report by 
Ahrens Publishing Co., and in- 
cludes the per cent of the total 
dollar volume spent by each type 
of establishment. 


|No. 7127. Feed Use in 21 Eastern 


States. 
Eastern Feed Merchant offers 
this report showing figures on 


feed use for cows, cattle, layers, 

broilers, turkeys and swine in 21 

eastern states. Revised report will 

be available June 1. 

No. 7128. Feed Survey No. 8— 
West Virginia. 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
equipment they use and products 
sold, for the state of West Virgin- 
a. 


No. 7129. Feed Survey 
South Carolina, 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
equipment they use and products 
sold, for the state of South Caro- 
lina. 
| 
No. 7130. Feed Survey No. 

State of North Carolina, 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
equipment they use and products 
sold, for the state of North Caro- 
| lina. 

i 

|No. 7131. Feed Survey No. 11— 
State of Georgia. 

A survey by Eastern Feed Mer- 
ant showing the number of feed 
anufacturers and retailers, the 
equipment they use and products 
sold, for the state of Georgia. 


No. 9— 


10— 


lch 
m 


No. 7132. Feed Survey No. 12— 
State of Florida. 

| A survey by Eastern Feed Mer- 

| chant showing the number of feed 

|manufacturers and retailers, the 

| Cwmpmens they use and products 

sold, for the state of Florida. 

No. 7133. Feed Survey No. 13— 
State of Tennessee, 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
| equipment they use and products 
| sold, for the state of Tennessee. 


No. 7134. Feed Survey No. 14— 
State of Kentucky. 
A survey by Eastern Feed Mer- 
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chant showing the number of feed 


equipment they use and products 
sold, for the state of Kentucky. 


No. 7135. Feed Survey No. 15— 

State of Alabama. 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
equipment they use and products 
sold, for the state of Alabama. 
No. 7136. Feed Survey No. 16— 
State of Mississippi. 

A survey by Eastern Feed Mer- 
chant showing the number of feed 
manufacturers and retailers, the 
equipment they use and products 
sold, for the state of Mississippi. 


No. 7123. Restaurant and Hotel 

Distribution Map. 

This 24x37” map published by 
Restaurant Management pictures 
the $12 billion restaurant and ho- 
tel business showing the num- 
ber of both in each state, gross 
sales for each state and standard 
metropolitan area data. 


| No. 7153. Distribution of Military 
manufacturers and retailers, the | 


and Department of Defense Per- 


sonnel. 
| Military Market has published 


this state-by-state breakdown of 
military and civilian defense per- 
| sonnel population. 


| No. 7154. Age Distribution of Mili- 
tary Personnel on Active Duty. 


This data sheet shows, by num- | 


ber and per cent, the age distri- 
bution of male military personnel 
on active duty. It is published by 
Military Market. 


No. 7155. Armed Forces Pay by 

Grades. 

Military Market has published 
this listing of Armed Forces basic 
pay, by rank, for 1957 and in- 
cludes actual and projected active- 
duty military strength for all 
branches of the Armed Forces. 


No. 7156. A Survey on TV in the 
Tourist Court-Motel Market, I- 
110. 

This survey by Tourist Court 

Journal points up the potential 
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courts-motels, including number)tential and breakdown of retail) 
and type to be purchased, and|jewelry store annual sales by 
distribution contact for purchases.| months and departments. 


Generation Increases, 1952-56. 
These three bar charts, pub- 
lished by Southern Power & Indus- 
\try, picture the gain in electrical 
No. 7157. A Survey on Electrical; No. 7151. U. S. Electric Power | power generation by kilowatt hour 
Generators in the Tourist 
Court-Motel Market, I-111. 
This survey by Tourist Court | 


J l gi d at , 

Reece §Swourlands PER-FARM INCOME 

ators in tourist courte-motels in- | 8s 

cluding brands, capacity required fe, ~* nearly DOUBLE aah 
~the National Average! 


| 


and whether retail merchant or 
manufacturer will be contacted 
for purchases. 


No. 7158. A Survey of Automotive 
Vehicles in the Tourist Court- 
Motel Market, I-112. 

This survey by Tourist Court 
Journal offers information on the 
potential market among tourist 
court-motel owners for automo- 
tive vehicles needed for court use, 
including trucks, cars, and other 
types, makes and how used. 


a 
National ave. income per farm. . . $6,629 | 


j 
= 


Just one of many facts that make the 46-county, 
billion-dollar Siouxland area and her selling cen- 
ter, Sioux City, an ideal market for your products 
... Sell the Siouxland Market through Sioux City’s 
newspapers. Write for free market brochure. 


No. 7159. The Jewelry Trade Mar- | 
ket. 


market for television in tourist|al Jeweler gives the market po- 


L MINN 
y The Sioux City Journal 
y . JOURNAL-TRIBUNE 


REPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


This folder published by Nation- 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


output, commercial and industrial 
central station customers and gain 
in central station customers of all 
types for 1952-56. 


No. 7163. Survey of Drug Store 
Sales. 


American Druggist will offer this | 


|annual survey report, to be pub- 


|lished shortly, on drug store sales 


No. 7152. Charts on the Home Ap- 
pliance Market. 

This series of charts by South-| 
ern Appliances shows manufactur- 
er shipments of home laun- 
dry equipment, refrigerators and | 
freezers, radio and television re- | 
ceivers, water heaters, ranges and 
gas space heaters, by U. S. geo-| 
graphic regions for 1956. 


SOON TO BE PUBLISHED 


No. 7160. The Agricultural Chem- | 

icals Market. 

This report, to be published by 
September by Croplife, will offer 
information on the size of the ag- 
ricultural chemicals market, the 
number of units, the market struc- 
ture and trends and outlook for 
the fertilizer and pesticide seg- 
ments of the industry. 


| store, 


'No. 7165. 


broken down by 15 major de- 
partments and by chains and dif- 
ferent kinds of independents. 


| No. 7164. Annual Survey on Drug 


Store Size. 

This annual survey by American 
Druggist, soon to be published, 
gives information on the number 
of square feet in the average drug 
per cent of sales by square 
foot in various departments, with 
individual figures for chain and 
independent drug stores. 


Survey of Drug Stores 
Operating Soda Fountains. 
This annual survey to be pub- 
lished shortly by American Drug- 
gist will give the number of drug 
stores operating soda fountains 
and separate ice cream cabinets. 


|No. 7166. The Tourist Court-Mo- 


No. 7161. The Formula Feed Mar- 
ket. 

This report, to be published by | 
Feedstuffs, will give data on the 
size of the formula feed industry 
market, number of units, trends, 
organization and buying power, 
and information on how to sell 
this market. 


No. 7162. The Automotive Whole- 
saling Market. 

Motor will publish its ninth edi- 
tion of this market survey repori 
providing an analysis of U. S. and 
Canadian jobber distribution of 
automotive replacement parts, | 
shop equipment and tools. The 
survey will be available in August. 


| motel 


| Journal, 


tel Market. 

Tourist Court Journal will pub- 
lish this illustrated booklet some 
time in 1957 containing informa- 
tion on quantities of products used 
by the average tourist court or 
and their estimated pur- 
chases of services and equipment 


| for this year. 


No. 7167. A Survey on Laundry 
Facilities in the Tourist Court- 
Motel Market, L-117. 

This survey report, to be pub- 
lished this year by Tourist Court 
will cover present laun- 
dry equipment, anticipated pur- 
chases and anticipated dollar 
volume in the next year, in the 


for conventions, trade association shows, 
industrial and commercial exhibits .. . 
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D. C. NATIONAL 
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nation + 136,000 
@to the most influential buyers in the 
world + Square 
in the show place of the nation's capital ; Feet 
Only the modern, fully equipped D. C. Armory i 
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For FREE colorful brochure and further infor- 


- near Capitol Hill, the Penta- 
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close to Union Station and National Airport. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


GUARD ARMORY 


_ the prestige choice for your next convention 
CAPITOL STREET * WASHINGTON 


LINCOLN 7-9077 


|tourist court-motel market. 


|No. 7168. A Survey on Air Con- 


ditioning in the Tourist Court- 

Motel Market, H-118. 

This report on a survey, to be 
published this year by Tourist 
Court Journal, will point up the 
potential market for air condition- 
ing in tourist courts and motels, 
including data on usage of both 
central and/or window units, an- 
ticipated purchases and the num- 
ber of units involved. 


No. 7169. A Survey on Swimming 
Pools in the Tourist 
Motel Market, E-119. 

Tourist Court Journal will pub- 
lish, this year, the results of a 
survey 
motel owners showing the num- 
ber of swimming pools now in 
use and the number to be installed 
in the next 12 months. 

No. 7170. A Survey on Telephones 

in the Tourist Court-Motel 

Market, 1-120. 

This survey, to be published by 
Tourist Court Journal this year, 
will show the number of PBX 
boards with phones in every room 
now in use in tourist courts and 
motels, and the number of motels 


planning to install them in the 

next 12 months. 

No. 7171. A Survey on Vending 
Machines in Tourist Courts 


and Motels, I-122. 

This survey, to be released this 
year by Tourist Court Journal, 
will include the number of hot 
and cold beverage dispensers for 
bottled and cup service now in use 
in tourist courts and motels, num- 
ber of units to be purchased in the 


next year, and data on other types | 


of vending machines used by this 
market. 


Court- | 


among tourist court and} 


| Manufactures and Business. Pub- 
lished by Bakers Weekly. 


No, 8001. The Tool Engineer Mar- 
ket and Circulation Data. 
This is a 16-page folder giving 
information on the profession and 


market served, and the function of | 


the tool engineer in making pur- 
chases of equipment. It also con- 


advertising content, and a circula- 
tion analysis. Published by Tool 
| Engineer. 

No. 8002. The Southern Spinning 
and Weaving Industry. 
Textile Bulletin has published a 
tabulation of southern spin-weave 
mills and their equipment by 
states. It contains also a list of 
|man-made fiber producing plants 
in the South; rayon and filament 
varn shipments by territory; facts 
| about the southern bleaching, dye- 
ing and finishing industry. 


No. 8003. The 
Industry. 
This booklet issued by The Knit- 
ter offers a tabulation of the na- 
tion’s knit goods manufacturers by 
States; and a tabulation of knitting 
mill equipment by states. It also 
gives statistics on the manufacture 
of hosiery, knit outerwear, knit 
underwear and nightwear, warp 
knitting in the U. S. and Canada, 
and the quantity and value of knit 
fabrics produced in this country. 


Nation’s Knitting 


No. 8004. Precision Metal Molding 

Production Data Book for 1957. 

This is a report by Precision 
Metal Molding on production of 
non-ferrous castings and powdered 
metal parts. It gives total tonnages 
of castings produced by each cast- 
ing process, together with a com- 
parison of captive and contract 
production. The data are segre- 
gated according to the metal cast. 


No. 7172. A Survey on Ice Makers | 


in Tourist Courts and Motels, 
I-121. 

This survey, to be published 
this year by Tourist Court Journal, 
will show the number of ice-mak- 
ing machines now in use in indi- 
vidual motel rooms and motel cof- 
fee shops and the anticipated | 
number to be purchased with es- 
timated dollar volume of pur- 
chases, in the next 12 months. 
No. 7173. The Institutional Market 
for Food Service Equipment. 

Institutions will soon publish 
this comprehensive study of the 


|mass feeding market for all types 
includ- | 


of food service equipment, 
ing an analysis of past sales, 
trends, market potential and fac- 
tors affecting the purchase of 
these products. 


INDUSTRIAL 
MARKETS 


NOTE: 
are available without charge, but | 
not all. Those requesting material | 
|} which bears a price will be billed 


No. 8000. A New Market Study of 
the Baking Industry. 


An analysis of the baking in- 
dustry in all its aspects, based on 
latest U. S. Census Reports of 


Most items listed here | 


No. 8005. How 923 Plants Finish 
Die Castings. 

This survey of finishing methods 
used on die castings reveals trends 
| in mach ning, surface preparation, 
|finish coating and fastening. It is 
;}compiled from reports from 923 
plants on the relative use of vari- 

ous finishing systems from 1953- 


1956, and includes a comparison of | © 


| finishing done in users’, parts sup- 

pliers’ plant and in job finishing 
plant. Published by Precision Met- 
al Molding. 


No. 8006. Ceramic Market Forecast. 

Ceramic Industry has published 
a wall chart consisting of a group 
of charts summarizing the best 
professional prognostications for 
the industry to 1960. Data are giv- 
en for floor and wall tile, glass 
|containers, electronic 
Sanitaryware, appliances, flat 
| glass, architectural porcelain pan- 
| els, glass fibers. 


|No. 8007. How to Sell the $18.5 
Billion Masonry Building Mar- 
ket Place. 
This is an illustrated market- 
media file presentation of Masonry 


| at the stated price by the pub-| Building’s circulation, analyzing its 
| lishers. 


readership by occupation and list- 
" 

ing the materials and equipment 
they purchase. 


No. 8008. They’re All Ceramics. 
This folder, prepared by Ceramic 
Industry, presents graphically in- 


tains an analysis of editorial and | 


ceramics, | 


y) 
¥ 
' 


Every weekday 22 different 
local shows attract listeners to 
«cess Radio, San Francisco... 
more than to any other station! 


Advertising Age, April 29, 1957 


formation on what the ceramic 
market consists of, and its buying 
power. It also contains predictions 
of market expansion to 1960. 


No. 8009. Architectural Porcelain 
Enameling Facing the Future. 
This report reviews progress 

made in the porcelain enameling 

}panel industry. It gives informa- 

tion on production methods, and 

the marketing situation for panels. 

Published by Ceramic Industry. 


No. 8010. Electronic and New Cer- 
amics. 

A compilation of articles from 
Ceramic Industry on this new 
phase of the market has been re- 
printed in booklet form. It in- 
cludes an encyclopedia of raw ma- 
terials used, production problems 
and solutions, and predictions for 
the industry’s future. 


No. 8011. The Case of the Inac- 
cessible Executives. 

This is an analysis of metal- 
working industries by size of plant 
and value added by manufacture, 
giving results of a survey showing 
that a majority of buying execu- 
tives are inaccessible to salesmen 
Published by Machinery. 


No. 8012. 

Influences 

Plumbing. 

This pamphlet was prepared by 
Air Conditioning, and gives a 
breakdown on who prepares the 
designs and_ specifications for 
large-building plumbing. It also 
discusses the size of the market 
and gives examples of how large- 
building plumbing contracts are 
handled. 


Specifying and Buying 
in Large Building 


No. 8013. The Market for Residen- 
tial Air Conditioning. 

This booklet describes types of 
|air conditioning systems and gives 
information on the growth of the 
market, types of sales, buying in- 
fluences, and the total number of 
contractors and wholesalers in 
the field. Published by Heating, 
Plumbing & Air Conditioning 
News. 


No. 8014. The 

ments. 

This is a presentation of the re- 
sults of a field study of applica- 
tions for built-in instruments as 
original equipment in electrically 
operated products. It also analyzes 
the market for 250 kinds of test 
instruments used in the design, 
development and production line 
testing of electrical products. Pub- 
lished by Electrical Manufactur- 
ing. 


Market for Instru- 


| No. 8015. Electric Motor Repair 
} and Replacement Industry. 

This is a report of a survey 
made by Volt-Age of 1,200 electric 
motor repair shops. It gives dollar 
volume of electric motor and con- 
trol sales, value of inventories of 
magnet wire, insulation and re- 
placement parts. It also includes 
data on buying patterns. 


No. 8016. The Market 
veyors in the 
Industries. 

A survey on the use of convey- 
ors in the paper and pulp industry 
| was made by Paper Trade Journal. 
| It gives information on types and 


for Con- 
Pulp and Paper 


| numbers of conveyors installed, 
_ materials handled, and types of 
| service. Also included are esti- 


| mates of the market for conveyor 
| parts, the number of mills plan- 
|ning to buy additional conveyors, 
'and notes on problems, suggested 


improvements, and trends. 


No. 8017. The Market for Motors 
in the Pulp and Paper Indus- 
tries. 

Paper Trade Journal surveyed 
a panel in the paper and pulp in- 
dustry on the use of electric mo- 
tors. A report is given of the types 
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and numbers of motors installed, | 
operating conditions or character- | 
istics, and estimates of the amount 
and type of equipment to be pur- | 
chased in 1957. 


No. 8018. Profile of a Power En- | 
gineer. 

This booklet summarizes char- 
acteristics of a group of readers of 
National Engineer, covering edu- 
cation, experience, income, job 
title, employes supervised, total 
number of employes in plant, job 
satisfaction, society affiliation, and 
personal comments. 


No. 8019. Fourth Annual 
tical Review. 

This is a market and statistical 
review of the production and value 
of units in the appliance and fab- 
ricated metal products industry, 
including steel containers, steel 
kitchen cabinets and plumbing 
fixtures. Published in reprint form 
by Metal Products Manufacturing. 


Statis- 


No. 8020. Driller Readers Are Big 

Buyers. 

A survey of well drilling con- 
tractors conducted by The Driller 
yielded data on the number and 
type of wells drilled, sizes and vol- 
ume of business. The report also 
tabulated expenditures for pumps, 


casing, drills, tools and related 
supplies. 
No. 8021. Horsepower on the In- 


land Waterways. 

Waterways Journal compiled 
information on merchant vessels 
for 1956, and tabulated the 2,806 
inland waterways commercial 
craft according to the type of pow- 
er and horsepower rating. In chart 
form. 


No. 8022. Size of Packaging Mar- 
ket. 

This report by Packaging Pa- 
rade is based on government and 
industry sources. It gives the 
amount of money spent on each 
type of packaging material during 
1954 and 1955. 


No. 8023. Market Data and Media 
File. 

In this folder there is a defini- 
tion of the electroplating industry, 
together with a tabulation of prod- 
ucts used, industries served. There 
is also a circulation breakdown 
and occupational and market data. 
Published by Plating. 


No. 8024. Technicians Who Serv- 
ice Industrial Electronics. 
Report of a survey of subscriber: 
to Electronic Technician describe 
the per cent of tv-radio-electronic 
technicians who presently instal) 
and service industrial electronic 
products. The industrial product 
serviced are listed by percentages 


No. 8025. Market and Media File 

Folder. 

This is an analysis of the Conov- 
er-Mast Purchasing Directory, by 
industry, advertising rates, num- 
ber of plants and employes in 
various manufacturing industries. 


No. 8026. A Primer for a Prime 

Industry. 

This booklet presents a collec- 
tion of data on the heavy clay 
products industry, its products, 
and the materials, machinery and 
equipment it uses. Published by 
Brick & Clay Record. 


No. 8033. Number of Public Works 

Facilities Provided by Counties 

Is Increasing. 

Public Works made a nation- 
wide survey of water systems, 
sewer systems, sewage treatment 
plant and refuse collection sys- 
tems—results of which are tabu- 
lated in this report. 


No. 8034. Market Surveys. 

Public Works annually conducts 
surveys among the engineering 
and technical administrative offi- 
cials of cities and counties on 


plans for improvements and needs | ume of electronic equipment man- ; 

for equipment and materials. Re- | ufactured from 1940-1957. 

ports from these surveys on traf- | 

fic control and street lighting sys- | No. 8035. The Most Amazing 

tems are given in this data sheet. Growth Pattern in American 
Industrial History. 

No. 8031. $9.3 Billion Preview. | This 12-page booklet outlines 

This four-page brochure gives 4 | the history of the electronic indus- 

breakdown of the $9.3 billion ex- | try from its beginnings to its pres- 

pected volume of construction ac- | ent status. Contains information 

tivity in Illinois, Indiana, Ohio, | on dollar volumes from 1922, and 

the St. Louis trade area and north- estimates of expansion to 1965. 

ern Kentucky. Prepared by Con-'| pyuplished by Electronic Indus- 

struction Digest as an area Mal- | tries & Tele-Tech. 

ket guide for the construction 

equipment and materials indus- No. 8036. Reach 

try, it gives expenditures by cate- Important to 
Marketing. 


gories and states. 

| This booklet published by Elec- 
| tronics reports on a survey it made 
|among advertisers of 13 classes of 
products. It gives information on 
who directed purchase, influenced 
| purchase, or had the final say in 
buying these products. 


the Men Most 


No. 8032. 1956-1957 Statistics of 
the Radio-TV Electronic In- 
dustries. 

Reprinted from Electronic In- 
dustries & Tele-Tech, this folder 
gives a statistical summary of the 
electronic market, including pro- 


duction figures on radio and tv | No. 8037. The Nucleonics Sub- 
sets and parts. It also contains | scriber—He Tells Us Who He 
data on phonographs, recorders Is. 


and service, and shows dollar vol- Nucleonics asked a sample of its 


Available Market Data—Industrial 


To secure copies of data listed, 


use the handy coupons 


Your Electronic | 


readers about their job titles; em- 
ployers’ business; company’s prod- 
uct or service; company’s activity 


in nucleonics; number of employes | 


in nuclear field; order of import- 
ance of editorial material. Results 
are published in this 18-page book- 
let. 


No. 8040. How to Reach the In- 
tegrated Water Supply and 
Sewage Disposal Market. 

This booklet gives a description 
of Water & Sewage Works circu- 
lation, and includes information 
on the market, past expenditures, 
geographical extent of the market 
and coverage data. 


No. 8041. Impact of the New High- 
way Law on Roadbuilding and 
Its Supporting Industries. 

Contractors & Engineers offers 
this 16-page account of the new 
federal-aid law, giving estimates 


;of equipment needs through 1959, 


and materials and labor needs 
through 1969. 


No. 8042. Progress Report, 

New Highway Program. 
| A comparison of the rate of pro- 
| gress under the new federal-aid 
| highway program with that of ear- 
| lier, much smaller programs. The 
report shows that this progress is 
accelerating market expansion. 
| Contractors & Engineers will pro- 
|vice 25 free copies, 10¢ for addi- 
tional copies. 


No. 8043. Long Term Trends in 5 
Major Chemical Processing In- 
dustries. 

This booklet contains charts and 
|tables showing trends from 1947- 
| 56, projected to 1960 for produc- 
|tion and capital expenditures in 
chemicals and allied products, pa- 
per and allied products, petrole- 
um and coal, rubber, stone, clay 
and glass. Published by Chemical 


the 


love bas 


only WGN-TV 
brings it to them 


1957 marks the 10th consecutive year of WGN-TV’s 


exclusive baseball telecasts. Since 1947, WGN-TV has 

brought all daytime home games of both Chicago Cubs 

and White Sox to millions of their fans. 

home viewers are in a receptive mood for your sales pitch. 

This is the highest-rated sports feature in the nation’s 

second largest market! Choice 10, 20 and 60-second 


And these 


baseball adjacencies are available for as little 


as 48¢ per 1,000 home impressions. 


Cal 


a 


EL aie 


gi ; 
Va en 
— 


WGN-TV 


Channel 9 


See your WGN-TV representative, today! 


TOP-DRAWER ADVERTISERS BUY WGN-TV IN CHICAGO 
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Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market data (insert number of each item wanted): 


Title 
Company 
Address 
City & Zone Stote 
This coupon not valid after July 22, 1957 
Processing. tics of a group of Chemical Proc- | which information is desired. | 


essing readers who watch for in- 

No. 8044. Special Produc t-Use | formation about chemicals shows 
Studies (Chemical Processing | the titles, industries, functions and 
Field). |sizes of firms represented by the 
Studies were made of respond- respondents. 

ents to advertising in Chemical | 

Processing on product use of the | No. 8046. Profiles of an Audience 

following products: vibrating feed- | ~—Equipment for Unit Proc- 

ers; fluid agitators; lithium and esses and Operators. 

lithium compounds; separating and A tabulation of the characteris- 

size-grading equipment; pressure | tics of a group of Chemical Proc- 

vessels, temperature controllers | essing’s readers in the processing 

and plug valves. equipment field gives information 

on the nature of readers in terms 

of title groups, industry and size 


No. 8045. Chemical Processing’s 
8th Annual Audit of Known 
Readership. ~ 
This is a study of individuals 

who have demonstrated active in- 

terest in technical information 
about chemicals and chemical pro- 
cessing equipment. The charts 
show the title groups, industries This is a study of the character- 
and size of firm employing the | istics of a group of Chemical Proc- 
readers of Chemical Processing | essing’s readers in the plant 
over an eight-year period. equipment field, giving informa- 
tion on the nature of readers in 
terms of title groups, industry and 
size of firm in relation to eight 
classes of plant equipment about 


of processing equipment about 
which information is desired. 


No. 8048. Profiles of an Audience 
—Plant Equipment and Sup- 
plies. 


No. 8047. Profiies of an Audience 
—Chemicals. 
A tabulation of the characteris- 


OVER 10 million 


* dollars 


IN FOOD 
SALES* 
in Washington 
County, Vermont 
Last Year! 


te 


Here's a great market for your food product... a county where 
income has shot up 7 MILLION DOLLARS* in just one year .. . 
where income per consumer spending unit is higher than anywhere 
else in the state .. . and where food sales zoomed to 10 MILLION 
DOLLARS* last year! 

Barre is the shopping center for this rich area, and the BARRE 
TIMES, Vermont's largest evening daily, gives you complete cover- 
age in the county. Start putting your product in these Vermont 
homes NOW by putting your message in the paper that reaches, and 
influences, so many Vermonters! 


me BARRE TIMES 


Vermont's Largest Evening Daily 
Represented nationally by Julius Mathews — ‘ 
VERMONT 


— Agency 
*Sales Management figures 


BARRE, 
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of firm in relation to the 11 classes” 


| 


No. 8049. Buying Power Survey | 
No. 157. 

Electrical West has prepared 
this report which summarizes the 
electrical power outlook for the | 
western states, and predicts the 
expansion of the market for elec- 
trical manufacturers. 


No. 8050. The $34 Billion Market. 

This survey, prepared by Elec- 
trical West, is a detailed product | 
market study of expenditures in 
the 11 western states for electrical 
equipment;apparatus and supplies. 
Also gives estimates of expendi- 
tures for the next five years. 


No. 8051. Pipe Insulation Mate- 
rials—Characteristics Consid-| 
ered Important by Food Plant | 
Users. 

The results of a survey of Food 
Processing’s readers are presented 
in a booklet showing the relative 
use of insulation for heated lines 
compared to refrigerated lines; the 
relative importance to users of 
nine pipe insulation characteris- 
tics for both heated and refriger- 
ated lines; and the titles of the 
individuals interested in informa- 
tion about pipe insulation. 


No. 8052. Food Processing’s Tth 
Annual Audit of Known Read- 


ership. 
Food Processing has made a 
study of the characteristics of 


those readers showing interest in 
technical information about food 
plant equipment and food ingredi- 
ents. The charts show the title 
groups of these readers, the in- 
dustries and sizes of firms over a 
seven-year period. 


No. 8053. Profiles of an Audience 
—Food Plant Equipment and 
Supplies. 

This is a study of the character- 


|istics of a group of Food Process- 
|ing’s readers in the plant equip- 


| 
| 
| 


| 


ment field, giving information on 
the readers in terms of title 
groups, industry and size of firm 


|giving dollar volumes, 


Advertising Age, April 29, 1957 


Available Market Data—Industrial 


To secure copies of data listed, 


use the handy coupons 


in relation to eight classes of plant | dealers covers 


inventory, future 


equipment about which informa- | plans, sources of supply, sales, 


tion is desired. 


| merchandising practices and 
other factors relating to the sale 


No. 8054. Profiles of an Audience | of power and hand tools through 


—Food Ingredients. 


retail lumber and building mate- 


This is an analysis of a group|rial outlets. Published by Build- 
of Food Processing readers who|ing Supply News. 


watch for information about food 
ingredients. The charts show the 


| title groups, industries, size of 


firms and duties performed by 
these readers. 


No. 8055. Profiles of an Audience 

—Food Processing Operations. 

This study gives information on 
954 readers of Food Processing 
who displayed interest in infor- 
mation about equipment for 14 
classes of processing operations. 
The charts show the title groups, 
industries, size of firms and du- 
ties performed by these readers. 


| No. 8056. The Entire Light Con- 


struction Market. 
Practical Builder made this 
study of residential construction, 
distribu- 
tion of builders according to the 
number of homes built, 


ulation concentrations. Also gives 
a breakdown of Practical Build- 
er’s coverage of the industry. 


No. 8057. In the ABC’s of Heat- 
ing Equipment Sales, 
. Builder is Your Biggest Buyer. 
his study reviews heating 
equipment sales by types of fuel 
and installation, and by new and 
existing homes. It also gives fig- 
ures on how heating equipinent is 
selected, and shows how Prac- 
tical Builder’s circulation covers 
this market. 
No. 8059. Files-Rasps-Stapling 
Equipment Survey. 

This is a summary of lumber 
and building material dealers 
brand preferences, inventories and 
selling practices with regard to 
files, rasps and stapling equip- 
ment, from a survey conducted by 
Building Supply News. 

No. 8060. Plumbing-H eating 
Wholesalers Survey. 


This is a report on a survey 
conducted by Building Supply 
News among plumbing-heating 


wholesalers. It gives the lines car- 
ried, retailers sold to, and addi- 
tional classifications as wholesal- 
ers in other industries. 


No. 8061. Materiai Handling Sur- 
vey. 

Answers to questionnaires sent 
to Building Supply News dealer 
subscription list were analyzed for 
this publication. It notes the use 
and planned purchases of tractor 
shovels, fork lifts and motor 
trucks by lumber and building 
material dealers. 

No. 8058. Power and Hand Tool 
Survey. 

A comprehensive 

lumber and 


of 
material 


survey 
building 


and the | 
percentage of homes built by pop- | 


the | 


THE 


NFLUENTIAL 
IS COMING 


No. 8062. Selling Paint Through 
| the Lumber and Building Ma- 
terial Dealer. 

Building Supply News cooper- 
ated with the National Paint, Var- 
nish & Lacquer Assn. Inc., in sur- 

| veying subscribers on their paint 
;sales and allied products. Results 
| show types of paint handled, dol- 
\lar volume, turnover and profit, 
| buying sources, types of custom- 
ers, merchandising methods and 
other types of equipment handled 
| by these paint dealers. 
io. 8063. Portable Power Tools 
and Heavy Equipment Survey. 
To determine portable power 
tool and heavy equipment usage 
among builders, and to find out 
whether these tools are owned or 
rented, Practical Builder made 
this nationwide survey. It shows 
who supplies these builders with 
their equipment and buying in- 
tentions for new items. 


No. 8064. A Study of the Light 
Construction Industry Market 
| for Tractors and Tractor At- 
tachments. 

Questionnaires returned from 36 
states by contractor-builders are 
analyzed in this report. The 
amount and kind of equipment 
owned, and their plans for pur- 
chases this year are tabulated. 
Published by Practical Builder. 


8065. Builder Buying Habits in 
18 Basic Product Categories. 

This study of residential build- 
ers reports on who makes the 
buying decisions in 18 categories 
of building supplies, and shows 
from what type of dealer the ma- 
terials are purchased. Published 
by Practical Builder. 


No. 


No. 8066. Latest 
About Lumber 
Material Dealers. 

Building Supply News surveyed 
its building material dealers for 
this report which gives location, 
sales volume, markets served, 
building and remodeling activi- 
ties, products carried, and distri- 
bution of sales in this industry. 


Vital 
and 


Statistics 
Building 


No. 8067. 
Survey. 

Electrical wholesalers who re- 
sponded to a survey conducted by 
Building Supply News gave in- 
formation which tabulated in 
this report. It gives data on lines 


Electrical Wholesalers 


is 


handled, affiliations with other 
industries, and_ retail outlets 
served. 

No. 8068. Appliance Wholesalers 


Survey. 

The results of a survey of appli- 
ances wholesalers are given in this 
pamphlet, including lines handled, 
affiliations with other industries 
and retail outlets served. Pub- 
lished by Building Supply News. 


No. 8069. Selling the Lumber and 
Building Material Market. 

This market data file published 
by Building Supply News ana- 
lyzes building material sales, giv- 
ing information on who sells and 
who buys, with a breakdown on 
the distribution of materials 
bought and sold. Also gives a cir- 
culation analysis showing how the 
market is covered by BSN. 


No. 8070. Characteristics of the 
Light Construction Market. 
Practical Builder offers this 


| market data file, compiled from 
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surveys of the light construction ; 
market. It includes information | 
on the kind and location of cur- 
rent construction, the number of 
builders, volume of construction, | 
and prospects for the future in 
this industry. 


No. 8071. Business Aircraft Mar- 
ket Buying Influence Study. 
This is a study of the influence 
exerted by business aircraft pi- 
lots in the purchase of aircraft, 
equipment and services, based on 
52 “depth interviews” of business 
aircraft pilots. Shows also other 
company buying influences and 
pilots’ readership of Aviation Age. 


No. 8072. Blue Book of Southern 


Progress. 
The 1957 edition lists the prin- 
cipal manufacturers in a 15- 


southern-state area, and gives 
statistical data on products for the 
individual states. Published by 
Manufacturers Record. 


No. 8073. Nuclear Power Develop- 

ment II. 

This report is Electrical World’s 
second major review of progress 
in the development of atomic en- 
ergy. Experience with costs, proc- 
esses, radiation, etc., is presented, 
along with current data on exist- 
ing nuclear plants in chart form. 
No. 8074. Second Commercial 
Cooking Survey. 

In this report Electrical World 
presents the results of its second 
survey of commercial electric 
cooking. Findings on the extent 
and growth of this business are 
given, along with charts showing 
how 67 utilities sell this service. 


No. 8075. Electric Space Heating. 

This survey of the electric 
space heating industry was made 
by Electrical World, and includes 
summaries on the current usage 
and type of electric heating, the 
kind of utilities which supply the 
power, and the promotions used. 
Also includes comments on mar- 
keting, rate and service problems. 


No. 8076. The All-Electric Home. 
This is a special report on the 
characteristics of the all-electric 
home, including power consump- 
tion by combinations of appli- 
ances, and information on the 
month-by-month use of power in 
homes with and without electric 
heating. Published by Electrical 
World. 
No. 8077. 53rd Annual Electrical 
Industry Statistics. 

Information obtained from 
questionnaires sent to power sup- 
pliers in the U.S. and Canada was 
summarized for this broad report 
on the electric power industry. 
Gives information on expendi- 
tures for construction, transmis- 
sion and distribution and main- 
tenance; revenues, capacities and 
projected expansion. Published by 
Electrical World. 


No. 8078. 7th Annual Electrical 
Industry Forecast. 
This booklet forecasts the 


|No. 8082. Grinding & Finishing | 


School Bus Trends. 


No. 8081. Mass Transportation | 

Data File. These 5 These 4 

Mass Transportation made this Minnesota -{- Wisconsin No other newspaper, radio or TV 
study of the public passenger Counties Counties 


station can put you into as many 
homes in this 9-county Minnesota- 
Wisconsin area as The Winona 
Daily News. Any advertiser can 
ring up plenty of sales any day of 
the week by using this big (21,237 
ABC circulation) daily newspaper. 
Ask Jann & Kelley, Inc., or North- 
west Daily Press Association, Min- 
neapolis. 


transportation industry, and sum- 
marized it in a data file which 
gives information on the present 
status and future of this market. 


Wabasha 


Data File. 
Data sheets in this file sauna | 
on a survey of contemplated pur- 
chases among readers of Grind- | 
ing & Finishing. The number, type ‘ 
and make of grinding machines to ' 
be bought are shown, and circu- | ull yaad aeteses o0be nwa 
lation information on the publi- | 
cation is given. 
| 


The Winona Daily News 


Largest Minnesota newspaper out- 
' side Duluth and the Twin Cities. 


No. 8083. Carbide Engineering Data 
File. 

Circulation information is given 
in this file folder, while the data | 
sheets provide facts and figures 
on the market for tools and tool- 
ing for the removal of metal. Pub- | 


We cross the Mississippi River for YOU! 


lished by Carbide Engineering. 


The Memphis _—— Market 


V/A 


Sales per ousehold CSL per Househ 


$455G500 « ¥ 

43.1% above Tenn. average 

 ,.. which is 18.4% above 
national average! 


(income after taxes) 


31.7% above ww ré 
-and 3% above hn 
national average! 


a yal aK > 


Figures just received by SRDS Consumer Markets Data 
show Memphis one of top spots in nation! 


the national average in CSI (income after taxes), 
reaching the imposing total of nearly one billion 
dollars! 

What a box score of buying power for you to 
tap ... and the top TV station of the area (ac- 
cording to recent coverage figures) is resoundingly 
WMCT ... reaching 9.5% more TV homes than 


Here is red hot news of interest to every adver- 
tiser seeking top audience and top buying power 
. . . the Consumer Markets data for the State of 
Tennessee to January 1, 1957, just released by 
Standard Rate and Data shows Metropolitan 
Memphis one of the nation’s dynamic markets .. . 
leading Tennessee’s average in retail sales per 
household by nearly fifty percent! 


growth of the electrical industry 
during 1956-1970. It covers appli- 
ance purchases, residential use of 
power, industrial and commer- 
cial power use. It is available 
from Electrical World. 


No. 8079. This is the Liquefied 
Petroleum Gas Industry. 
A description of the liquefied 
petroleum gas industry is given 
in this booklet. Its characteris- 


tics and uses are noted, also the | 
market provided by it to manu- 
facturers and suppliers. Published | 


by Butane-Propane News. 


No. 8080. School Bus Trends Data | 


File. 


This file folder contains data | 
the 
school bus market, with facts, fig- 
ures and statistics. Published by 


sheets providing data on 


yj addition, Metro Memphis ranks ahead of Station B and 17.67% more than Station C! 


d SIKESTON 


the Memphis market 


| WMC—WMCF—WMCT 


MEMPHIS’ FIRST TY STATION 
100,000 WATTS * NBC BASIC 


National Representatives Owned and operated by 
Biair-TY THE COMMERCIAL APPEAL 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


No. 8084. Hitchcock’s Wood Work- | No. 8089. Tubing, Pipe and Tubu- 


ing Digest Data File. 

Wood Working Digest has pub- 
lished this folder, which offers 
facts about its circulation. Data 
sheets are included, providing com- 
parative data on the present and 
future market for the woodwork- 
ing industry. 


No. 8085. Machine and Tool Blue 
Book Data File. 
Proposed equipment purchases 


among readers of Machine & Tool | 


Blue Book are tabulated in this 
folder. 1957 purchases of drilling 
machines and lathes by type and 
make, and information on the Blue 
Book’s circulation are found in 
this file. 


| 


| finishes, 


lar Parts Market Study. 

Materials & Methods surveyed 
its readers to determine the mar- 
kets for tubing, pipe and tubular 
parts. It gives data on use as 
original equipment of mechanical 
and structural tubing and fluid- 
carrying tubing, according to 
materials. There is also a report 
on the form in which each is used. 


|No. 8090. Data File for Advertis- 


ers of Materials, Parts and 

Finishes. 

This 16-page market and media 
report defines basic markets for 
engineering materials, parts and 
identifies the men who 


|select and specify the engineer- 


No. 8086. The Men You Have to} 


Sell. 

This booklet contains the re- 
sults of a mail survey made by 
The Contractor. It gives informa- 
tion on the contractor’s organiza- 


tion, his volume of business, the | 


work he does, methods of opera- 
tion, influence on_ contractors, 
what he buys, and the tools and 
equipment he uses. 


No. 8087. 20 Questions to Ask. 

This booklet summarizes infor- 
mation available on the market in 
the plumbing, heating and air- 
conditioning field, and upon it 
bases the answers 
about advertising to sell these 
products. It also gives circulation 
information on The Contractor, 
publisher of the booklet. 

No. 8088. Stainless 
Study. 

Materials & Methods made this 
survey of the markets for stain- 
less steel within the original 
equipment and other hard goods 
manufacturing plants reached. It 
includes data on the forms in 
which stainless steel is used, and 
a special section on practices in 
chemical process and _ atomic 
power industries. 


Steel Market 


to questions | 
No. 8092. The Pocket List of Rail- 


| 


| graphical 


ing materials used in product de- 
sign and manufacture, lists types 
of technical data needed in order 
to select ‘these materials. Pub- 
lished by Materials & Methods. 

No. 8091. A Sound Approach to 
the Railroad Market. 

This annual publication out- 
lines dollar and physical size, re- 
search aids, buying and test pro- 
cedures and current trends in the 
railroad market. It also ranks 50 
leading systems as to income, cap- 
ital and non-capital purchases, lo- 
comotives and track miles oper- 
ated. Issued by the Railway 
Equipment & Publication Co. 


road Officials Publisher’s Sales 

Presentation. 

This’ circulation breakdown 
gives information on the market 
served, history and policies, geo- 
area and occupational 
functions of the readers of the 


| Pocket List of Railroad Officials. 


No. 8093. Plant Practices on Elec- 
tric Motor Usage. 
This is a study of a group of 
Factory subscribers ~interested in 


electric motor advertising. It re-| 


ports on where the motors are 
| bought, factors considered in se- 


"Just off the press!” 


$15,000 DIRECTORY 
OF WEEKLY NEWSPAPERS 


It cost us $15,000 to produce. It's yours for 
$10.00. So, if you work in the most important 


functions 


analysis, estimating, 


sales, 


of advertising, 


media 
relations, 


marketing, 
public 


distribution, etc., this new 37th Annual Na- 
tional Directory is the only source for many 


important facts. 


It lists over 125,000 different items . . 


the only most current list of approx. 8500 


weekly newspapers. . 


locations .. . 


chanical requirements . . 


circulations . . . 


. addresses . . . county 
rates... me- 


. publishers’ names, 


etc. Marketwise it contains population figures, 


state and county maps, retail sales, etc., apply- 


ing 


to 85,000,000 consumers 


in the under 


10,000 population places where more than 
18,000,000 homes demand and read weeklies. 


Order your copy now... 
there will be no second edition 
each while they last. . 


money order to 


supply limited . . . 
. « « $10.00 


. send order, check or 


_ Weekly Newspaper Representatives, Ine. 


2 WEST 37th STREET, NEW YORK 18, N. Y. Phone BRyont 9.7300 


| lection, trends in types of motors| No. 8102. Radioisotopes Take on| 

|in use, and buying influences. | New Activity. 

| This is a brief survey of the in-| 

No. 8094. The Factory Market for| creasing use of radioisotopes, and 
Valves. the equipment and services need- 
This pamphlet reports on a|ed because of this activity. It is) 

study done among plant operating | reprinted from Chemical and En- 

men, covering the types and sizes | gineering News by Atomic Indus- 

of valves most used in the manu- trial Forum Inc. 

facturing industries, the materials 

handled by valves, and the buying | No. 8103. How to Achieve a Role 
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people who make up the market 
for hydraulic and pneumatic 
equipment and accessories shows 
who they are, what they do, where 
they work and what they buy. It 
also includes a description of the 
markets for these products. It is 
published by Applied Hydraulics. 


No. 8109. A Study of 810. Inde- 


influences. Published by Factory. | 
No. 8095. The Petroleum Refining | 
Industry. 
This 44-page brochure gives) 
market information concerning 
the refining, natural gasoline and | 
petrochemical industry, including | 
equipment usage, buying power | 
patterns, industry expenditures, | 
and lists of refineries and other 
plants. Also shows a circulation 
breakdown on the Petroleum Re- 
finer. | 
No. 8096. Market Data on the Oil 
Drilling-Producing Industry. 
Market data on the oil explora-| 
tion-drilling-producing industry) 
are summarized in this booklet. It | 
contains market scope and growth, 
advertising approach, buying prac- 
tices, equipment usage, sales tips 
and expenditures for typical items. 
Published by World Oil. 
No. 8097. Original 
Market Facts. 
Product Engineering offers this 
booklet describing the original | 
equipment market, listings its di- | 
visions, its product usage, its geo-| 
graphical location and buying in- | 
fluences, Also gives information | 
on its coverage of the market. 


Equipment 


No. 8098. Who Buys Tubing and 
Extruded Shapes. 


neering gives information on buy- 
ing practices among engineers 
who are personal subscribers. It 
reports on the types used, and the 
individuals who specify both type 
and make of tubing and extruded 
shapes to be bought. 


No. 8099. Who 
Chains. 
Information on who specifies 
| belts and chains for power trans- 
missions is given in this booklet 
prepared by Product Engineering. 
The extent of usage and the types 
of products used are also included. 


Buys Belts and 


No. 8100. Foundry Materials Han- 
dling Equipment Inventory. 
This 12 page report has been 
compiled by Foundry on the ma- 
terials handling equipment in use 
| in the foundry industry. It gives 
detailed information broken down 
by size groups on all types of con- 
veyors, trucks, truck attachments, 
cranes, hoists, lifting magnets, 
buckets, slings and skid boxes. 


No. 8101. Inside the Inplant Field. | 


Inplant Food Management has 
compileu this booklet of informa- 
tion on the scope of the market. It 
also contains charts and graphs 
showing the past, present and fu- 
ture market of industrial food ser- 


| 
vice. 


| 
} 
| 


This survey by Product Engi- | 


pendent Sales Companies in 
in the Atomic Energy Indus-_| the Fluid Power Field. 
try. | Questionnaires returned from 


Atomic Industrial Forum Inc. has} fluid power distributor firms in 
reprinted this general statement the U. S. and Canada are tab- 
on the status of the atomic energy | ulated in this report. It tells the 
industry, and the steps to be taken| type of sales organizations han- 
in developing a role in it. Origi-| dling these products, and the prod- 
nally published in Management,| ucts they sell and stock. It is pub- 
Technology and Economics for the | lished by Applied Hydraulics. 
Atomic Industry. 
| No. 8112. Who Buys Relays? 

No. 8104. Building Market Facts. A survey of personal subscrib- 

House and Home has compiled|ers to Product Engineering was 
this folder which contains a series conducted to determine buying 


|of 32 tables giving statistical in-| practices. It reports on who speci- 


formation on the home building 
industry with reference to states, 
expenditures, fix-up, characteris- | 
tics of new housing, and concen- 
tration of home-building. 


fies relays and the factors most 
important in making the decision. 


No. 8113. Who Buys Plastics? 

A Product Engineering sub- 
scriber survey is the basis for this 
No. 8105. BPA Statement. report which reveals the number 

This is a circulation breakdown | of companies using plastic parts 
on PF—The Magazine of Pre-Fab- | for their products; whether or not 
rication, giving a business and oc-| these parts are made in their own 
cupational analysis, and a geo-| plants, and who specifies the plas- 
graphical area breakdown. tics bought. 


| 


No. 8106. Market and Media Data. | No. 8114. Selling the Home Build- 
This booklet, published by PF— | ing Market Today. 
The Magazine of Pre-Fabrication, | This special report by House 
gives information on the market| and Home summarizes informa- 
served, along with data on the! tion available on the home build- 
content and special services of the|ing market, the extent, location 
magazine. and type of building being done. 
It also includes data on economic 
factors and their influence on the 
market during the next few years. 


No. 8107. Third Annual Survey of 
Electronic Original Equipment 
Manufacturers. 

This survey was conducted by 
| Electronic Equipment to deter- 
mine the dollar volume on the 
major markets for 78 electronic 
products and the job function of 
the men responsible for their se- 
lection and specification. Also re- 
ports on projected purchases. 


| 
| 


| 


No. 8115. 1956 Equipment Main- 
tenance Survey. 

This is a survey on contractor 
buying practices for maintenance 
parts and supplies. It shows which 
maintenance items and parts con- 
tractors buy; where they buy 
them; who is responsible for buy- 


ing; and the dollar volume of 
| No. 8108. Here’s What it Takes; their purchases. It is available 
to Sell the Growing Market|from Construction Methods and 


for Hydraulic and Pneumatic | Equipment. 
Equipment and Accessories in 


the United States. No. 8116. How to Do Maintenance 


| Applied Hydraulics offers this Business with Modern Con- 
| state-by-state breakdown of the tractors. 
major marketing areas in which; This investigation of the con- 


tractor maintenance market in- 
cludes information on mainte- 
nance problems, the results of a 
maintenance brand preference 
study, an estimate of construction 
|}equipment in use, and facts on 


|}equipment is purchased for use 
in resale products, manufacturing 
maintenance, or for replacement 
purposes. Trading requirements, 
merchandising patterns and dis- 
tribution factors of these areas are 


compared. |where and how contractors buy 
maintenance and repair items. 
No. 8111. Sewage and Industrial| Published by Construction Meth- 
Wastes, Market and Media| ods and Equipment. 
Data. 


This brochure reports on mar- | No. 8117. How to Do Business with 
ket facts, products needed, buying Modern Contractors. 
practices and construction costs! This is a report on contractors— 
breakdown. Published by Sewage | how many there are; where they 
and Industrial Wastes. ar. located; what size they are; 
how they can be contacted. The 
No. 8110. Continuing Product Mar-| material was compiled by and is 
ket Analysis. available from Construction Meth- 
This 16-page analysis of the | ods and Equipment. 


No. 8118. How to Sell Maintenance 
Parts and Accessories to Mod- 
ern Contractors. 
Construction Methods and 
Equipment has compiled this data 
the contractor maintenance 


Serving the Advertisers and Agencies in behalf of America’s Weekly New spapers 
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| 
| 


THE INFLUENTIAL 


market, which shows the equip- 
ment owned, the amount spent 
annually, and the buying habits 
| pertinent to maintenance, repair, 
service and accessories. 

| 

| No. 8119. New Highway Program 
| Market Report. 

| This report on highway con- 
struction for 1957 and 1958 gives 
estimates of the amount of equip- 
ment, material and labor needed 
during the next three years. It 
has been prepared by Construction 
Methods and Equipment to pro- 
| vide a reliable picture of the mar- 
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Advertising Age, April 29, 1957 


ket that wi.l result from the new!men who specify and buy equip- 
Federal Highway Law. ment and services in this industry. 


No. 8120. Construction Equipment | No. 8131. Roads and Streets Mar- | 
in Use 1957. ket and Media Facts. 

This report gives the estimated| This folder, prepared by Roads 
number of machines, classified land Streets, provides information 
into 43 types of machinery oper- | on the extent and type of the | 
ating in the engineering construc- | Street and road-building market, 
tion field today. It is published by | with details of its circulation in | 
Construction Methods and Equip- | this market. 
ment. 

No. 8132. Street Engineering Mar- 
No. 8121. Tools of the Roadbuilder. ket and Media Facts. 

Engineering News-Record and| In this folder, government data 
Construction Methods and Equip- | @re tabulated to give a picture uf | 
ment gathered the data for this | the size of the urban street con-| 
report on road-building equipment. |struction and maintenance mar-| 
It describes the tools that are | ket. Published by Street Bngineer- | 
available and what they can do, | 9. 
how they have developed and) | 

| 


where they are going. No. 8130. Drilling Rig Locator. 
This is a breakdown of rig ac- 


This study was conducted to|cations of more than 3,000 rotary | 
determine ownership and brand|@nd cable tool rigs operated by | 
recognition of crushing, screening|nearly 750 drilling cwntractors. 
and washing equipment by con-|The details include contractor's 


pIBUNE- STAR 270,000). Data, photographs—of what's “going on” 


THE TERRE, ware u 


No. 8122. 1956 Aggregate Study. | tivity as of March, 1957, listing lo- | camenanecoenes 


TERRE HAUTE, Indiana 
Market Data 


Now Available 
Write for your copy today—this factual new 16- 
page brochure will be helpful in evaluating the 
9-county, Terre Haute Market (population over 


in a revitalized market and important distributing 
center. 
Terre Haute Tribune-Star 

TERRE HAUTE, INDIANA 


tractors. Answers to question-|Mame and address, rig number 
naires returned by 227 contractor 


subscribers to Construction Meth- eeeevee3e#eenee3eeeeneteensvrteenesee#enspeee#ee#ee#e#e#e#8e#8e#8e8e8eee 


ods and Equipment furnish the 
data for the report. 


No. 8123. Instrument and Appar- 
atus Applications. 
This monthly publication lists 
and describes where and how in- 


instrumentation, research, control 
and analysis are applied. It is 
available from Analytical Chem- 
istry. 


IT WOULDN’T BE WASHDAY - 


No. 8124. Market and Media File. 
This presentation by American 
Metal Market includes market 
data and a circulation breakdown 
by geographica! area, industry and 
occupational function. 


* 
° 
+ 
° 
struments and apparatus used in ° 
* 
- 
> 
~ 
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No. 8125. American Gas Journal 

1957 Market Media Fact File. 

This analysis of gas distribu- 
tion and utilization industry high- 
lights expenditures, industry as- 
sets, types of gas, miles of main 
and number of customers. Also 
provides a handy checklist by dol- 
lar volume of major equipment 
and service expenditures in the 
gas utility industry. Published by 
American Gas Journal. 


No. 8126. The Pipeline Engineer 
1956-57 Market Media Fact 
File. 

This folder gives details of The 
Pipeline Engineer’s coverage of 
the oil and gas pipeline market. 
It provides over-all information 
on the oil, gas and products pipe- 
line market, plus editorial and 
circulation coverage to the key 
men who buy the majority of 
pipeline equipment and services. 


No. 8127. The Petroleum Engineer, 
Drilling and Producing 1956-57 
Market Media Fact File. 

This folder provides information 
on the drilling, producing and ex- 
ploration market, together with 
an analysis of The Petroleum En- 
gineer’s circulation among the key 
engineering-operating men who 
specify the purchase of drilling- 
producing equipment and services. 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


No. 8128. The Refining Engineer | 
1956-57 Market Fact File. 
The Refining Engineer has pre- | 

pared this folder on the refining- 

petrochemical market. It includes 


information on the refining, nat- | 
ural gasoline and petrochemical | 
market, plus details of its circula- 
tion coverage of the key men who 
specify the purchase of products 
and services in this industry. h 
a ey) PAUL 
No. 8129. The Petroleum Engineer : 
1956-57 Market Media Fact File. 
The enclosures in this folder de- 
scribe the oil and gas market, in- 


D j s ATC at * REPRESENTATIVES 
RIDDER-JOHNS, INC. 


FOR THIS TWIN'S MOM... . 


. WITHOUT Hi-lex! = - 


From-shirts to shorts to sheets . . . from diapers to dish 
towels to doilies . . . Mrs. St. Paul wants her family’s wash- 
ables as pure and white as a Minnesota snowdrift. And for 
tens of thousands of these housewives, it just wouldn't be 
washday without a few drops of Hi-lex to cleanse, disinfect 
and deodorize! Among St. Paul's bottled bleach buyers, the 
Hi-lex preference rating is up again —to an all-time high of 
90.1°¢—according to the 1957 St. Paul Consumer Analysis 
Survey! How'd they get so sold on the Hi-lex habit? By read- 
ing—and heeding—a_ hard-hitting, consistent Hilex adver- 
tising campaign in the St. Paul Dispatch-Pioneer Press! 


Bottled Bleach Brand Preference in St. Paul 


BRAND 1957 1956 
I at oe eee CPOs cases Oe 87.3% 
Brand B icnto-aceate ee ee 6.7 8.0 
Sk es ea 1.1 1.2 


Are St. Paul's buyers reaching for YOUR product? Or are 
they reaching over it to pick up another? Find out just how 
it rates by looking over the 1957 St. Paul Consumer Analysis 
Survey . . . an exhaustive, fact-filled study of the brand pref- 
erences and buying habits of the 486,100 people in the St. 
Paul Market* who spend 596 million dollars a year. For your 
personal copy, contact your Ridder-Johns representative or 
write. using your company letterhead, to Consumer Analysis, 
Dept. B. 


"Ramsey, Dakota and Wdshineton Counties. Source: May 10, 1956 Sales Man- 


e agement Survey of Buying Power 


cluding specialized data on the 
drilling-producing, pipeline, refin- 


Ri OOER NEWSPAPER 


NEW YORK - CHICAGO - DETROIT 


ing, gas processing and petro- 
chemical divisions. It also shows 
how its circulation covers the 


. 
* SAN FRANCISCO - LOS ANGELES 
PIONEER PRESS “ ST. PAUL - MINNEAPOLIS 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


or name, type of power and fuel, 
total hp on main mud pumps, 
drawworks make and model, hp 
available to drawworks, rated 
drilling depth and current loca- 
tion. Published by The Petroleum 
Engineer. 


No. 8133. 1957-69 Highway Con- 
struction, Maintenance and Ma- 
terial Needs. 

This pamphlet presents an ex- 
planation of the various figures 
used in connection with the ex- 
panded highway construction pro- 
gram. It includes estimates of 
maintenance expenditures and ma- 
terials needed in the future. Pub- 
lished by Roads and Streets. 


No. 8134. Rural Roads Market and 
Media Facts. 
Rural Roads used government 
data to describe the size, type and 
prospects of the rural road con- 


a WAY OUT 


NIELSEN: NCS #2 1956 | 


, 

Gy venernanion 9 COUNTIES } 
} fo 

‘ 


1N COVERAGE 4 
WSAZ-TV  PLASIAY 
yes 21 1] 1 | 
} ead teuttits 45] 21) 5 | 
» binadt'teutis 56] 30] 15 3 


» TOTAL COUNTIES 
COVERAGE 


50 | 22 3 


== 
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ARB: 8 out of TOP 12° 
*February 1957 


sad —- ae 
be Pon Cee 
HUNTING TON-CHARLESTON, W. VA. 


W.3.C. NETWORK 


Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 


struction and maintenance market 
in the U.S. and Canada. The fold- 
er also contains data on the equip- 
ment market. 


No. 8135. The Expanded National 
Highway Program. 

A series of editorial excerpts 
from Engineering News-Record 
detailing marketing facts on the 
new program are presented in 
this pamphlet. Included are data 
on construction levels expected, 


needs, equipment requirements 
and a report on new uses of elec- 
tronic equipment. 


No. 8136. Staff Report on Schools. 
This is a 32-page reprint of an 
award-winning special report on 
special construction. It analyzes 
classroom needs, state by state, 
goes into financing problems, 
stretching the school-building dol- 
lar, costs, coping with budget crit- 
ics, and itemizes where the school 
dollar goes. Published by Engi- 
neering News-Record. 


No. 8137. Condensed Data on En- 
gineering News-Record. 

In this report is found con- 
densed data on the construction 
market; its size, scope, buying in- 
fluences and products purchased, 
along with a circulation analysis 
of Engineering News-Record. 


No. 8142. This is the Fluid Milk 
Market. 

A pamphlet describing the fluid 
milk industry has been prepared 
by the Olsen Publishing Co. It de- 
tails the size of the industry and 
the number and location of plants, 
along with annual product vol- 
ume. It also outlines current trends 
in the industry. 


No. 8143. This is the Ice Cream 
Market. 

This report on ice cream manu- 
facturing in the U. S. gives a 
breakdown on production by states 
and number of plants. It is avail- 
able from the Olsen Publishing Co. 


No. 8144. Milk Storage Tank Sur- 
vey. 

Answers to questionnaires 
mailed to milk dealers across the 
nation were tabulated to show 
the size, shape and type of milk 
storage tanks used in the dairy in- 
dustry, and the channels of dis- 
tribution through which tanks are 
purchased. Published by the Olsen 
Publishing Co. 


No. 8145. Dairy Products Data 
Folder. 

This file folder contains a col- 
lection of maps and charts show- 
ing state-by-state and month-by- 
month production of principal 
dairy products such as fluid milk, 
ice cream, sherberts, soft ice 
cream, cream cottage cheese, but- 
ter, cheese, condensed and evap- 
orated milk. Published by the Ol- 
sen Publishing Co. 


No. 8146. How to Hit Your Market. 

A survey of metalworking firms 
and their market research activi- 
ties is the basis for this report on 
how to use the new U. S. Census 
of Manufactures as a marketing 
tool. It reports on the type and use 
of market research, future re- 
|search plans and new product 
| studies. Prepared by The Iron 
Age. 


No. 8147. Wisconsin Forest Prod- 
ucts Price Review. 
Data obtained from approxi- 


material requirements, manpower | 


Lake States Timber Digest. 


No. 8148. ISA Journal. 

This circulation report on the 
ISA Journal gives data on the 
market served by industry, geo- 
graphical area, and occupational 
classifications. It is published by 
the Instrument Society of Amer- 
ica. 


8149. Petroleum Week ‘Sales 
Letter,’ 

This semi-monthly publication 
by Petroleum Week contains in- 
formation on oil production and 
sales trends, along with a roundup 
of changes in key oil personnel, 
published for men who sell to the 
oil industry. 


No. 


No. 8150. How Many Employing 
Electrical Contractors Are 
There? 

This folder reports that there 
are currently in existence over 
18,000 employing contractors. It 
tells how many people they em- 
ploy; what their annual payroll is; 
where they are located, and how 
they are served by Contractors’ 
Electrical Equipment. 


No. 8151. Market and Media Facts. 

Contractors’ Electrical Equip- 
ment offers this report on elec- 
trical contractor firms and their 
market. It describes who they are; 
what they buy; where they are 
located; and how they are sold. 
Also gives a circulation descrip- 
tion of this publication. 


No. 8152. The Facts about Selling 
Electronic Products from Mar- 
kets to Media. 

An analysis has been made of 
the entire electronic’ original 
equipment market, in connection 
with its coverage by Electronic 
Equipment. It gives the geographic 
location of electronic equipment 
purchased, and a description of 
research facilities available to ad- 
vertisers and agencies. 


No. 8153. The Great Natural Gas 
Industry. 

This 24-page booklet describes 
the gas industry, giving types and 
functions of the companies which 
make it up; the products they buy; 
and the size of their operations. It 
is published by Gas. 


No. 8154. Store Lighting. 

A review of today’s com- 
petitive situation between down- 
town stores and suburban shop- 
ping centers as it affects the 
commercial lighting equipment 
market, with statistical predic- 
tions of store lighting sales over 
the next ten years. Sales tips to 
help power companies increase 
this area of their business are in- 
cluded. Published by Electrical 
World. 


No. 8155. 13 Opportunities to Sell 
the South. 

This is an outline and descrip- 
tion of markets which will be the 
subjects of the monthly issues of 
the Manufacturers Record in 1957. 


They are: metals; industrial air 
conditioning; transportation and 
travel; protective coatings; con- 


tract manufacturing; plant mach- 
inery and equipment; packaging; 
safety and insurance; industrial 
chemicals; office equipment; in- 
dustrial textiles; sanitation and 
maintenance. 


No. 8156. A Report to Process 

Equipment Manufacturers. 

Chemical & Engineering News 
made a study of the market for 
processing equipment, and reports 
its findings on the titles, functions 
and buying influences of the indi- 
viduals in the companies studied, 


mately 125 Wisconsin reporting 


tension Forestry Office, College of 
Agriculture, University of Wis- 


points are tabulated to give this|compared with other publications. 
report on current prices for forest | 
products. It is compiled in the Ex-| No. 8157. A Report to the Chemi- 


consin, and is issued biennially by|ings of Chemical 


along with readership of C&EN 


cal Industry. 
This booklet presents the find- 


ing News of the chemical raw ma- 
terials market. It gives titles, 
functions and buying influences 
of the individuals in the compa- 
nies studied, along with their 
readership of C&EN compared 
with other publications. 


No. 8158. Atomic Energy is Chem- 
ical Business. 

This publication examines the 
roles of industry, education and 
government in the development of 
atomic science. It also gives data 
on Chemical & Engineering News’ 
coverage of these areas. 


No. 8159. The Man Who Reads In- 
dustrial & Engineering Chem- 
istry. 

This report summarizes findings 

from a survey of employes in the 

chemical process industries. It 
shows job titles and buying influ- 
ences. Published by Industrial & 

Engineering Chemistry. 


No. 8160. Producers Monthly. 
This monthly publication con- 
tains data on water flooding, sec- 
ondary recovery potential mar- 
kets, production markets, produc- 
tion machinery-equipment and 
methods, pressure maintenance. It 
is published by Producers Month- 
ly. 


No. 8161. Special Report to the 

Building Industry. 

Practical Builder has compiled 
this special report on the market 
for modernization as _ building’s 
biggest business. It gives the size, 
location, type and age of proper- 
ties in this market, along with 
data on the materials and equip- 
ment needed to do the job. 


No. 8162. Market Coverage in the 
Liquefied Petroleum Gas In- 
dustry. 

This folder describes briefly the 
uses of liquefied petroleum gas, 
the dimensions of the market for 
manufacturers, and the channels 
of distribution through which they 
reach this market. It is available 
from Butane Propane News. 


No. 8163. The Manufacturing Meat 
Industry. 

This 20-page brochure covers 
production figures, market oppor- 
tunities, buying habits and loca- 
tion of plants in the meat manu- 
facturing industry. It also offers 
data on the National Provisioner’s 
coverage of this market. 


No. 8173. It’s Time to Take a New 

Look at the Building Industry. 

A booklet prepared by Building 
Products describes the need of 
builders and architects for new in- 
formation on building products, 
materials and equipment, and 
presents evidence to advertisers 
of the intensive readership of this 
type of editorial material. 


No. 8175. A Study of 1485 Inde- 
pendent Welding Supply Dis- 
tributors. 

This study shows the products 
and lines handled by distributors 
and independent wholesalers in 
the welding supply business. It is 
published by Industry and Weld- 
ing and Welding Illustrated. 


No. 8176. A Continuing Analysis 
of the Markets for Welding, 
Cutting, Brazing and Auxiliary 
Products. 
This publication discusses the 

size and scope, buying habits, sales 

and distribution patterns and 
present markets for welding, abra- 
sive products, are welding acces- 
sories, electrodes and machines, 
clamps and holding devices, auto- 
matic and semi-automatic equip- 
ment and accessories, and other 
allied products. It is published by 

Industry and Welding and Weld- 

ing Illustrated. 


No. 8312. Trends at a Glance. 


Advertising Age, April 29, 1957 


Containers, this index to produc- 
tion statistics of the packaging in- 
dustry is compiled from figures of 
four trade associations and the De- 
partment of Commerce. It appears 
monthly. 


No. 8177. How to Reach the Inte- 
grated Water Supply and Sew- 
age Disposal Market. 

This folder gives information 

about the market and its dollar 

value. Also included is a circula- 
tion, editorial and advertising 
breakdown plus a list of adver- 
tisers and a short description of 
the Water & Sewage Works Ref- 
erence and Data Edition. Available 
from the Scranton Publishing Co. 


No. 8178. Electric Motor Usage and 
Buying Practices in Chemical 
Plants. 

The use of electric motors in 17 

representative chemical plants 

was studied to determine the 
number of motors, kwhr consump- 
tion and kw demand load; the per 
cent distribution by hp ranges; en- 
closure and speed types; distribu- 
tion of new motor purchases by 
purpose and source of supply; spe- 
cifying, buying and maintenance 
practices. Published by Chemical 
Processing. 


No. 8313. Thanks to Corrugated. 

This article was prepared to 
show the divergence of uses to 
which corrugated cardboard could 
be put and appeared in the Aug- 
ust, 1956, issue of Boxboard Con- 
tainers. A single copy of the re- 
print costs $1 but quantity dis- 
counts are available. 


No. 8316. What Is the Role of In- 
dustrial Traffic Managers and 
Carrier Traffic Executives in 
Purchase of Materials Han- 
dling Equipment and Shipping 
Containers? 

Participation of industrial traffic 
managers in selection of materials 
for handling equipment has in- 
creased 42% in the last 10 years, 
according to this report. Similar 
trends in participation by carrier 
traffic executives are illustrated 
in this survey report made for 
Traffic World. 


No. 8317. Total Freight 
Shippers Who 
Traffic World. 
Reported in this booklet are re- 

sults of a survey made for Traffic 
World of yearly expenditures by 
its subscribers. The study also 
analyzes expenditures for related 
services, such as privately-owned 
carrier equipment, public ware- 
house service, passenger transpor- 
tation and transferring household 
goods. 


Bill of 
Subscribe to 


No. 8179. The Job Ahead for the 
Building Industry. 

This eight-page reprint from 
American Builder reviews the 
outlook for the building industry 
in 1957, and the long range pros- 
pects for home-building from now 
to 1970. 


No. 8180. Facts for the Advertiser. 

A market and media data book- 
let has been prepared by American 
Builder giving its history, market 
served, circulation breakdown by 
geographical area and industrial 
classification, and its circulation, 
editorial and advertising policies. 


No. 8181. What Builders are Read- 
ing Today. 

A survey conducted for Ameri- 
can Builder shows the types of 
buildings constructed by the re- 
spondents; the title breakdown of 
the men who select the building 
products used; and the reading 
preferences of builders among the 
building industry publications. 


No. 8182. Trends Tell the Story. 
This eight-page folder gives in- 
formation about 1956 expenditures 


& Engineer- 


A regular feature of Boxboard 


for building construction. It con- 
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tains a map showing housing 
starts by regions of the U. S. in 
relation to American Builder’s cir- 
culation, and other data on this 
magazine’s circulation and adver- 
tising. 


No. 8183. Mr. ‘What’ Meet Mr. 
‘How,’ 

This folder contains information 
on the light construction market, 
and highlights the factors that de- 
termine builders’ buying decisions. 
It also describes the coverage of 
this market and the editorial con- 
cept of the American Builder. 


No. 8185. Your Railroad Market. 


nine-page marketing section con- 
tains facts, figures and charts on 
the size, type and prospects of the 
current commercial and naval 
shipbuilding boom. It also outlines 
the chief buying influences in this 
market. Published by Marine En- 
gineering/Log. 


No. 8191. The Marine Market Says, 
‘Hurry! Don’t Miss the Boat!’ 
Marine Engineering/Log has 

prepared this booklet on the cur- 

rent U. S. shipbuilding boom. 
| Charts show the growth of marine 
industry and prospects for the fu- 
ture. Also included is information 
on this publication and its cover- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


A 12-page research report pub-| age of the market. Nome ME <n FoReE Rea cle Ch ivecdukdekKent 
lished by Railway Age evaluates | 
present and planned purchases for| No, 8196. Building for Industry. NE Sis ws snes Seeduenadesss duaekseee se 
capital equipment, materials and} This 36-page editorial reprint 
supplies; reports on the “new/from Engineering News-Record Peo asks 5cs0ps cess byekvepanen ees ee 
look” railroad; and appraises the|presents a summary of informa-|| 0 e—<—SststsSsSsSee EE 
growth potential for the railroads.| tion about industrial buildings. It a 
It contains detailed tables of past|charts the regional shift of! ity MOTI TSETTETT Te oe Pe ee PO 4 0 0b us oss been ches <xetu 


and planned purchases. 


No. 8186. Railway Age Market and 
Media Facts. 
This booklet tells of the market 
served by Railway Age, giving a 
geographical and industrial break- 


| construction, 1938-1956, buildings | 
|constructed by type of industry, | 
}and comparative cost information, ' 


This coupon not valid ofter July 22, 1957 


down on its circulation. It also! 


contains history, background, and 
notes on special services. 


No. 8187. How to Flag Down More 
New Business in Railroading. 


This railway sales folder con-| 


tains four booklets. The first re- 
ports on the market, what it buys 


WE LIVE IN A 


and future outlook; the second 
analyzes the pattern of railroad | 
purchasing; and the third and) 
e fourth show how Simmons-Board- | 
ef man’s five railway publications 
: and three cyclopedias cover the | 


TOWN OF 12,754 


market. Issued by Simmons- 
Boardman Publishing Corp. 


No. 8188. Marine Engineering/Log 
Market and Media Facts. 
This 14-page booklet gives a 


circulation analysis of Marine En- | 


gineering/Log, and contains data 
on the marine market, with a re- 


view of current maritime expan- | 


sion and figures on the size and 
growth of naval and commercial 
fleets. 


No. 8189. Marine Paint and Coat- 


ings 5 Million Gallons Annu- 
ally. 

A survey conducted by Marine 
Engineering/Log gives a statisti- 
cal breakdown of annual consump- 
tion of paint and coatings by mer- 
chant shipping. It shows annual 
requirements by existing fleets 
and new ships now under contract, 
and types of paint used on typical 
cargo vessels. 


No. 8190. Marine Engineering/Log 
Data Digest. 
This file for advertisers covers 
market, editorial, circulation, ad- 
vertising and readership data. The 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


| 


| 


Like this family, Hometown and Rural America buys the products they hear about 
through the 939 Keystone stations . . . 


Small town stuff, you say? Home town stuff, we say! Yes, Hometown and Rural 
America families like this represent one of the most valuable sections of economic 
America! They, together with millions and millions of their counterparts make up the 
vast audience that Keystone Broadcasting System covers like a blanket. 


Simple multiplication of this hometown brings into focus the importance of these 
Keystone markets to your advertising and your product. No longer can this facet of 
the great national marketplace be ignored—it represents too much profit potential! 


an audience of 90 million listeners! 


Send for our new station list 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
111 W. Washington 527 Madison Ave 3142 Wilshire Bivd 57 Post St 
Sta 2-8900 Elderado 5-3720 OUnkirk 3-2910 SUtter 1-7440 


© TAKE YOUR CHOICE. A handful of stations or the network . . . 
up to you, your needs 


© MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some “spot” costs. 


@ ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you 


a minute of a full hour—it's 
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as well as data on trends in con- | 
struction. 
| 

No. 8197. Not Only Roads. 
This folder describing the new | 
highway program outlines the im- 
pact it will have on all types of| 
business. It details the size and 
scope, gives dollar figures on im-| 
mediate expenditures, and notes | 
some of the problems to be faced | 
and the expected impact on the 
national economy. Available from 


tistics on ice cream manufacturers 
producing a vegetable fat frozen 
dessert. Also gives information on 
comparative sales of the two prod- 
ucts by firms who manufacture 
both. 


No. 8140. Amount of Washing and 
Sanitizing Solution 
Dairy Farms. 


The results of a survey of chief| and sales, and how to reach the 
milk inspectors in city health de- | buying influences in this field.) 


partments in 505 cities with pop- 


ulations of 25,000 or more reveals 
|the amount and type of washing 


Engineering News-Record. 


No. 8138. The Engineer Shortage. 


This specia! report by Engineer- 


ing News-Record offers detailed 
information on the manpower 
shortage in the construction in- 


dustry. It tells what skills are in| 
demand, the expected future de-| 
mand, turnover, and what is being | 
done to relieve the shortage. 


No. 8139. Survey of Ice Cream 
Manufacturers in  Mellorine| 
Producing States. | 
A report by The Milk Dealer | 

contains production and sales sta- 


and sanitizing solutions used daily | 
on dairy farms. Published by The | 
Milk Dealer. 


No. 8141. The Number of Farm 
Bulk Milk Cooling Tanks in 
Use. 

Information obtained from state 
departments of health and agri- 
culture is compared with survey 
results from the Dairy Industries 
Supply Assn. and the National 
Assn. of Dairy Equipment Manu- 
facturers to produce this estimate 
of the number of farm bulk milk 
cooling tanks in use as of May,}| 
1956. Prepared by the Olsen Pub-| 
lishing Co. 


No. 8193. Western Meat Industry 


/ ENERGY ! 


There are all kinds, but if 
you want extra sales 
energy in Southern Cali- 
fornia...take heart, 
friend... 


An exclusive KTTV adver- 
tise’, out to improve his 
al,eady healthy sales, 
says: 


‘‘We’re happy to 
report a 297% increase 
in retail sales...’’ 


The item was an imported 
toy car, featured on the 
Sheriff John Show and 
selling for about $5.00. 
Here's sales energy that 
gets past the piggy bank, 
into major retail sales. 
That's what KTTV’s strong 
local selling personalities 
can do for you. 


Ask your Blair-man for full 
details, but ask him 
quietly... 

He gets very excited about 
KTTV's sales energy... 


Los Angeles Times-MGM 
Television ~~) 


Represented nationally by BLAIR-TV 
L J 


Survey and Directory—South- 
| ern California. 

This survey reports on meat 
production and industry trends in 
|Southern California, and gives 
| population, retail store sales and 
|commercial slaughter. The direc- 
|tory lists names and addresses of 
meat plants. Published by Western 
Meat Industry. 


|No. 8194. Western Meat Industry 
Market Letter. 

This market newsletter for ad- 
vertisers and agencies interested 
in the meat industry of the West 
summarizes industry trends, gives 
news of western meat plant con- 
struction, plant expansion, owner- 
ship and personnel changes. Pub- 
lished monthly by Western Meat 
Industry. 

No. 8195. Western 
Slaughter Data. 

This report gives official figures 
on western slaughter of cattle, 
calves, sheep, lambs and hogs by 
state and by year, revealing the 
increase in output from 1951 to 
1956. Published by Western Meat 
Industry. 


Livestock 


No. 8192. Plastics are Getting Sea 
Legs. 

This reprint from Marine Engi- 
neering/Log reviews the use of 
plastics in the current maritime 
boom. It gives information on the 
types of plastics now in use, and 
recommendations for other uses. 
No. 8196. The Magazine That 
Reaches Every Industry Where 
Instrumentation Is Used. 

Findings from a survey of In- 
dustrial Laboratories subscribers 
reveal which of these readers have 
authority to buy instruments or 
components, and how they influ- 
ence plant control and operations. 


struction. 


No. 8199. Your Most Vital Market 


cussing the chemical process in-| tion 
dustries contains information on| sheet in the folder. 
Used on|the history, composition and geo-| 


43 basic metalworking operations 
|}such as boring, turning, grinding 
or milling in over 4,000 plants 
—The Chemical with more than 50 workers was 
dustries. |determined for this inventory by 
This 26-page presentation dis-| American Machinist. Each opera- 
is reported on a _ separate 


Process In- 


graphy, value of output, purchases | No. 8309. The Office Market and 
How to Sell It. | 
This brochure describes the} 
Published by Chemical Engineer-| scope and defines the substantial | 


ing and Chemical Week. 


|sponsor, size and type of occu- 
|pancy permitted have been com-| 


No. 8300. Wool Textile Review. 


office market. The products used | 
and operations of offices with 25) 
or more employes and the factors | 


The supply and demand factors | that most interest executives con-| 
in the wool market are analyzed| cerned with administration of such 
in this booklet prepared by The) offices are discussed by Office 
Journal of Commerce, New York.| Management. 

Wool’s share of the textile market 
and methods of increasing wool! No. 8310. Pulp & Paper Industry 
usage are also discussed in the | Report. 
publication. | Extensive statistical data on 
| production of the pulp and paper 
No. 8301. First Quarterly Plant|industry in the U.S. are included 
Location Survey. in this report by Pulp & Paper. 

Besides considering factors in- | Indications of expansion, major 
fluencing plant location decisions,|developments and forecasts are 
this survey lists industrial dis-| reviewed by geographic areas. 
tricts from coast to coast. The) 
name of each district, its location,| No. 8311. State of the Box Busi- 
ness. 

This is a monthly newsletter 
piled by The Journal of Commerce, | that appears in Boxboard Con- 
New York. tainers. It lists production and 
shipping rates of paperboard, cor- 

No. 8302. The Southern Textile|rugated containers, folding car- 
Mill Review. tons, special food boards and set- 

Recent data on new plant sites| up paper boxes. 
and projected expansions in the 
South are available in this review | 
by The Journal of Commerce, 
New York. Other sections deal 
with textile machinery develop- 
ments, productive capacity and 
current views of leaders in the 
textile industry. 


No. 8164. 100 Billion Highway 
Program—lIts Impact on Your 
Business. 

This publication outlines sales 
opportunities created by the na- 
tional highway program for man- 
ufacturers and sellers of construc- 
|tion materials, equipment and 
supplies. It lists additional equip- 
ment needed during 1957-59 and 


No. 8303. 1957 Great Lakes—St. 
Lawrence Seaway Study. 


Advertising Age, April 29, 1957 


defense news and listings of mili- 
tary contracts, and is published by 
Aviation Week. 


No. 8171. Power in Electric Util- 
ities. 

This is the story of electric util- 
ities showing organization-func- 
tion chart of typical electric utility 
plant, and how Power serves the 
market. Issued by Power. 


No. 8172. Ceramic Marketer. 

This newspaper-style folder 
tells the story of expansion in the 
ceramic industry. It also gives in- 
formation on Ceramic Data Book's 
coverage of this market. 


No. 8200. The Market for Electri- 
cal Equipment in the Chemical 
Process Industries. 

A description of certain char- 
acteristics of the chemical process 
industries is found in this pam- 
phlet. It includes the value of out- 
put and capital and raw materials 
expenditures for the last five 
years, and an analysis of the uses 
of electrical equipment in various 
processes, along with a breakdown 
of the dollar potential for electrical 
equipment. Published by Chemi- 


cal Engineering and Chemical 
Week. 
No. 8201. Chemical Products 


Which Can 

Fiber Drums. 

This booklet lists those products 
which can be packaged in fiber 
drums, ranging from abrasives 
through welding compounds. It is 
available from Chemical Engi- 
neering and Chemical Week. 


Be Packaged in 


No. 8202. The Market for Mixing 
Equipment in the Chemical 
Process Industries. 

A discussion of the operations, 
objectives and applications of var- 


gives estimated highway spending 
York, prepared this progress re-| Plans by states. Published by Con- 
port and economic analysis of the | S8truction Equipment. 

Great Lakes—Seaway area. Port | 

construction programs and poten-| No. 8165. Survey of Customer- 


The Journal of Commerce, New | 


rics Review. | ciated Equipment Distributors and 
Fibers and the role of fibers in| Associated General Contractors, 
industrial production have been|this report outlines the 
considered in this review by The| construction equipment market on 
Journal of Commerce, New York.| the retail level, and is priced at $1 
Current developments, trends and| per copy. Issued by the publica- 
product improvements of interest | tion. 
to producers and users of indus- 
trial textiles are also discussed. No. 8166. Radio Communications 
Equipment on U. S. Railroads. 
8305. Transportation This is a report on the market 
phone Tickler. | for radio equipment in the rail- 
This book is called “the only | road industry, with tabulations of 
comprehensive guide to freight the installations on locomotives, in 
transportation, storage and hen. | Yards, fixed wayside stations and 
dling as an industry.” It gives the! cabooses. Published by Railway 
names of key traffic executives | 49°: 
and the addresses and telephone 
numbers of thousands of compa- 
nies in the U. S. Available from 
The Journal of Commerce, New| 
York. 


No. Tele- 


| No. 8167. Survey on Coal Stock- 
piling. 
A survey 


y of a large 


coal, how many stockpile, 


No. 8306. A Security Market Run- 
ning into Billions. 


No. 8197. An Intimate Insight into 
America’s Industrial 
Laboratories. 
Questionnaires returned by 16, 
774 readers of Industrial Labora- 
| tories were analyzed for this re- 
port. The type of organizations, 
|laboratory functions, buying au- 


| thority and influence, number of | 


projects each one is engaged in, 


p= the types of research con- 
ducted are presented in tabular 
| form. 


No. 8198. Forecast of Activity in 
the Oil and Gas Industry. 


Research | 


_ | holdings of 56 fire, casualty and | 


This annual report by Oil and 
Gas Journal gives detailed records 
of past activity in the oil and gas 
industry, and forecasts of coming 
activity in wells to be drilled, de- 


mand figures, 
construction 


production, 
and pipeline 


plant | 
con- | 


This is the 1956 tabulation by 
|The Journal of Commerce of cor- 
porate security holdings of lead- 
|ing insurance organizations. The 


of these Industry Power readers. 


| No. 8168. A Quick Picture. 


This brochure, published by 


| life insurance organizations in 175!) 
| different companies are listed. 


| No. 8307. How to Sell Metalwork- 
ing with American Machinist. 
| The $119 billion metalworking 
|}market is outlined in this bro- 
chure issued by American Machin- 
ist. A map shows the number of! 
| plants with 50 or more workers in 


| fications and tells how 
are specified and purchased. 


ket Study. 
This is an analysis of military 


tial traffic were investigated as Distributor Sales and Service | 
well as cost factors for all aspects. Policies. 

Based on a survey conducted for 
No. 8304. Spring Industrial Fab-| Construction Equipment, Asso- 


current | 


sam- 
ple of Industry Power’s circula- 
| tion shows how many plants burn 
the 
equipment they use, how coal is 
| delivered, and the buying power | cal 


Heating, Piping & Air Condition- | 
ing, shows the market served in 
the industrial and large building 
| field. It also gives product classi- 
products 


No. 8169. Aviation Industry Mar- | editorial, 


ious types of mixing equipment in 
| the chemical process industries is 
| presented in this pamphlet. It in- 
|cludes the results of a survey on 
|the uses and preferences for mix- 
ing equipment among subscribers 
Chemical Engineering and 
| Chemical Week. 


to 


| No. 8203. Chemical Week Fact File 
Materials on market data, cir- 
culation classification by region 
and industry, readership and edi- 
torial policies have been compiled 
by Chemical Week into a file for 
advertisers and agencies. 


No. 8204. Chemical Week Forecast 

67. 

Predictions of what is ahead in 
sales, profits, taxes, dividends, ex- 
pansion and production are in- 
|cluded in this 24-page brochure. 
Also included are tables and 
graphs for selected chemical in- 
dustries. Published by Chemical 
Week. 


No. 8205. Buying Influence and 
Magazine Preferences Among 
29 Leading Chemical Manu- 
facturers. 

Buying influences and maga- 
zine preferences among the chemi- 
process industries were 
studied for this report. An anal- 
| ysis based on three groups, ad- 
ministrative management, proc- 
essing-engineering, and research 
and development is given. Pub- 
jlished by Chemical Engineering 
| and Chemical Week. 


|No. 8206. Chemical 
Fact File. 

This four-page folder presents 
circulation, advertising 
| readership, market and research 
,| information. It is prepared by 


Engineering 


commercial and general aviation | Chemical Engineering. 


}each state, with other data, and| markets. It is published by Avia-| 


\the factors influencing sales of| tion Week. 


machine tools, materials of manu- | 


facture and other supplies are de-| No, 8170. Aviation Week Marke 


scribed. Letter. 
| This monthly newsletter cov- 
No. 8308. Inventory of Metalwork- ers recent developments in al 


ing Operations. 


The extent of occurrence of at home and abroad. It contain 


branches of the aviation industry 


No. 8207. 
Changing. 


t The importance of preparing to 


Your Markets Are 


bring information about your 
product to new as well as old 
1 markets is brought out in this 


booklet which also includes circu- 
S lation data by industry and loca- 
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Advertising Age, April 29, 1957 


tion for Industrial 


News. 


A discussion of the outlook for 
construction in the year 1957,| 
based on the experience of recent 
years. The factors which play a 
part, such as costs, wages and ex- 
penditures are evaluated. Pub- 
lished by Architectural Record. 
No. 8209. Fluorescent 
Fixture Survey. 

A survey of architects was con- 
ducted for Architectural Record to 
determine the number and kind of 
fluorescent lighting fixtures speci- 
fied by them, and the features 
which influence their preference. 


Lighting 


No. 8210. Residential 

Study. 

This study reports on archi- 
tects’ preferences with respect to 
wet heat and warm air heat; cool- 
ing systems and hot water sys- 
tems for the houses and commer- 
cial buildings they design. Also 
listed are the reasons for these 
preferences. It is published by 
Architectural Record. 


Heating 


No. 8211. Welded Wire Fabric 
Study. 
The results of a_ study to 


determine architects’ specification 
practices in regard to welded wire 
fabric are presented in this book- 
let, along with other data on the 
use of this product. Available from 
Architectural Record. 


Equipment | Major Markets for Trucks; Market 
| for Cleaning Compounds. 


ment. 

This breakdown includes busi- 
ness and occupational data on the 
controlled circulation of Electron- 
ic Design. It also gives geograph- 
ical information for the circula- 
tion of this publication. 


No. 8218. Media Data Reference 

File. 

Industrial Equipment News has 
prepared this folder which gives 
information on the market cov- 
ered, as well as circulation, edi- 
torial and advertising data. 


No. 8220. The Flow Market for 
Powered Industrial Trucks. 
This booklet reports on the 

quantities and types of gasoline 

powered, electric, diesel, LP-gas 
and gas-electric vehicles in eight 
classes of industries. It provides 
data on utilization, accessories, re- 
placement equipment, plant pur- 


maintenance, and factors influenc- | 


| ing the purchase of this type of 
No. 8208. Brakes and Accelerators.| No. 8217. BPA Publisher’s State-| equipment. Available from Flow. 


chases, age of equipment in use,, 
| 


No. 8219. The Flow Market for| 
Bulk and Package Conveyors. 
This study of the market for 

conveyor equipment was con-| 

ducted for Flow. It gives informa- 
tion on equipment now in use, as 
well as anticipated purchases, and 
| lists consumption by industry and! 
type of equipment. | 

| 

| 


No. 8221. Analysis of Reader Ac- 
tivities by Occupational Func- 
tion. 

These tabulations show the 
kinds of material handling equip- 
ment in which certain industrial 
classifications are interested, and 
give the occupational functions of 
those interested. Published by 
Flow. 


No. 8222. Material Handling Ac- 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


actual sales of material handling| trial vehicles and manual material 
equipment compared to Flow’s| handling equipment. Published by 
circulation. The equipment sales|Flow and Material Handling Il- 
recorded included powered indus-| lustrated. 


THE 
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IS 

COMING 


tivity Guide. 
| This trading area analysis shows 
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No. 8212. Sliding Glass Door Study. 

This study was made to 
determine architects’ specification 
practices in regard to sliding glass 
doors. The results, and opinions 
concerning the advantages and dis- 
advantages and other comments, 


are offered by Architectural Rec-| 


ord. 
8213. Butts and 
Hinges. 

The extent to which butts and 
hinges are specified by architects 
and other personnel is reported in 
this study, which was conducted 
for Architectural Record. 


No. Study of 


No. 8214. Roof Deck Study. 

Preferences of architects in roof 
decking materials, and _ factors 
which are important in these pref- 
erences were gathered for this re- 
port and are presented with other 
information on these materials. 
Published by Architectural Rec- 
ord. 


No. 8215. Analysis of ‘Architect- 
Engineer’ Planned Work, 12 
Months 1956. 

The dollar volume and number 
of projects planned by architects 
and engineers during 1956 is com- 
pared with that planned by others 
and broken down by project clas- 
sification. The report is based on 
construction contracts awarded in 
the 37 eastern states and is pub- 
lished by Architectural Record. 


No. 8216. Sales Targets from Food 
Engineering. 

The January, 1957, issue of Food 
Engineering’s “Sales Targets” lists 
market studies which are avail- 
able. Included are these titles: 
Food Manufacturing Moving Fast; 
Market in Foreign Food 
Marketing Brainstorm; Lay Plant 


Plants; 
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Goes All-Out for Progress; Big | 


Strides of Dietetic Foods; Market 
Lift Truck Market; 
Plastic Pipe & Tubing; Food Buys 
Corrugated & Fiber 
Ho- 
mogenizers & Colloid Mills; Ket-| 
Recognition 
Survey; Refrigeration Equipment; 
Cold-Storage Temperatures & Rel- 
ative Humidity; Market for Power | 
Proc- | 
essed Steam Used by 10 Leading 
Industries; Motors, Controls, Allied 
Electrical Equipment; Instruments 
Food: 
Market; | 


for Cloth; 


of 
Adhesive 


35.5% 
Boxes; Purchases; 


tle & Mix-Cooker 


Equipment; 


Transmission 


Devices; 
Greatest 


and _ Inspection 
Polyethylene’s 


Of course you get Memphis when 
you put it in CAPS. The morning 
Commercial Appeal offers you 79.1 °/, 
coverage of the city of Memphis 
alone — evening Press-Scimitar gives 
you 70.0% coverage, while the 


Sunday Commercial Appeal covers 


But you get more, much more, than 
the capitol city of the Mid-South. 
How much more? 60.5%, family cov- 


lion dollars of buying power is con- 
centrated. That's why 95.8%, of all 
national advertisers use both Memphis 


newspapers. Do you? 


of all Memphis families. 


in the 62 cities where 2!/, bil- 


Ww, P 
THE MMERCIAL PRSPPEAL = MEMPHIS BSBRESS-ESICIMITAR 


3 ck 


nt 


ed Punch 


a ee 
. 


inthe Souths tt, 
mm 6€=—s— the Nation’s 10th — 
wholesale = 


Two Dailies and The South’s Greatest 
Sunday Newspaper Combined Daily Cir- 
culation 350,536—Sunday Commercial 
Appeal 262,906—(ABC Publisher State- 
ment 9-30-56) 


ee Pee PR NON Se EUS set ee a tT ea) see, eee ere ar oe a w re eee Se a ee ee - Tai ee +5 NI tele: A | ~ San cee a. oa tee ea ee 
iA eal jaan ; eta 3 Aa * ae id ae ae Poke a = = oe ae - ; ae a” eee Se BS et en thee ne seeaie Soe ws ae a ss Spek og = cee Fr age Pa, as. ron CMe ec oa 
je teak a rer Re rots Robe. sr Oe anes She aig = i oe eS ee ee Angee A ge Se ee ae oa) pas Peewee eee apiece TS ee ge peek teers ae See ‘oP a pean eae teg ens Bigs Sag ee ge 
rae seh Nae, wiGee ne ifs aie OR = Nepean ey ee ES ~ ce ee Se eS. See Fa eer Li Oe i ig NCEE ae wee. eee rer oes ee aa tars les 
ave ee eee % =e ete po PR 1 Toe ee PA 8 Went ee ae mee a ia ech MMI ce i deere ine eget MG Ce ee Sr ened ok oie aah ae Eats Dirty heer ee ara 
ae ee Pe eg Pe eee epee ee Ne Be a oo ee ania tT RD es : fat es ae ‘ 
bel eee . anges Tae. = Seek pee se et "ees ee . -/ oo Fs a 7 a ae eis) apse a = Fe 
ices sh Wk. Sean Ns aad ng ie —_—- : Pere etek se er : a ee ee | ; agent er Sh 
pipe 
———_ ltt (ir, en a TE MT 
ee are a 
ae i So ee 7 
err) 
ie 
. a ni ‘a 
-_- or 
ee i, ri 
’ faPayn,. Soe 
| * 
' el 
Fe 
1 as 
; ' 
| } 
| — _ 
| —_ ad 
Pe | m Ae 
~ Pant. 
ce. 
ee eS at. 
mn ha a S We : 
ae a et > 
* a ana Bs > Ta fans 
ee P = 2 me > Bra 
| } | 
: | : 
ih a s y .* ve j 
papa. ee ee eo 
——— 6 op seaman i ea | Ona 5 
ce ”, i eee oe ye 
* Fs sw — > we Ff =a aati! bees 
is yi 9 ey : 
e Wee 4 # i 
r td ° 
9 — , : 
- ——e tz he 
om - “we = pe = 
is 7 . S 7 . ; 
on " ~~ * s - 7 
he) We ey ; 
Bl i ee | ee ¥ 2 
ee ite , . " : 
2 Boa ie gene - fod " RAMd. wien es af i > \ho 7 
_ eS o2 : : ae = a i ag SAakiaae Wi | Q . =e <> on - : Sey 
_ ’ ; mah ye ealareeeR hae = " . 4 ; ee ; 
» A ee Lyin a cea ES id ty = 5 | NB i Se oe : 
Mie tts Me gees aw ea ge Te te Pee b ° ; ; ciel 
‘ca 2) ee : ogee 4 Sree eae LS, er eZ AS “Sy = <i 
pease emai Me gt a eed WSs oe eae Te Ae | . = —_ = a ae, es anata a 
Te ae s Se ea i aa Sec. ee ane , eae pe im “ae 
: aa Pee ee ie a “ ie re ee 
-ag  S Lle  °° ioe Neen him ei Bh ain v > <—e 3 =“ a Ae 
¢ dae eae Ere he es a ete RS, Sor WA ) Roce - ea 
“1 AM St SE geal | é she y= et Ste, os eae Sea ae ee sedliae a | ‘ — Nile 
hs ce Eke er Nm 6 eS OS see ee a) ail, ih ~~) oe 
: Ps > ~ > hie ee cd - i De Oe mar gt) ek Oa ce oe ce a Se we Ma a eh 
eS 4. a en eee Poe ots eee s | | \” - — 
ae ee : =, ade d = Sige ie | OT “aint - 7 
pei’ rh eee Pl a, ae oe 
, . : ee eaten Pets cree ous eee ae i RR cle Gn Be a 7 ae | 
ee = tae es ie eos kos ner 4 és ie } , 
\ Ce : : oe ; we : | Wh - 
ee ee / a 
} cng e eae | | yl fio 
ees i} + 4 
: | | fi ee 
Be | 1] / // : i. ; 
roe ey i | f ee ee 
Lis § HE i ae 
k 5 Nias | oe. oY 
: Nee s \ | y/ / ne a 
: = VAI) | eS 7 
ei | aera oe. 
i z g 3 + j i] ie Ri : 
: | ae iy j if hee as ae ee 
| real ’ | / / hs: eae: a. 
; co Mei eM oI 
di oo ! Bang Sia es 
4 erst es 3 
: ie / / ins + ie k 
% eee Ya ‘ : 
3 I 58 = ig 7 ition 
: ie e he 
7 / ri 
z 
| a 
ee a 
fi - 
a 
v | 7 
; <a 
a : 
me: 
| 
; ea 
5 er 
ae 
ae 
; ¥ 
= ee 
| | = 
= Be 
’ me 
re at 
xis aq 
— a 
" 3a rae a Se oe ee oe eS “i : ches 
ae TC he ee a Bo ee hs ee ees. * 4 
er Ae : be 2 OS ie ee: ae OE tee eee . ‘ . 
— een ip ly SpOO es ME SESS ae IPPS- HOWARD NEWSPAPERS «=—-— ss ez es 
x & Ape ay aera (PR Racing eerie et SR omyeey ee ae BS oy ni ; sp Y oo Z, ‘ recs c 
. : td So ee a Peers ok. Ts pee ee SO Pires ep Oy sen! ah: qreiantg oo emul rations cP 
3 : = ’ o : Q . 
sik - Ps ss a ama si siaca — Prin ee eA one ge zs y va ei pe Tey 5 eer ies Cee a eee eet a gris sis 
ae ig ee E iis . bias ae ee ka 0 a . on , = on ee ei de AD aid oe a “ et aaes 2 Pe. end’ ° ie eet — ay a ae SS at oe 
i ait aie a Crete Be ¥ Be ct A airs ips ti ioe EPS Na ~ whe Ree aS igs = aig “Sy ae geen wires ape athe aids fhe ein ok im é Bad 7 ufbersth- Fa i ae Bed meee % 
Pe! : ae = eS Be j ee i Te ee ee i te ea ae a : ae eee OES ok a bet oe her te Cer pe ND. Mima: 57 aa ee ate? rie hg Mag Be ge ee ee 
i” = uO é “ip ceme e ae ees egy + - peitnie © & mis pei 2 ere = Pid ae = one ER Mah Riga. as: ere 3 eas, ye! ae + Vite ee ee ee ee 
es : es * Oe See, Te ced Petia et aie Re, Cee EE, eee ck tue, gr etal mee: 1 Mag Sao ae le i ete gat A PSY Sere gS o <. Veg a DS Sato ee ee oe ET oS one 
=e ST ea el an hades ee RE oe pis ie Sak Wrest Fees oy Poe es * ee oe a ae arbre <6 Shee PAT od as gt, f : aa ohne 1g rs cee rong f ed ae wiles; fra 
3 t= bo Oe Ae ce gees £ ae ves Bole oe bee bal BOM naa melee 8 pee ee Te te! aoe Aiea 8 a ak hy Pepe hee ice es “a UM Fa de eine TE oe nee preticehgd + gan . Mtge oh Ss San ip be eae oS Seer 
= OR iy, ee me ie ee es 4 —_ See ee aes 2 a met a pe eee oe Pee iserseh ie tet ic ee at pha noe oS yen teere: wae + Ea hap omnes 


136 

No. 8223. Electronics 
Marketing 
Chart. 

This is a 4’x3’ colored wall chart 
showing the electronics industry 
distribution pattern. It also shows 
the products made and sold by 
each division of the industry and 
annual sales volumes. It is avail- 
able from Electronic News. 


Industry 
and Distribution 


No. 8224. Refractories in Metal- 
producing and Metalworking 
Plants. 

Iron Age conducted this study 
to ascertain the use of refractories 
by the metalworking industries by 
type of this equipment used. It 
also reports on the factors influ- 
encing purchases, and the men 
who specify these purchases. 


No. 8225. Metalworking’s Growing 
Markets. 

The outlook for the metalwork- 
ing industry is summarized in this 
booklet. It includes information 
about the present status of the 
market, and makes predictions for 
1957 and later for the various di- 


Outrates all 
syndicated 
shows! 


STAGE 


San Francisco — highest rated 
syndicated program (22.7, Pulse, 
2/57) outrating George Gobel, 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc. 

Twin Cit1eEs—highest rated syn- 
dicated program in Minneapolis- 
St. Paul (16.0, Pulse, 11/56) out- 
rating Warner Brothers, Father 
Knows Best, West Point, etc. 
Outrates all competition in 
Atlanta, Indianapolis, Portland, 
Oregon, etc. 

Stage 7’s a dramatic anthology 
which can do a fine-rating, fine- 
selling job in your market, as it 
is already doing in more than a 
hundred others. Better check 
Stage 7 for your market today. 
Write, wire or phone collect for 
availabilities. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 


visions of this industry. Published 
by The Iron Age. 


No. 8226. Grinding Wheels and 
Coated Abrasives. 

Dollar purchases of grinding 
wheels and coated abrasives in 
1955 are tabulated by industry 
groups in this report. Information 
on coated abrasive belts and discs 
is included. Published by The Iron 
Age. 


No. 8227. Flexible Metal Tubing 

for Use Within the Plants of 

the Metalworking Industry. 

For this study metalworking 
plants were asked about their use 
of flexible metal tubing on ma- 
chines and equipment. These fig- 
ures are given, along with the 
amount of tubing purchased in a 
year for replacement and expan- 
sion of operations. Published by 
The Iron Age. 


No. 8228. Uses for TV sets in 
Metalworking Plants and Of- 
fices. 

This survey was conducted to 
determine the extent to which 
closed circuit television is used in 
metalworking plants. Listed are 
production line; process opera- 
tions; production inspection; ma- 
terials handling control; traffic 
control; employe training pro- 
grams; sales meetings, and safe- 
guarding plant property. Pub- 
lished by The Iron Age. 


No. 8229. Buying Influence for 
Chemicals and Raw Materials. 

The objective of this study was 
to determine the scope and degree 
of influence of chemical engi- 
neers in recommending, specifying 
and/or buying a_ representative 
group of 128 basic types of chemi- 
cals and raw materials used by 
their companies in the chemical 
process industries. From Chemical 
Engineering Progress. 

No. 8230. Buying Influence for 
Equipment, Engineering Ma- 
terials and Services. 

Chemical Engineering Progress 
has prepared this report on the 
scope and degree of influence of 
chemical engineers in recommend- 
ing, specifying and/or buying a 


No. 8235. 1956 Installations of 

Diesel-Electric Motive Power. 

This pamphlet, prepared by 
Railway Age, gives a railroad-by- 
railroad tabulation of 1956 install- 
ations of diesel-electric locomo- 
tives, showing the number of units 
in various horsepower classes, and 
also the division of installations 
by various builders. 


No. 8236. Built-In Refrigeration 
Equipment Survey. 

A survey of contractor builders 
was made by American Builder 
to determine the demand for built- 
in refrigerators and deep freezers 
in home construction. The report 
also tells of these contractors’ 
plans for including these units in 
their projected construction. 


No. 8237. Building Market for 
Window Glass. 

This study conducted by Amer- 
ican Builder reports on the use of 
window glass for home construc- 
tion; how it is bought; the types 
of glass used; and the factors con- 
sidered most important by build- 
ers in buying glass. 


No. 8238. Built-in Equipment Sur- 
vey. 

A nationwide sample of builders 

was asked about the use of built- 

ins in new home construction. The 


the study for each type of equip- 
ment unit. Published by American 
Builder. 


No. 8239. Super-Railroads for a 

Dynamic American Economy. 

This 108-page book outlines the 
basic elements of the railroad sit- 
uation, giving railway operating 
and economic characteristics, ac- 
complishments of railroad man- 
agement, and requirements for a 
modernized railroad system. It 
also includes programs for mod- 
ernization of American railroads 
through an investment of $20 bil- 
lion. It is published by Railway 
Age at $2 per copy. 


No. 8240. Consumption of Steel by 
Industry-1956. 
This publication shows con- 
sumption of steel by the various 
|metalworking industries during 


pamphlet reports on the results of | 


warehouses by Traffic World. 
Their answers indicated that 60% 
use public warehouses. This and 
other information about the re- 
sults of the survey is contained in 
this pocket-size booklet. 


No. 8322. Traffic Department Re- 
sponsibility in Industrial Plant 
Location, 

A survey by Traffic World re- 
vealed that 81.7% of industrial 
traffic managers are consulted be- 
fore decisions are made as to 
where to locate new plants. All 
the results of the survey will be 
available in this booklet in May. 


No. 8324. Analysis of Off-Line 
Business of Motor Carriers. 
Traffic World has available in 
this booklet the results of a survey 
made to study the relationship of 
off-line and on-line business and 
how such traffic is routed. 


No. 8325. Market and Media Fold- 
er. 

The 1957 edition of the detailed 
analysis by Traffic World of the 
job functions of its subscribers 
and related material will be avail- 
able in early June. However, the 
1956 edition is still available. 


No. 8326. The Opportunity Ahead. 
This reprint from the centennial 
number of Railway Age considers 
the freight traffic prospects for 
the next ten years. Much of the 
article concerns what the industry 
must do to assure its future 
growth, with comment by econ- 
omists and other authorities. 


No. 8327. NIAA Outline—Quali- 
fied Contractor, Market and 
Media Data. 

This brochure gives market and 
media data for Qualified Contrac- 
tor. The information is given ac- 
cording to an outline recom- 
mended by the National Industrial 
Advertisers Assn. 


No. 8328. American Brewer News- 
letter. 

This newsletter appears on the 
15th of each month as a part of 
| American Brewer, giving informa- 
tion on the brewing industry in 
the U. S. Reprints are available at 


representative group of 65 basic} 1956 in tons. It includes an analysis | 25¢ a copy. 


types of equipment and materials 


of consumption of carbon, alloy 


used by their companies in the|and stainless, and is based on|No. 8331. Sales Guide to the Ex- 


chemical process industries. 


No. 8231. An Appraisal of the In- 

ternational Business Market. 

A survey of international man- 
agement men in business and in- 
dustry is the basis for this report, 
which gives information on their 
standards of living, their business 
connections, traveling habits and 
importing methods. Published by 
Management Digest. 


|American Iron & Steel Institute | 


report. Published by Automotive 
Industries. 


|No. 8321. How Many Shipper 
Companies Use Public Ware- 
houses—How Much Do They 
Spend, and What Official Is 
Responsible for Their Selection. 
Traffic managers of 4,000 separ- 
ate shipper companies were quer- 
|ied about their use of public 


An agency that believes “‘good advertising 
has to have a bite in it" is 


SOLD ON SPOT 


as a basic advertising medium 


= 


co 


‘ 
LEN MATTHEWS and TOM WRIGHT of THE LEO BURNETT Co. 
(Vice President in Charge of Media, and Media Manager, respec- 


tively) state the case this way: 


“The Leo Burnett Company was 


founded in 1935, and has been recommending Spot broadcasting 
as an advertising vehicle to its clients ever since. Twenty-one of 
the twenty-three advertisers handied 


by Burnett have used, or are using, 


Spot broadcasting.”’ 


SPOT SALES 


port Mine Market. 

The purchases by the U. S. of 
foreign metals and minerals are 
analyzed by product, tonnage, dol- 
lar value and foreign country in 
this brochure. The industrial ex- 
port market in leading mining 
| countries is also dealt with in this 
lanalysis by Mining World and 
| World Mining. 


| No. 8332. Sales Guide to the U. S. 
Mine Market. 

Mining World has prepared a 
report on metal mining in the 
U. S. for use in planning sales to 
the domestic mining market. Ac- 
companying data sheets contain 
| information on such aspects as the 
dollar-tonnage output of ore pro- 
ducers, various milling operations 
and bleaching and washing plants. 


No. 8333. Building for 1960. 

A reprint of an article that ap- 

peared in Coal Age, this report 
| tells of increased mine capacities, 
enlarged outputs per manshift and 
heavy capital investment foreseen 
by the publication’s editors. Both 
bituminous and anthracite coal 
mining are considered in separate 
sections. 
No. 8334. Mechanical Cleaning 
Plants in Operation or Under 
Construction in the Bituminous 
Coal Mining Industry. 

The research department of 
Coal Age has compiled this book- 
let from the Keystone Coal Buy- 
ers’ Manual. Companies, prepara- 
tion plants, their location and de- 
signers, types of equipment used 
and daily capacities are listed, as 


| the 
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well as estimated growth of vol- 
ume of mechanically cleaned bi- 
tuminous coal for 1956, 1957 and 
1958. 


No. 8335. Significant Trends and 
Long-Range Outlook for the 
Metal and Non-Metallic Min- 
ing Industry. 

This reprint of an address by 
the editor of Engineering & Min- 
ing Journal discusses factors of 
interest to manufacturers in the 
current world-wide expansion of 
mining. A ten year forecast is 
made of the growth of use of ma- 
jor minerals. 


No. 8336. This is Anaconda, 

This geographic outline: of the 
Anaconda Company has been pre- 
pared by the Market Research De- 
partment of Engineering & Mining 
Journal. Information is given on 
mines, smelter, lumber mills, re- 
fineries and plants in the United 
States and South America, and 
new developments and_ district 
sales offices of the company and 
its subsidiaries are listed. 

No. 8337. 
Growing. 

New facts about the printing 
equipment market are given in 
the booklet by Inland Printer. 
Questions are answered about 
the offset, letterpress, silk screen, 
rubber plate and gravure markets. 


Growing, Growing, 


No. 8338. Pinned to the Past? 

This folder prepared by Inland 
Printer offers information about 
new installations and expansion 
in the market for offset and letter- 
press printing equipment. The 
folder stresses that more and 
more printers print by both proc- 
esses. 


No. 8339. Nucleonic Markets. 

This booklet containing infor- 
mation on marketing of nucleonics 
appears six times a year. It is 
published for executives, salesmen 
and advertising men in this indus- 
try. Published by Nucleonics, Mc- 
Graw-Hill. 


No. 8340. Market Survey of Sani- 
tation Field. 

Results of a study of the buying 
influence of directors of sanita- 
tion in multiple plant operations 
are reported in this booklet by 
Modern Sanitation. Detailed infor- 
mation is given concerning 43 
products and pieces of equipment. 


No. 8341. U. S. Mine Market Sales 
Guide. 

Mining World prepared this de- 
tailed summary of the scope of 
U. S. mine market. The type, size 
and production mill capacity of 
all mines in this country are tab- 
ulated. 


No. 8342. Sales Guide to the Ex- 
port Mine Market. 

The location of the export mine 
market, its size and the produc- 
tion of present overseas mines 
may be found in this booklet pre- 
pared by World Mining. Tonnage 
and dollar values are given for 
the various metals, and the value 
of imports of mining countries 
from the U. S. are tabulated. 


| No. 8241. Market and Media Fold- 


er. 

Included in this folder is the 
dollar volume of production for 
automotive and_ aviation 
manufacturing industries. It also 
includes data on purchasing pow- 
er of the automotive industries, 
along with circulation data on 
Automotive Industries. 


No. 8242. Metal Statistics—1957. 
This 850-page volume contains 
over 400 statistical tables cover- 
ing metals, metal products, ores 
and fuels. It gives metal prices, 
production, consumption,  ship- 
ments, averages, imports and ex- 
ports, and includes a buyers’ guide 
of metals and supplies. It is free 


ee ae 7 ee Ee age Fes ae ny ea iF (i 2 a ee ae eS MMMM ak a dana” \ oak tera ee a as oN ea a —— eee eee ee = iin 
ee ia ar ee 2. ae ee i a ae oe 7 ct OR eames SSeS mo} ei Ss. 
08 eames eee eee, ee , i Oe = nee ie ei, ra cone. aaa <a eats ea pig per. Peres ee SL Ae 
rae - et oe Fee ee Tee eG Oe ee eee eee 
pee iiss Pet: ee Aer ae he peal ey er ee i Oe Ss ee 1 ae ee eee. Ye ae ee ee ee ia : on 2 = ee ie 
Eo ie Se 2 ms eae . Be aes die ae z ie hy : Bil eae ‘ere 5 Clee rg ape ee sy i a. a, ae : ee i ee ee 
seve gratia. ‘cr SRO e oe Fig . 5 eee ; aa et Waele a ee! F sien at “ ing eT Ds ake 
ot ae ae bee & ae Eee ; TRE ee ; > a ee eee a kee sae fee. <page rt = = ee 
oe me Sey 3 Ed a : 3 
; 
ae 
a 
= 
3 
soe 
" | 
= 
es 
a ae 
a 
Py 
7 SSeS si 
F — a 
3 | 
| a 
: a: ¥ a , | 
> a r m @ 
: ’ a bam ets . ’ 4 
eee ies 
Sa eper, 
ie = = q 
oe Sarg 4 . x 
sie » | 
hay J : 
| 
' 
aii | a ‘ 
| veut 
a ce 3 
- PO ee as 
Po , 
; 
, hs 
~~ | 
3 
= “4 : 
ays &: 
ee xi 
“a — LET - — a 
Pe ¥d 
a 
habs x 
<a ee 3 
see ities = 
= | rc _- | =o -_ : 
Pm J - 4 " “ 
S fmen vine iam 
Lit ce ze , 
Lith / ee ; 
tet . 
= > | 
> g = Ss | 
: 1 ee | Cee . ] -_ ‘, | 
4 » a 5 } f 
9 , | 
ee v — 
; ; 7 7 | > 
ees ¢ 
to a0 ’ ' ; 
ate | A 
oe? al ‘ | ; | 
a “ee Te . a j : 
a: a Se Me 
ad j ; 
~ 7 
vce fe 
eK: po IN aC) | “ 
: Rye * = 
€ Bs pat : : ¥ ) praeeeetiane: i " : ee 
ae " Vie ee er ee ee eid ee mel eh la «Be te: Peach ay pall adeno isa ioe eka ore teak gen’ eee Re Ce ne 
ER teeter We rect ne mei eee et co agg iis ca 9 Sill e oan! 8d) te a Ei a pyaar mo ee cee callin sie EF 
rr Stee. Gi eee a page tae ey eg Ear el Ay RET Same 9 Sh Gp erm Tee NE te et, aoe eee ane ean ee an =e 
eta jeaa” eae ae ab a SO Pe ee ee. ae eet eee An iat, ani a oat SLL Pe ee eee Pee Tee BE. Tee, op emsheRR TESTA POE Aaa a SUaee tal eee Bee 
ee Po Sas: Deena [Gee Sake oh pave ese ne Nera SER. paiat ass FO pe — eclar e eacip en BI We as ea e R estioveca Ge 2 Er cere rt RRM ae caer mon Te arr 
ae LGA aad 8 ae oO Pe AO ee et Po 5 Bk | ae aee hemes gree STS EY A es RGR Ome Oete TEEE Cot BE aL lpeeeres eee RE 
ag Os: EWE ee SPDR PR SA | aan ee Va fe a ORS ee STE EAT ere re RTL RR SIT be omnes ee RET SMT ee eg pn cc ap ee Celie ena a 
<9 ee alia ars <a Sage: Shee ey Ese en ate Le 7 Ye hin 73 : ahaa : & i ee SE BA GPSS " x é . & wae a - oe 7 i i anna — 


Advertising Age, April 29, 1957 


to advertisers and agencies with 
metal industry accounts, $3.50 to 
others. Published by the Ameri- 
can Metal Market Co. 


No. 8243. Market and Media File 
for American Metal Market. 
This folder, prepared by Ameri- 
can Metal Market, contains data 
on the market and a circulation 
breakdown on this publication. 
Other inserts contain pertinent 
media and market information. 


No. 8244. See How They Grow. 

Consulting Engineer has pre- 
pared this booklet which contains 
information on the size, age, type 
of service, fields of engineering, 
and geographical range of engi- 
neering firms in the U.S. 


No. 8245. Where Is Your Truck 
Equipment Business? 

This four-page folder shows the 
results of a survey of 804 truck 
equipment distributors, and indi- 
cates who buys truck equipment 
from the distributor, showing per- 
centages of several major items. 
Published by Automotive News. 


No. 8246. 1957 Automotive News 
Almanac. 

This 300-page volume gives in- 
formation on 1956 production and 
sales of automobiles and trucks; 
registrations by states; numbers of 
vehicles in use, gasoline sales, 
wages, number of auto workers, 
and other information on acces- 
sories, parts and equipment. In- 
cludes also the Automotive News 
Family Album and Who’s Who in 
the Auto Industry. Price is $2.50. 


SOON TO BE PUBLISHED 


No. 8417. Foundry Industry Mar- 
keting Guide. 

This 64-page booklet analyzes 
the foundry market, reports on 
foundry capacity by market areas, 
states and counties and lists sta- 
tistics om production, capital in- 
vestment, volume of products 
shipped and analyzes European 
foundry capacity. Published by 
Foundry and available in Septem- 
ber. 


No. 8418. Market and Media Data. 

This presentation gives a state- 
by-state distribution of industry; 
unit and dollar volumes; design 
and sales trends; buying factors 
and circulation and advertising 
information. Will be published by 
Paper, Film and Foil Converter 
in August. 


No. 8419. Market and Media Data. 

This report gives a state-by- 
state distribution of industry; unit 
and dollar volumes; design and 
sales trends; buying factors and 
circulation and advertising infor- 
mation. Will be published by 
American Paper Merchant in Au- 
gust. 


No. 8420. Market and Media Data. 
The state-by-state distribution 
of industry; unit and dollar vol- 
umes; design and sales trends; 
buying factors and circulation and 
advertising information are given 
in this report to be published by 
American Boxmaker in August. 


No. 8421. Market and Media File. 

Market and media information 
according to the outline recom- 
mended by NIAA. This report cov- 
ers the market served, circulation 
history and policies, distribution 
and other related information. 
Will be published in August by 
Aviation Age. 


No. 8422. Car Dealer Market Study. 

A survey is made every two 
years by Automotive News of 5,- 
000 new car dealers throughout 
the country. It gives information 
on new and used car and truck 
sales of the average dealer, along 
with data on parts, accessories, 
petroleum and labor sales. To be 
published in July. 


No. 8400. 10th Annual Report of | 
Gas Industry Construction 
Projects. 

The annual report, by Gas, of| 
the budgets of gas utilities and 
pipeline companies, broken down 
by categories, showing the amounts 
they will spend on new construc- 
tion in 1957 will be available in 
June. 

No. 8401. Nonmetallic Materials 

and Parts Market Study. 

A report on the markets for 
nonmetallic materials and parts 
(except plastics) within hardgoods 
manufacturing plants. The data 
covers 16 different types of non- 
metallic materials including na- 
tural and synthetic rubber, sili- 
cone rubber, cork, wood, fibers, 
textiles, ceramics, refractories, 
glasses, carbon, graphite, felt and 
leather. Will be published by Ma- 
terials and Methods in June. 


No. 8402. Joining and Fastening 


Market Study. 


Data on the use in manufactur- 
ing plants of welding, brazing and | 
soldering methods; bonding and 
adhesive joining; and mechanical 
fasteners and fastening methods. 
Data broken down by standard 
industrial classification. Will be 
published by Materials and Meth- 
ods on June 15. 


No. 8403. Aluminum and Magne- 
sium Market Study. 

Materials and Methods will pub- 
lish a report in June on the use of | 
aluminum and magnesium in 
original equipment manufacturing | 
plants. The data is presented by | 
standard industrial classification 
according to 19 different forms in- 
cluding sheet, strip, bar, plate, 
tubing, forgings, castings, extru- 
sions, stampings, etc. 


No. 8404. Finishes, Coatings and 
Surface Treatments Market 
Study. 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


original equipment, of organic;and mechanical finishes. Will be 
coatings, inorganic coatings, met-| published on June 15 by Materials 
allic coatings, conversion coatings | and Methods. 


THE 


IS 
COMING 


Use, by plants manufacturing 
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Billings of 34 Agencies in $25,000,000-and-up Group 
Rounded, usually, to the nearest $1,000,000 (000,000 omitted). All material on this and following pages is copyrighted, 1957, by 
Advertising Publications Inc. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 
1956 Rank 1956 1958 1954 1953 1952 1951 1950 1949 1948 1947 1946 1945 1944 
Ll "$255.0 °$220.0 +¢°$200.0 ‘$1630 ‘$1420 $1380 $1300 $121.0 $115.0 $1030 $82.0 $780 $72.0 
2. 2190 166.0 1330 106.0 94.0 81.0 67.0 60.0 $4.0 510 46.00 00s 31-0 
3. “200.0 "182.0 *160.0 “1980 °120.0 "1140 "92.0 85.0 *75.0 65.0 "59.0 53.0 $1.0 
4. 194.5 162.5 148.3 197.5 118.0 104.1 87.0 814 72.1 $9.0 $1.0 40.0 30.0 
5. $70 +° 92.0 “87.0 “86.5 “86.5 “85.0 *79.0 "69.5 “67.0 64.0 $3.0 410 33.0 
6. $2.0 “68.0 57.5 “57.5 52.8 "328 "440 "39.0 *34.0 "270 °230 °200 18.0 
7. 83.0 68.0 $1.0 42.0 39.0 39.0 38.0 28.0 26.0 21.0 19.0 18.5 18.0 
8. “810 *76.0 “778 *72.0 70.0 69.0 61.0 $14 52.6 $2.0 40.0 31.0 31.0 
3. 79.0 710 $5.0 464 3786 28.0 22.0 170 14.0 12.0 10.0 758 a 
10. 78.5 67.9 $0.0 49.0 45.0 42.0 40.0 40.0 370 31.0 25.0 18.5 13.0 
I. 73.7 $9.2 46.0 38.0 30.0 28.7 25.0 210 18.0 175 16.5 16.0 aoe 
12. “70.0 "58.0 "438 *35.0 "28.0 *28.0 *30.0 *20.0 "178 "170 "140 "130 110 
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16. $9.1 45.5 42.1 35.4 $30.2 30.0 260 22.0 22.0 21.0 20.0 210 22.0 
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. 31.0 25.0 23.0 11.0 
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@ or THE 


TroP 1@ 


ARE PHP CLIENTS 


Isn't it significant that 6 of the 10 top-billing agencies 
as reported by Advertising Age, February 25, 1957, 


use one or all of the services of 


the Progress-Hanson-Progressive Group? 


Think you're too small for us? 

If so, please remember this: We have o 
for all clients, regardless of size. 

This standard calls for the highest qua 


workmanship that can be achieved by skill and experience 


with the aid of completely modern faci 


typography, electros, Progress plates, plastic plates and mats. 
And you have the time-saving, work-saving advantage of 
one-point control at all points of the job... 


right around the clock! 


PHP SERVICES 
INCLUDE 


Typography by All Methods 
Viny! and Lead Molding 
Electro Mat Patterns 
Hansontypes 
Curved Plates for Rotary Press 
Progress Plates 
Plastic Plates 
Pre-Pak R.O.P. Colormats 
Direct-Pressure Thermo Mats 
Direct-Pressure Dealer Mats 


gt 


nly one standard 
lity and the finest 


lities for 


PROGRESS Plate Making Company 
923 Filbert St., Phila. 7, WAlnut 2-0447* 


THE PROGRESS «+ HANSON * PROGRESSIVE GROUP 
PHILADELPHIA « NEW YORK « WILMINGTON ¢ BALTIMORE «+ WASHINGTON 


| HANSON Electrotype 


Sth & Sansom Sts., Phila. 7, WAlnut 2-5567* 


Company PROGRESSIVE Composition Company 


9th & Sansom Sts., Phila. 7, WAlnut 2-2711* 


‘*of course, any of the three can be reached by one call 
NEW YORK phone: MUrray Hill 2-1723 ¢ WILMINGTON phone; Olympia 5-6047 « BALTIMORE phone; SAratoga 7-5302 ¢ WASHINGTON phone: EXecutive 3-7444 
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‘Available Market Data—Industrial Food Industry in 1957. The Journal of Commerce, New 


The principal 1957 objectives in. York, has set June 18 as publica- 

EVEREADY FRISKET To secure copies of data listed, use the handy coupons | growth, quality, convenience and|tion date for a report on man- 

| profits as seen by 13 food company | made fibers such as rayon, nylon, 

No. 8314. Annual Synthetic Tex-| No. 8329. Copper and Copper Al-| | executives are discussed in this| acetate, Orlon and Dacron; syn- 

tile Review. loys in ‘xe Chemical Processing | reprint from January issues of|thetics’ growth and how it affects 

| The Journal of Commerce, New Field. | Food Processing and Food Busi-| the wool industry. Professional 

| York, is preparing this review of A study of uses and applica-|ness. The editorial features are/| forecasts will be shown, and prob- 

uses and production of man-made | tions, buying influences and other | supplemented by comment and/able repercussions on the textile 
Ready frisket that stays down, will not blow | fibers such as rayon, nylon, ace-| factors related to copper in chem-| charts showing significant trends | industry. 

up, easily removed, stays tacky indefinetly, | tate, Orlon and Dacron. Forecasts | ical, petroleum and other process-|in the food and beverage indus- 


extremely transparent, leaves no residue. |on the future of man-made fibers | ing plants is being made by Chem- | tries. The reprint will be available} No. 8405. Plastics Materials and 
Phone SUperior 7-2006-7 - Semples on request ‘and how they have already af-| ical Processing. The results will | Aug. 1. Parts Market Study. 

fected the wool industry will be| be available Aug. 1. | A description of the market for 

SS Artist Materials Inc., 712 North State, Chicago, Ill.| Cnsidered in the publication, | No. 8345. Annual Synthetic Textile| plastics materials and parts with- 

| which will be available on June 18. | No. 8330. Targets for the Fabulous | Review. in U. S. hardgoods manufacturing 


plants. Includes data on 18 dif- 
ferent types of plastics, data on 
forms and a special section on var- 
ious plastic forms. Will be pub- 
lished June 15, by Materials and 
Methods. 


No. 8406. Buying Patterns in the 

Electric Motor Repair Industry. 

Brand preferences and methods 
of purchase information have been 
tabulated by VOLT-AGE on 25 
types of products used in the re- 
pair of electric motors, e.g., mag- 
net wire, insulation, motor parts. 
Also included is a report of brands 
and types of motors, v-belts, and 
motor controls sold by these shops. 
To be published Aug. 15. 


No. 8407. Scope and Size of the 
Ceramic Field in the United 
States. 

The research committee of the 
American Ceramic Society com- 
piled this report on costs, values, 
and comparisons in the field of 
| glass, cement, gypsum, lime, white 
wares, vitreous enameled ware, 
refractories, structural clay prod- 
ucts, ceramic abrasives and pro- 
cessed ceramic minerals. 


No. 8411. Perforated Metal Study. 

A study to be published in June 
by Architectural Record on the 
specification habits of architects 
in regard to perforated metal. 


| No. 8412. Study of Lighting Stands. 
| A study to be published in June 
by Architectural Record on the 
specification habits of architects 
in regard to lighting stands. 


Regular Features 
Back Next Week 


The regular lineup of fea- 


tures (Creative Man, On the 


Merchandising Front, Sale- 


sense in Advertising, etc.) 


which normally appears in 


the AA feature section has 


Minute by minute . . . hour by hour those dreaded deadlines get hotter and hotter. You need time . . . more time 


. and Superior can give it to you. With an army of skilled craftsmen and a fast working, fully equipped been omitted from this issue 


night shop, Superior cuts engraving time to the bone .. . helps you wrap-up the job well ahead of the closing date. 


And remember . . . no job is ever too big or too small for Superior . . . we thrive on a volume of rush work. to provide adequate space 


for the large volume of mar- 


ket data. All of the usual fea- 


Phone SUperior 7-7070 DAY & NIGHT — «3 
| tures will be back in their 


ENGRAVING CO. | 
215 WEST SUPERIOR ST., CHICAGO 10 


regular places next week. 


TYPOGRAPHY . LETTERPRESS AND OFFSET PRINTING PLATES 
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Advertising Age, April 29, 1957 


No. 8413. Study of Water Soften- 
ing Equipment. 

The results of a study made by 
Architectural Record to determine 
architects’ 
in regard to water softening 
equipment. Available in May. 


No. 8414. Glazing and Caulking 
Compound Study. 

The results of a study made by 
Architectural Record to determine 
architects’ specification practices 
in regard to glazing and caulking 
compounds. Available in May. 


No. 8415. An Advertising and Me- 
dia Analysis of the Appliance 
Manufacturing Market. 

A look at the appliance manu- 
facturing market by Watson Pub- 
lications Inc. Included are the 
yearly production figures in units 
of home appliances. Available in 
May. 


No. 8416. Basic Marketing Data for 
the Metalworking Industry. 
1957 revision of Iron Age’s own 

original Census of the Metalwork- 

ing Industry, giving 2, 3, and 4- 

digit detail, nationally, by states 

and by industrial areas, showing 
actual plant worker employment 
plus number of plants by size 
groups. Also lists departments op- 
erated by the metalworking plants. 

Available in September of 1957. 

Free to advertisers and agencies, 

$25 to all others. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 

No. 7500. Influence of the Phar- 
macist on the Prescribing Hab- 
its of Physicians. 

American Druggist reports the 
influence druggists have on the 
habits of physicians in prescribing 
drugs. Marketing of new pre- 
scription products is also dis- 
cussed. 

No. 7501. The Market and the 
Magazine. 

Hospital purchases of clinical 
and scientific equipment and sup- 
plies are discussed by Modern 
Hospital. Also listed are the totals 
for individual items bought by 
hospitals. 


No. 7502. Some Basic Facts About 
the Public School Market. 

The potential growth as well as 
the present size of the public 
school market are analyzed in 
this booklet prepared by Nation’s 
Schools. The operational organi- 
zation of the public school system 
is described, with particular at- 
tention to its buying organization. 


No. 7503. What and Where Is the 

Public School Market? 

By a question and answer for- 
mat, The Nation’s Schools dis- 
cusses the structure of the public 
school system and how its buying 
authority is exercized. The organ- 
izational differences of the school 
systems in each of the 48 states 
and the persons who should be 
reached in selling to them are 
listed. 


No. 7504. Between These Covers. 

This brochure prepared by Edu- 
cation Digest emphasizes the num- 
ber of persons involved in pur- 
chases of school supplies and 
equipment. 


No. 7505. Facts About the South- 
ern Hospital Market. 
Southern Hospitals has incor- 

porated statistics on hospital fa- 

cilities in the South in tables in 


specification practices | 


| this booklet. In addition to figures | 


on total personnel and facilities 
in the individual states, expendi- | 
tures are listed for most items of | 
hospital equipment. 
No. 7506. Modern Medicine Med- | 
ical Market Guide. | 
Where and how drugs and med- 
ical supplies are sold are given by 
state and county in the many ta- 
bles, charts and graphs in this an- 
nual publication by Modern Med-| 
icine. In addition supply dealers | 
and manufacturers sales repre-| 
sentatives are listed for the same} 
geographic areas. Articles on mar- | 
keting and promotion of pharma- | 
ceuticals and _ characteristics of | 
the medical market are included | 
in the 188-page book, which costs | 
$10. 


No. 7507. Analysis of Architectur- | 
al Firm Practices, Readership 
Patterns and Magazine Prefer- | 
ence. 
The complete results of a sur- 
vey of registered architects are re- 
ported in this folder by Progres- 
sive Architecture. The survey by 
an advertising agency concerned 
the types of buildings worked on 
and delegation of responsibility for 
determining specifications for con- 
struction. 


No. 7508. Just Ask Your Sales- 
me. 

The selling techniques of more 
than 1,700 salesmen of building 
supplies were studied and the re- 
sults compiled in this booklet. 
Whom to see in regard to partic- 
ular items and specific problems 
in dealing with architectural firms 
are considered. It may be obtained 
from Progressive Architecture. 

No. 7509. How To Advertise Ef- 
fectively to the Architectural 
Market. 

Progressive Architecture asked 
John DeWolf of the G.M. Basford 
Company to comment on _ the 
Starch reports on four issues of 
the journal. The points he makes 
are illustrated in this brochure by 
advertisements from the four is- 
sues. 

No. 7510. Architectural Market 
Audit No. 5. 

This is the fifth in a series of 
audits by Progressive Architec- 
ture. All buildings designed by 
architects and valued at more 
than $300,000 are classified by 
type, such as educational or com- 
mercial, for comparison of cost 
and specifications. 


No. 7511. How To Sell Effective- 
ly to Architectural Organiza- 
tions. 


firms was prepared by Progressive 
Architecture. Information is given 
on typical organization of archi- 
tectural firms and personnel, the 
types of calls to make on various 
members of such firms and the 
importance of this market. 


No. 7512. Comprehensive Survey 

of Architectural Magazines. 

The results of a survey of read- 
ership of architectural magazines 
are reported in this brochure by 
Progressive Architecture. The sur- 
vey was made by A.S. Bennett- 
Cy Chaikin Inc. 


No. 7513. Blankets for 

Use. 

The market for blankets for use 
by hospitals is surveyed in this 
report by Hospitals, journal of the 
American Hospital. Assn. Figures 
are given for replacement rates 
and requirements for new hospi- 
tals, as well as standards and 
types required for the suggested 
inventories. 


Hospital 


No. 7514. X-Ray and Radioactive 
Therapy Services in Hospitals. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


Please send me the following market data (insert number of each item wanted): 


Nome 
SCOOMORY cc escccsccsccees 


Address 


City & Zone.. 


This coupon not valid after July 22, 1957 


... Stote . 


of radioactive isotopes is consid- 
ered in this study by Hospitals, 
journal of the American Hospital 
Assn. The X-ray services offered 
by hospitals and total purchases of 
X-ray film in 1955 are tabulated. 


No. 7515. Spot Check Report on 
Comparative Monthly Hospital 
Purchasing Volume. 

The monthly expenditures re- 
ported by 115 hospitals with a to- 
tal of more than 16,000 beds have 
been tabulated in this three-page 
folder. It was prepared by Hospi- 
tals, journal of the American 
Hospital Assn. 


No. 7516. Where Do School Buy- 
ers Look for Product Informa- 
tion? 

Sources consulted by public 
school officials and college auth- 
orities for information in making 
purchases for their institutions 
were surveyed by a market re- 
search firm for American School 
and University. The findings are 
given in this folder. 


No. 7517. Where Do School Buy- 
ers Look for Information on 
Building Materials for Schools? 
Sources consulted for product 

information on building materials 

and equipment for schools by buy- 
ers of such supplies are listed in 
this brochure. Comparative figures 
are given for directories, maga- 
zines, and local dealers among 
others. The study was made for 
American School and University. 


This manual on how to sell | 
building supplies to architectural | 


No. 7518. Where Do School Buy- 
ers Look for Information on 
Audio-Visual Equipment? 

Buyers of audio-visual equip- 
|ment for schools were asked to list 


} 


their preferred sources of informa- | 


described in this folder. It has 


listed, along with the nurses’ first 


| been prepared by School Execu-|and second choice preferences for 


tive-School Equipment News. 


Market. 
Statistics on all aspects 
public and private schools and col- 


tion of enrollments to organization 
charts for public school districts 
and information on who buys 
equipment for the schools. It is 
available from School Executive- 
School Equipment News. 


No. 7523. The Hospital Market. 

The Modern Hospital has pub- 
lished this booklet, which dis- 
cusses what and where hospitals 
are, how big, what they buy and 
how, and how they can be reached, 
influenced and sold. 


No. 7524. Member Earnings & 
Statistics. 

This report contains a study of 
the buying power, income levels, 
occupations, average age and busi- 
ness and professional status of 
members of the National Federa- 
tion of Business & Professional 
Women’s Clubs Inc., Washington, 
|; which publishes National Business 
| Woman. 


No. 7525. Survey of Typography. 

Art Direction has published re- 
| sults of a survey made by Art Di- 
|rection Research, research arm of 
|the publication, among art direc- 
tors, and art studio owners. Data 
on purchases of typography are 
classified by dollar volume in four 
|eategories: advertising agencies, 
art studios, direct accounts and 
free lance art directors. 


tion on such equipment for Amer-| 


jican School and University. Their 
| replies are tabulated in this folder. 


No. 7519. Annual Survey of Edu- 
cation Building. 
Public school, private school and 
|}college building construction be- 


|gun in 1956 is surveyed in this| 


| booklet. The building activity is 
|} analyzed by region, type of build- 
ing and cost. The survey was 
made by School Executive-School 
Equipment News. 


No. 7520. Who Selects School Ma- 
terials? 
Fifteen production classifica- 
tions are considered in this report 
on how the schools buy materials 


| purchasing for new schools and 
school superintendents for School 
Executive-School Equipment 
News. 


No. 7522. Merchandising Services. 
School and college mailing lists 


and supplies. The information on | 


| existing schools was obtained from | 


| No. 7526. Survey of Paper. 

Purpose of this survey made by 
Art Direction is to ascertain pur- 
chases of and interest in paper of 
art directors at studios, advertis- 
ers and agencies. Their answers 
are classified by (1) whether they 
}are consulted or do make pur- 
| chases; (2) if they do, their dollar 
|volume; (3) the type of paper 
they purchase. 


No. 7527. The College Market. 

This report analyzes the college 
market in terms of buying organ- 
ization and practices, size, volume 
of major area purchases and ex- 
pansion trends. Growth during the 
last 10 years is discussed, and 
growth during next 10 years is 
| projected. Available from College 
|& University Business. 


No. 7528. Hand Lotions & Creams. 

This booklet contains a market 
study of the brand preferences of 
registered nurses of hand lotions 
and hand creams and the reasons 
for their choice. Some 90 brands of 


| The scope of radiology and use| available and building reports are | lotion and 70 different creams are 


j}each. Available 
Journal of Nursing Co. 
No. 7521. Facts About the School | 

| No. 7529. Public Health & School 
of | 


leges were collected in this book- | 
let. The data ranges from tabula-| 


from American 


Nurses & Nutrition. 

American Journal of Nursing Co. 
made this study of the major nu- 
tritional deficiencies encountered 
by public health and school nurs- 
es. Reports on eating habits of 
school children, use of commer- 
cial literature for nutrition edu- 
cation programs and food products 
most commonly recommended by 
nurses to correct irregularities are 
included. 


No. 7530. The Industrial Nurse & 
Nutrition. 

Nutritional problems encoun- 
tered by industrial nurses among 
commercial and industrial em- 
ployes throughout the nation are 
discussed in this study by Ameri- 
can Journal of Nursing Co. The 
report also deals with the use of 
nutritional literature as a means 
of correcting poor eating habits. 


No. 7531. The Uniform Shopper. 

Customers of a department store 
uniform department are analyzed 
in this study by American Journal 
of Nursing Co. The study deals 
with their occupations and in- 
comes, their uniform purchases, 
their purchases in other depart- 
ments on the day of their visit and 
on previous occasions. Also listed 
is a breakdown of other merchan- 
dise purchased, showing the over- 
all store value of the uniform de- 
partment customer. 


No. 7532. Nurses Uniforms. 

American Journal of Nursing 
Co. has made a detailed analysis 
of the nationwide buying habits 
of registered nurses in purchasing 
uniforms. Brand preferences, style 
and fabric choice, price and size 
ranges, source of uniform pur- 
chases, factors that tend to influ- 
ence buying decisions and other 
data are reported in detail. 


No. 7533. Uniforms. 

Department store and specialty 
shop uniform buyers throughout 
the country report on the nurses’ 
uniform market in this study by 
American Journal of Nursing Co. 
Brand preferences, style and price 
favorites, customer analysis and 
general marketing and merchan- 
dising appraisals are included. 


No. 7534. Your Exceptional Cus- 
tomer. 

Dental Digest has published a 
study of the dental field. In- 
cluded are statistics on number of 
patients treated per year in rela- 
tion to the number of persons a 
dentist employs, dental equipment 
and dental supply orders. 
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Agency Mergers Can Be Profitable, but 
They Contain Pitfalls, L.A. Admen Told 


Ho.ttywoop, April 23—In many 
instances, merger or affiliation can | 
be the best means to expansion of | 
service to clients and increased | 
net profits for the small agency,| 
two agency men told members of | 
the Hollywood Advertising Club! 
last week. | 

Jon Ross, head of his own agen-| 
cy, reported he is “delighted” with | 
his affiliation with Miller, Mackay, 
Hoeck & Hartung, Seattle, and 
hopes its “lasts 100 years.” Re- 
viewing the various circumstances 
which would lead to consideration | 
of affiliating with another agency, 
buying an agency, or merging with | 
it, Mr. Ross presented a number of 
observations, based on his experi- 
ence. 

With respect to affiliation—the 
route he chose—Mr. Ross said 
there are four aspects: 


e The prime question—Can the 


The exclusive road 

to an exclusive market... 
a publication designed exclusively 
for the highway contractor, the man 
who buys most of the highway 
building equipment . . . MODERN 
HIGHWAYS. 

Every other month, 10,000 hand- 
picked active-buying prospects know 
and rely on MODERN HIGHWAYS. 

Send for available market data. 


affiliate get the job done? 


e Does the prospective affiliate 
have the time available to do the 
job required? 


e Is the contemplated arrange- 
ment economically sound? To be 
workable, an affiliation should be 
profitable to both parties. 


e How will it be handled? 


s An affiliation cannot work out 
if the agency with the account con- | 
cerned thinks of the affiliate as an | 
errand boy. The affiliate must have 
the buying power in his area, Mr. 
Ross said. Being on the spot, the 
affiliate can keep on top of changes 
and trends in his area. He gets co- 
operation of media if he has buy- 
ing power and can make buying 
decisions without waiting weeks 
for an answer from the other agen- 
cy. 
Over-all, to be successful, an af- 
filiation should result in the very 
best possible advertising for the 
client(s) of both agencies. When 
this is not possible—and when) 
both agencies do not make money 
from the affiliation—then it’s best 
to call it off, Mr. Ross said. 

Phil Lansdale, who recently 
merged his agency with Edward S. 
Kellogg Co., said the advantages 
of a merger depend upon the 
“who.” He noted that many eastern 
agencies open offices here to serv- 
ice national accounts, but find the 
local operation too expensive un- 
less it develops local business. Mr. 
Lansdale said that work done for 
eastern agencies usually pays well. 

He warned that when there is 
an affiliation, a new account us- 
ually costs money before it be- 
comes routine. This should be 
borne in mind for one-shot or 
temporary arrangements. This can 
be done by charging enough to 
make the arrangement profitable. 


Modern 


A Scranton Gillette 


Wabash Ave., Chi- 
cago 1, Illinois 


highways 


s An agency here representing an 


|eastern agency has to put up with 
|many things it would not tolerate | 
|in its own organization, Mr. Lans- 
| dale warned. This can include ac- | 
| commodation of “visiting firemen” | 
and fulfilment of requests for 
| Service not connected with adver- 
tising. 

He 


observed that 


be be informal, and unbusiness- 


Botsford 


HONORED—Howard J. Ryan, head 


the Roy S. Marshall memorial award to Walter Smith, advertising 


manager of Olympia Brewing Co. 


the Advertising & Sales Club of Seattle. David Botsford Jr. repre- 
sents Olympia’s agency, Botsford, Constantine & Gardner. 


| 


of How J. Ryan & Son, presents 


, at the annual awards dinner of 


difficulties. Mr. Lansdale said such 
potential trouble could be elim- 
inated by use of a standard form 
covering work to be done and al 
thorization to do it. 

When merging—as he did with 
another local agency—the division 
of responsibility should be covered 
in any agreement, he said. This 
includes responsibility for admin- 
istration, account service, creative 
activities and new business, he 
added. 

The individualistic nature of 
admen can cause problems in 


San Francisco Asks 
Removal of ‘Illegal’ 
Outdoor Bulletins © | 


San Francisco, April 23—San | 
Francisco is about to launch a 
crackdown on 200 “illegal” outdoor 
bulletin boards allegedly still in 
use for advertising purposes in 
residential areas. 

Lester Bush, director of the 
city’s building inspection bureau, 
plans a survey to determine ex- 


mergers, he noted. Also, the fact 


that there are no standard man-|remain following the discovery in 


agement procedures. 


s The human element should not 
be overlooked, Mr. Lansdale noted. 
For example, when there is a 
merger, there is always the ques- 
tion as to who will move. Observ- 
ing that in small agencies there is 
usually only one big office, he ad- 
vised, the agency executive keeps 
the big office when he “lets the 
other fellow come to him.” e 


‘N.Y. News’ Adds Detroit Office 


The New York News has opened | 
ja Detroit office with James J. 
too often}Coyle, a member of the News sales 
Publication, 185 N, | 28reements between agencies tend | staff since 1948, handling automo-|dle of January, 1957, all illegal 


tive and national advertising in 


like, a situation which can lead to! the area. 


than 400,000 families. 
* Saturation coverage of 3 


* No. 1 advertising buy at 
the local level. 


Suite 502, 19 W. 44th 


Distributed each weekend 
by 21 Florida newspapers. 


* 90% home delivered to more 


rich and growing counties. 


7 


LARGEST PAID CIRCULATION OF ANY 
FLORIDA PUBLICATION. In full color, too. 


ALL FLORIDA MAGAZINE 


Box 1171, Ocala, Florida 


REPRESENTED NATIONALLY by John H. Perry Associates 
Telephone Murray Hill 7-5047 
Branch Offices: Chicago, Detroit, Philadelphia, Atlanta, San Francisco, Beverly Hills 


St., New York 36,N. Y. e 


actly how many such boards still 


|November, 1955, of 219 large 
boards and 45 small bulletins in 
violation of the zoning ordinance. 

Although the ordinance provides | 
a $500 fine for erecting a sign il- 
legally on a lot zoned as residential 
property, City Attorney Dion Holm | 
has no plans for prosecution. 

Spokesmen for various outdoor | 
advertising companies reported 
that, although they have taken 
down many of the 488 boards orig- 
inally listed as violators in a sur- 
vey in May, 1952, they are not now 
| removing boards. 

Mr. Holm declared all but one 
of the advertising agencies in- 
volved had agreed that by the mid- 


signs would be removed. 


® “The reason there has been no 
| action,” explains Joseph W. Fon- 
tana, of Foster & Kleiser, “is that 
the city’s new zoning ordinance is 
now being considered, and no one 
knows exactly which areas will be 
changed from residential to com- 
mercial zoning and vice versa. 

| “The Northern California Coun- 
|cil of Outdoor Advertisers,” Mr. 
Fontana continued, “has asked the 
city planning department to defer 
action on the non-conforming signs 
| until the new ordinance is passed. 
We have removed 56% of those 
| originally complained against.” 

Mr. Fontana and Philip Johnson 
of West Coast, another large out- 
| door advertising operator, said 
that in some instances there is a 
|legal contention that the outdoor 
bulletin has a proper exemption 


from the zoning ordinance. . 


| 


WNR Publishes Directory 
of Weekly Newspapers 

A total of 8,408 weekly news- 
papers with a combined circulation 
of 19,272,826 are listed in the U.S. 
today, according to the “1957 Na- 
tional Directory of Weekly News- 
papers,” published by Weekly 
Newspaper Representatives Inc., 
New York. 

The directory, which includes 
‘advertising rates, reported that 
| Paid circulation was up 734,627 


over last year and that the average | 


circulation per newspaper was 
2,292. 


Advertising Age, April 29, 1957 


No Slack in 
Newsprint Supply, 
ANPA Is Warned 


New York, April 24—The news- 
print report at the ANPA meeting 
this year was shorter and sweeter 
than has been customary in recent 
years. 

“The supply picture as of now 
has eased,” the report says, “and 
publishers report they are getting 


ANPA Meeting 


—Pewsprint— 


all the newsprint they need or can 
use, although many are confronted 
with the necessity of paying an ad- 
ditional $4 a ton or many millions 
of dollars more annually. In some 
cases the amount is less than $4 
because of zone changes. 

“This is an added burden,” the 
committee points out, “particularly 
when taking into consideration the 
fact that newspapers paid many 
millions of dollars more than the 
contract price because they were 
forced into the spot market in 
1956 to buy tonnage that was not 
available to them on contract. 

“ANPA has. pointed out repeat- 
edly that there should be an ade- 
quate margin between supply and 
demand to meet sudden upsurges 
in demand, which cannot always 
be foreseen. 


es “The years 1955 and 1956 are 
examples of what happens when 
the margin is insufficient. News- 
print producers are operating at 
above rated capacity, and still the 
margin is slight. ANPA does not 
believe this is a healthy situation.” 

Dr. Charles W. Boyce, newsprint 
consultant to ANPA, has prepared 
another statistical study projecting 
the newsprint outlook to 1965. In 
reporting on that study, he told the 
meeting here this week: 

“By the end of 1959, new mill 
capacity firmly scheduled for 
installation amounts to 850,000 
tons in Canada and 630,000 tons in 
the U. S. This new capacity will 
only raise total North American 
capacity to around 9,500,000 tons— 
equal approximately to the ANPA 
estimate of the total drain from all 
sources upon North American pro- 
duction in 1960. 


s “As ANPA has pointed out pre- 
viously, this leaves publishers 
with no prospect of capacity by 
1960 to cover unexpected increases 
in demand such as occurred in 1955 
and 1956. 

“Except for short periods, the 
balance of supply and demand 
must continue to depend on over- 
capacity operation. Until enough 
capacity has been installed to 
provide an adequate cushion to 
protect consumers against mill pro- 
duction stoppages and sudden in- 
creases in demand, periods of short 
supply are inevitable.” 


Broadcasters Elect Hurley 

The Broadcasting Executives 
Club of New England has named 
John Hurley, general manager of 
WNEB, Worcester, Mass., pres- 
ident. Other officers elected are 
Roy V. Whisnand, general man- 
ager, WCOP, Boston, Ist vp; Kay 
M. Chille, Nona Kirby Co., 2nd vp; 
Richard A. Keating, Bolling Co., 
treasurer, and Frank Browning Jr., 
Badger, Browning & Parcher, sec- 
retary. 


Dorothy Hanley Promoted 

Dorothy Hanley, formerly a time 
buyer and also in charge of gener- 
al office personnel at MacManus, 
John & Adams, has been named 
administrative assistant to the vp 
in charge of the agency’s New York 
branch. 
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Department Store Sales... 


13% Rise Seen in Week of April 20 


Wasuincton, April 25—For the 


week ending April 20, department 
store sales in the U. S. rose 13%. 
For the four weeks to that date, 
sales rose 5% and for the year to 


date, 2%. 
All 12 


was Easter week, Boston, 


New York, 11%; 


Kansas City, 9%; Dallas, 17%, and 


San Francisco, 9%. 


of the FRB districts 
showed gains for the week, which 


17%; 


Philadelphia, | 
12%; Cleveland, 10%; 


Richmond, 
22%; Atlanta, 21%; Chicago, 13%; 
St. Louis, 10%; Minneapolis, 19%; 


Detailed breakdown of these 
sales will be available next week. 
For the prior two weeks, sales 


broke down as follows: 


% Change from ‘56! 
Week Ending 


Federal Reserve 
District, Area, and City 


UNITED STATES 
Beston District 
Metropolitan Areas 
Boston 
Downtown Boston 
Suburban Boston 
Cambridge 
Lynn 
Quincy 
Lowell 
Cities 
Springfield 
Providence 
New York District 
Metropolitan Areas 
Buffalo 
New York-N.E 
New Jersey 
Newark 
New York 
Rochester 
Syracuse 
Philadeiphia District 
Metre: >litan Areas 
Wilmington 
Trenton 
Lancaster 
Philadelphia 
Reading 
Scranton 
W ilkes-Barre-Hazelton 


Cleveland District 
Metropolitan Areas 
Lexington 
Akron 
Cincinnati 
Cleveland 
Columbus 
Springfield 
Toledo 
Erie 
Pittsburgh 
Wheeling-Steubenville 
Richmond District 
Metropolitan Areas 
Washington 


Downtown Washington 


Baltimore 
Downtown Baltimore 
Richmond 
Atlanta District 
Metropolitan Areas 
Birmingham 
Jacksonville 
Atlanta 
Augusta 
New Orleans 
Knoxville 
Nashville 
City 
Tampa 
Chicago District 
Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District 
Metropolitan Areas 
Little Rock 
Louisville 
St. Louis 
Memphis 
Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul 
Mpls. and Suburbs 
St. Paul 
Cities 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 
Denver 
Topeka 
Wichita 
St. Joseph 
Albuquerque 
Oklahoma City 
Tulsa 
Cities 
Joplin 
Kansas City 
Dallas District 
Metropolitan Areas 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 
San Francisco District 
Metropolitan Areas 


Los Angeles-Long Beach 


Apr. 


+9 
+4 


Apr. 
13 


+7 
+7 


+11 
+11 
+12 
+ 6 
+ 9 
+11 
+11 


—_ 


+ 4 


Sales Barometer 


Change from 1956 


Department Store 


| CBIR oncccecreccescctnscteesecccscce +6 + 7] 
| Portland . +94 +21 
Salt Lake City ©... +10 +15 | 
| Seattle Sincedeoiail 0 +2 
Spokane siinaitimadiiiindiiess + 9 — 
} Tacoma erneanilagihiipnnnntis + 7 +5 
| 
| 


r—Revised. *—Data not available. 

1 During March and April changes from 
a year ago reflect in part the fact that 
last year Easter was on April 1 while this 
year it was on April 21. For this rea- 
son it is estimated that in comparison 
with last year an allowance should be 
made for a decrease in sales of about 8 
|per cent for the month of March as a 
whole and a corresponding increase for 
the month of April. These allowances ap- 


Week Ended 
April 20, ‘57 


Jan. 1, ‘57 to 
April 20, ‘57 


Downtown Los Angeles 
Westside Los Angeles 
Sacramento 

San Diego 

San Francisco-Oakland 
San Francisco City 


+1 3% : | Des Moines Women Elect 


+ 2% 


' , 
+1) 0 AMER aga |derson, Wallaces’ Farmer, secre- 


+ 
+ 
+ 
+ 


+ 


| ply to the figures for the United States. 


Jane Alexander, Iowa Farm 
| Bureau, has been elected president 
lof the Women’s Advertising Club 
of Des Moines, Ia. Other new of- 
ficers include Marjorie Beimer, 
KRNT-KRNT-TV, vp; Edith An- 


tary, and Helen Peterson, Man- 


13-415 
10 = 1g | Power Inc., treasurer. 
7 2 


H . rt | Maine Group Elects Gibbs 


10 +11 Agnes F. Gibbs, a personality 


appearing on WCSH and WCSH-| 
TV, Portland, Me., has been elect- 
ed president of the Maine Press 
& Radio Women. Ilene McAdee, | 
WCSH-TV copywriter, was elected 
secretary of the organization. 


IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. F) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


Davis Joins Galbraith-Hoffman 
Helen F. Davis, formerly with A. 
& M. Karagheusian Inc., has joined 
Galbraith-Hoffman Advertising, 
New York, as publicity director. 


Every week 82.4% oj the radio 
families in the area listen to 
KCBS Radio, San Francisco... 
more than to any other station! 


MAYFLOWER II EXPOSITION 


IN THE HEART OF NEW YORK CITY 
WILL ATTRACT OVER 


3 MILLION PEOPLE 


audience. 


Here is an opportunity to present your 
product or service for a period of five 
and one-half months to a massive live 


An exposition consisting of 83 exhibit booths 
on the Hudson River Day Line Pier (foot of 
41st Street, N.Y.C.) where Mayflower Ii 
will berth for public inspection from June 1 
through November 15 — A period of 24 
weeks. JOIN THE MANY NATIONAL ADVER- 
TISERS WHO ARE NOW TAKING ADVANTAGE 
OF THIS TREMENDOUS LIVE AUDIENCE. 

IN KEEPING WITH THE CHARM AND 
DIGNITY OF THE PILGRIM ERA. 

The entire length of the pier will be decorated 


with a rustic effect simulating the colonies of 
the early sixteen-hundreds. A museum located 


Wrapped in American heritage and 
prestige, Mayflower II will be one of the 
greatest events to take place in New 
York City since the formal presentation 
of the Statue of Liberty and will be the 
main feature of the New York City 
Summer Festival for 1957. 


Mayflower II will berth at the Hudson 
River Day Line Pier 81, (ft. of 41st St.) 
on June Ist, where the ship will be open 
daily for public inspection. 


PLAN NOW TO EXHIBIT 


at the off-shore end of the pier will tell of the 
historic background of Mayflower II and life 
in Plymouth. Treasure chests arriving from 
England on Mayflower II and their contents 
will also be on display at the museum. 


It is planned that all exhibitor’s displays will 
maintain the dignity of that ere—in most 
cases showing the progress American and 
British industries have made in the past three 
centuries. Traffic control of visitors has been 
arranged so as to allow the largest audience 
participation at the exhibits, the Museum & 
Mayflower II. 


LIMITED NUMBER OF SPACES AVAILABLE 
WRITE WIRE OR PHONE FOR 
FLOOR PLAN AND ADDITIONAL INFORMATION 


ROBERT A. DURK ASSOCIATES INC., 
250 WEST 57th STREET, NEW YORK CITY 


CIRCLE 6-0226 


CHICKERING 4-5660 
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Agency Mergers Can Be Profitable, but 
They Contain Pitfalls, L.A. Admen Told 


Ho.ttywoop, April 23—In many | affiliate get the job done? 
instances, merger or affiliation can 
be the best means to expansion of 
service to clients and increased 
net profits for the small agency, 
two agency men told members of|@ Is the contemplated arrange- 
the Hollywood Advertising Club| ment economically sound? To be 
last week. : 

Jon Ross, head of his own agen-| profitable to both parties. 
cy, reported he is “delighted” with | e How will it be handled? 
his affiliation with Miller, Mackay, 

Hoeck & Hartung, Seattle, and), ay affiliation cannot work out 
hopes its “lasts 100 years.” Re- if the agency with the account con- 
viewing the various circumstances | cerned thinks of the affiliate as an 
which would lead to consideration | ..+4nq boy. The affiliate must have 


e Does the prospective affiliate 
|have the time available to do the 
| job required? 


of affiliating with another agency, 
buying an agency, or merging with | 
it, Mr. Ross presented a number of | 
observations, based on his experi- 
ence. 

With respect to, affiliation—the | 
route he chose—Mr. Ross said 
there are four aspects: 


e The prime question—Can the 


\¥ 


The exclusive road 
to an exclusive market... 


a publication designed exclusively 
for the highway contractor, the man 
who buys most of the highway 


the buying power in his area, Mr. 
Ross said. Being on the spot, the 
affiliate can keep on top of changes 
and trends in his area. He gets co- 
operation of media if he has buy- 
ing power and can make buying 
decisions without waiting weeks 
for an answer from the other agen- 
cy. 
Over-all, to be successful, an af- 
filiation should result in the very 
best possible advertising for the 


this is not possible—and when 
both agencies do not make money 
from the affiliation—then it’s best 
ito call it off, Mr. Ross said. 

Phil Lansdale, who _ recently 
merged his agency with Edward S. 
Kellogg Co., said the advantages 
of a merger depend upon the 
“who.” He noted that many eastern 
agencies open offices here to serv- 
ice national accounts, but find the 
local operation too expensive un- 
less it develops local business. Mr. 
Lansdale said that work done for 
eastern agencies usually pays well. 

He warned that when there is 
an affiliation, a new account us- 
ually costs money before it be- 
comes routine. This should be 


building equipment . . . MODERN borne in mind for one-shot or 


workable, an affiliation should be | 


client(s) of both agencies. When | 
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No Slack in 
Newsprint Supply, 
ANPA Is Warned 


New York, April 24—The news- 
print report at the ANPA meeting 
this year was shorter and sweeter 
than has been customary in recent 
years. 

“The supply picture as of now 
has eased,” the report says, “and 
publishers report they are getting 


Smith 


Botsford 


HONORED—Howard J. Ryan, head of How J. Ryan & Son, presents 
the Roy S. Marshall memorial award to Walter Smith, advertising 
manager of Olympia Brewing Co., at the annual awards dinner of 
the Advertising & Sales Club of Seattle. David Botsford Jr. repre- 
sents Olympia’s agency, Botsford, Constantine & Gardner. 


ANPA Meeting 


—Newsprint— 


Ryan all the newsprint they need or can 
use, although many are confronted 
with the necessity of paying an ad- 
ditional $4 a ton or many millions 
of dollars more annually. In some 
cases the amount is less than $4 
because of zone changes. 


difficulties. Mr. Lansdale said such 
potential trouble could be elim- 
inated by use of a standard form 
covering work to be done and au- 
thorization to do it. 

When merging—as he did with 
another local agency—the division 
of responsibility should be covered 
in any agreement, he said. This 
includes responsibility for admin- 
istration, account service, creative 
activities and new business, he 
added. 

The individualistic nature of 
admen can cause problems in 
mergers, he noted. Also, the fact 
that there are no standard man- 
agement procedures. 


s The human element should not 


| 


“This is an added burden,” the 


i committee points out, “particularly 

San Francisco Asks when taking into consideration the 
Removal of ‘Illegal’ fact that newspapers paid many 
millions of dollars more than the 

Outdoor Bulletins contract price because they were 


|forced into the spot market in 
San Francisco, April 23—San/1956 to buy tonnage that was not 
Francisco is about to launch aj|available to them on contract. 
crackdown on 200 “illegal” outdoor “ANPA has. pointed out repeat- 
bulletin boards allegedly still in|edly that there should be an ade- 
use for advertising purposes in| quate margin between supply and 
residential areas. demand to meet sudden upsurges 
Lester Bush, director of the|in demand, which cannot always 
city’s building inspection bureau, | be foreseen. 
plans a survey to determine ex- 
actly how many such boards still 
remain following the discovery in 


se “The years 1955 and 1956 are 
examples of what happens when 
November, 1955, of 219 large|the margin is insufficient. News- 
boards and 45 small bulletins in| print producers are operating at 
violation of the zoning ordinance. | above rated capacity, and still the 


Although the ordinance provides 


HIGHWAYS. 

Every other month, 10,000 hand- 
picked active-buying prospects know 
and rely on MODERN HIGHWAYS. 

Send for available market data. 


modern 


highways 


A Scranton Gillette 
Publication, 185 N. 
Wabash Ave., Chi- 
cago 1, Illinois 


| be overlooked, Mr. Lansdale noted. 
For example, when there is a 
merger, there is always the ques- 
tion as to who will move. Observ- 
ing that in small agencies there is 
usually only one big office, he ad- 
vised, the agency executive keeps 
the big office when he “lets the 
other fellow come to him.” e 


temporary arrangements. This can 
be done by charging enough to 
make the arrangement profitable. 


s An agency here representing an 
|eastern agency has to put up with 
many things it would not tolerate 
|in its own organization, Mr. Lans- 
dale warned. This can include ac- 
commodation of “visiting firemen” 
and fulfilment of requests for 
service not connected with adver- 
tising. a Detroit office with James J. 

He observed that too often | Coyle, a member of the News sales 
| agreements between agencies tend | staff since 1948, handling automo- 
|to be informal, and unbusiness-|tive and national advertising in 
like, a situation which can lead to!the area. 


‘N.Y. News’ Adds Detroit Office 
The New York News has opened 


the local level. 


Distributed each weekend 
by 21 Florida newspapers. 


* 90% home delivered to more 
than 400,000 families. 

* Saturation coverage of 37 
rich and growing counties. 

* No. 1 advertising buy at 


REPRESENTED NATIONALLY by John H. Perry Associates 
Suite 502, 19 W. 44th St., New York 36, N. Y. 
Branch Offices: Chicago, 


LARGEST PAID CIRCULATION OF ANY 
FLORIDA PUBLICATION. In full color, too. 


ALL FLORIDA MAGAZINE 
Box 1171, Ocala, Florida 


Telephone Murray Hill 7-5047 
Detroit, Philadelphia, Atlanta, San Francisco, Beverly Hills 


| advertising 


a $500 fine for erecting a sign il- 
legally on a lot zoned as residential 
property, City Attorney Dion Holm 
has no plans for prosecution. 


|margin is slight. ANPA does not 
believe this is a healthy situation.” 

Dr. Charles W. Boyce, newsprint 
consultant to ANPA, has prepared 
another statistical study projecting 


Spokesmen for various outdoor | the newsprint outlook to 1965. In 


companies 


down many of the 488 boards orig- 
inally listed as violators in a sur- 
vey in May, 1952, they are not now 
removing boards. 

Mr. Holm declared all but one 
of the advertising agencies in- 
volved had agreed that by the mid- 
dle of January, 1957, all illegal 
signs would be removed. 


s “The reason there has been no 
action,” explains Joseph W. Fon- 
tana, of Foster & Kleiser, “is that 
the city’s new zoning ordinance is 
now being considered, and no one 
knows exactly which areas will be 
changed from residential to com- 
mercial zoning and vice versa. 
“The Northern California Coun- 
cil of Outdoor Advertisers,” Mr. 
Fontana continued, “has asked the 
city planning department to defer 
action on the non-conforming signs 
| until the new ordinance is passed. 
We have removed 56% of those 
|originally complained against.” 
| Mr. Fontana and Philip Johnson 
|of West Coast, another large out- 
|door advertising operator, said 
| that in some instances there is a 
j}legal contention that the outdoor 
bulletin has a proper exemption 
| from the zoning ordinance. . 


WNR Publishes Directory 
of Weekly Newspapers 

A total of 8,408 weekly news- 
papers with a combined circulation 
of 19,272,826 are listed in the U.S. 


tional Directory of Weekly News- 
papers,” published by Weekly 
Newspaper Representatives Inc., 
New York. 

The directory, which includes 
advertising rates, reported that 
| paid circulation was up 734,627 
| over last year and that the average 
circulation per newspaper was 
| 2,299. 


today, according to the “1957 Na-| 


reported | reporting on that study, he told the 
|that, although they have taken | meeting here this week: 


“By the end of 1959, new mill 
capacity firmly scheduled for 
installation amounts to 850,000 
tons in Canada and 630,000 tons in 
the U. S. This new capacity will 
only raise total North American 
capacity to around 9,500,000 tons— 
equal approximately to the ANPA 
estimate of the total drain from all 
sources upon North American pro- 
duction in 1960. 


s “As ANPA has pointed out pre- 
viously, this leaves publishers 
with no prospect of capacity by 
1960 to cover unexpected increases 
in demand such as occurred in 1955 
and 1956. 

“Except for short periods, the 
balance of supply and demand 
must continue to depend on over- 
capacity operation. Until enough 
capacity has been installed to 
provide an adequate cushion to 
protect consumers against mill pro- 
duction stoppages and sudden in- 
creases in demand, periods of short 
supply are inevitable.” . 


Broadcasters Elect Hurley 

The Broadcasting Executives 
Club of New England has named 
John Hurley, general manager of 
WNEB, Worcester, Mass., pres- 
ident. Other officers elected are 
Roy V. Whisnand, general man- 
ager, WCOP, Boston, Ist vp; Kay 
M. Chille, Nona Kirby Co., 2nd vp; 
Richard A. Keating, Bolling Co., 
treasurer, and Frank Browning Jr., 
Badger, Browning & Parcher, sec- 
retary. 


Dorothy Hanley Promoted 

Dorothy Hanley, formerly a time 
buyer and also in charge of gener- 
al office personnel at MacManus, 
John & Adams, has been named 
administrative assistant to the vp 
in charge of the agency’s New York 
branch. 
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Department Store Sales... 


13% Rise Seen in Week of April 20 
Department Store 


Wasnincton, April 25—For the 
week ending April 20, department 
store sales in the U. S. rose 13%. 
For the four weeks to that date, 


Rot 


sales rose 5% and for the year to 
date, 2%. 
All 12 of the FRB districts 


showed gains for the week, which 
was Easter week, Boston, 17%; 
New York, 11%; Philadelphia, 
12%; Cleveland, 10%; Richmond, 


22%; Atlanta, 21%; Chicago, 13%; | 


St. Louis, 10%; Minneapolis, 19%; 
Kansas City, 9%; Dallas, 17%, and 
San Francisco, 9%. 


Detailed breakdown of these! 
sales will be available next week. | 
For the prior two weeks, sales | 


broke down as follows: 


% Change from ‘'56' 
Week Ending 


Federal Reserve Apr. Apr. 
District, Area, and City 6 13 
UNITED STATES +°% + 7 
Beston District +4 +7 
Metropolitan Areas 
Boston + 1 ll 
Downtown Boston + 2 +11 
Suburban Boston 3 +12 
Cambridge 4 + 6 
Lynn 20 + 9 
Quincy 1 +11 
Lowell +18 ll 
Cities 
Springfield +15 + 7 
Providence +17 6 
New York District +4 +10 


Metropolitan Areas 
Buffalo 8 8 
New York-N.E 


New Jersey +12 +16 
Newark +4 +23 
New York r+ 4 + 2 

Rochester 7 - 6) 
Syracuse r 4 6 
Philadeiphia District +18 +11 
Metrc - >litan Areas 
Wilmington +16 +23 
Trenton r+31 6 
Lancaster +15 424 
Philadelphia r+22 + 7 
Reading +21 +32 
Scranton 3 +27 
W ilkes-Barre-Hazelton 3 50 
Cleveland District +138 — 2) 
Metropolitan Areas 
Lexington +18 +23 
Akron 0 + 1 
Cincinnati + 5 +4 
Cleveland 10 13 
Columbus 14 5 
Springfield 3 4 
Toledo + 6 0) 
Erie - 8 4 
Pittsburgh +23 2 
Wheeling-Steubenville - 8 +11 
Richmond District +12 +1 
Metropolitan Areas 
Washington i. 8 + 7] 

Downtown Washington r 3 + 3) 
Baltimore r+31 31 
Downtown Baltimore r+13 12 
Richmond +10 +14 

Atlanta District +4 +0 
Metropolitan Areas 
Birmingham 1 4 
Jacksonville 2 +14 
Atlanta + 6 28 | 
Augusta r— 8 +18 
New Orleans 6 +24 
Knoxville r+ 4 ° 
Nashville +19 +28 
City 
Tampa 0 +15 
Chicago District + +s 
Metropolitan Areas 
Chicago + 8 6 
Indianapolis + 8 9 
Detroit + 3 10 
Milwaukee 5 +19 
St. Louis District +10 +9 
Metropolitan Areas 

Little Rock + 3 + § 
Louisville + 7 1 
St. Louis 14 +10 
Memphis + 7 +12 

Minneapolis District ) +1 
Metropolitan Areas 

Mpls.-St. Paul 3 1 

Mpls. and Suburbs 0 10 

St. Paul 8 i4 
Cities 
Duluth-Superior +35 6 

Kansas City District +1 +7 
Metropolitan Areas 

Denver 1 + 3 
Topeka + 8 +10 
Wichita r+ 9 +15 
St. Joseph 12 +13 
Albuquerque +11 9 
Oklahoma City 10 2 
Tulsa + 2 9 
Cities 
Joplin r+ 2 3 
Kansas City 1 + 9 

Dallas District —? +1 
Metropolitan Areas 

Dallas 6 +11 
El Paso 0 3 
Fort Worth il + 9 
Houston 1 11 
San Antonio 2 + 6 

fan Francisco District +i +4 


Metropolitan Areas 
Los Angeles-Long Beach 


- Sales Barometer 


Change from 1956 


Week Ended 
April 20, ‘57 


+1 3 % 
2% 


Jan. 1, ‘57 to 


April 20, ‘57 
TS 

Downtown Los Angeles +13 
Westside Los Angeles +10 
Sacramento + 7 
San Diego + 7 
San Francisco-Oakland 10 
San Francisco City +10 


+15 
-18 

2 
+ 6 
+11 


+11 


Oakland ........00--csceereeee + 6 + 7] 
Portland qeeoccasannactase 494 + 

Salt Lake City ......... +10 415} 
Seattle ‘“ 0 +2 
Spokane +9 — 
Tacoma ... 7 +5 


r—Revised. *—Data not available. 

' During March and April changes from 
a year ago reflect in part the fact that 
last year Easter was on April 1 while this 
year it was on April 21. For this rea- 
son it is estimated that in comparison 
with last year an allowance should be 
made for a decrease in sales of about 8 
per cent for the month of March as a 
whole and a corresponding increase for 
the month of April. These allowances ap 


= \ply to the figures for the United States. 


Des Moines Women Elect 

| Jane Alexander, Iowa Farm 
| Bureau, has been elected president 
|of the Women’s Advertising Club 
of Des Moines, la. Other new of- 
ficers include Marjorie Beimer, 
KRNT-KRNT-TV, vp; Edith An- 
derson, Wallaces’ Farmer, secre- 
tary, and Helen Peterson, Man- 


| power Inc., treasurer. 


| 
| Maine Group Elects Gibbs 
Agnes F. Gibbs, a personality 


appearing on WCSH and WCSH- 
TV, Portland, Me., has been elect- 
ed president of the Maine Press 
& Radio Women. Ilene McAdee, 
WCSH-TV copywriter, was elected 
secretary of the organization. 


Davis Joins Galbraith-Hoffman 
Helen F. Davis, formerly with A. 
& M. Karagheusian Inc., has joined 


Galbraith-Hoffman Advertising, 


New York, as publicity director. 


IF YOU HAVE 
A STORY TO TELL— 


AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 
MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. F) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


wy Ss A 
O 8; 


Every week 82.4% of the radio 
families in the area listen to 

KcBs Radio, San Francisco... 
more than to any other station! 


WILL ATTRACT OVER 


audience. 


PLAN NOW TO 


CIRCLE 6-0226 


Here is an opportunity to present your 
product or service for a period of five 
and one-half months to a massive live 


Wrapped in American heritage and 
prestige, Mayflower II will be one of the 
greatest events to take place in New 
York City since the formal presentation 
of the Statue of Liberty and will be the 
main feature of the New York City 
Summer Festival for 1957. 


Mayflower II will berth at the Hudson 
River Day Line Pier 81, (ft. of 41st St.) 
on June Ist, where the ship will be open 
daily for public inspection. 


MAYFLOWER II EXPOSITION 


IN THE HEART OF NEW YORK CITY 


3 MILLION PEOPLE 


An exposition consisting of 83 exhibit booths 
on the Hudson River Day Line Pier (foot of 
41st Street, N.Y.C.) where Mayflower Il 
will berth for public inspection from June 1 
through November 15 — A period of 24 
weeks. JOIN THE MANY NATIONAL ADVER- 
TISERS WHO ARE NOW TAKING ADVANTAGE 
OF THIS TREMENDOUS LIVE AUDIENCE. 

IN KEEPING WITH THE CHARM AND 
DIGNITY OF THE PILGRIM ERA. 


The entire length of the pier will be decorated 


with a rustic effect simulating the colonies of 


the early sixteen-hundreds. A museum located 
at the off-shore end of the pier will tell of the 
historic background of Mayflower II and life 
in Plymouth. Treasure chests arriving from 
England on Mayflower II and their contents 
will also be on display at the museum. 


It is planned that all exhibitor’s displays will 
maintain the dignity of that ere—in most 


cases showing the progress American and 


EXHIBIT 


British industries have made in the past three 
centuries. Traffic control of visitors has been 
arranged so as to allow the largest audience 
participation at the exhibits, the Museum & 
Mayflower II. 


LIMITED NUMBER OF SPACES AVAILABLE 


WRITE WIRE OR PHONE FOR 


FLOOR PLAN AND ADDITIONAL INFORMATION 


ROBERT A. DURK ASSOCIATES INC., 
250 WEST 57th STREET, NEW YORK CITY 


CHICKERING 4-5660 
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PHOTOGRAPHIC 
REVIEW 


Boxter Berrien Daniels 
ADMAN JuRY—These Chicago agency men served as judges for the 
newspaper category in an ad contest sponsored by the Advertising 
Club of Denver: Jack Baxter, vp and copy director, Earle Ludgin 
& Co.; Curtis Berrien, vp and copy supervisor, Foote, Cone & 
Belding, and Draper Daniels, vp in charge of copy, Leo Burnett Co. 


EMPHASIS ON DIGNITY—Modernism, gimmicks and attention-getting 

devices are taboo in new advertising for Park & Tilford Distillers 

Corp., according to Edwin Parets, vp and director of advertising. 

Here, Larry Rosenthal (left), ad manager, and Edward Klein, senior 

vp of Emil Mogul Co., P&T’s agency, are shown with blow-up of 

600-line ad being used in current newspaper campaign in 40 mar- 
kets. 


HELPFUL 
HARDWARE 


polymold 


hes everything it takes... 


EYE-FILLING—Polymold Plastics dra- 

matizes its product by using pretty 

girls in its trade advertising. This 

is one of a series of two-color ads 

prepared by Jones Frankel Co., 
Chicago. 


[4 


: 


Wis 


Advertising Age, April 29, 1957 


PROMOTER S— 
Miss Hardware 
Week, 1957, gives 
a pat on the back 
to Your Handy 
Helpful Hard- 
wareman, symbol 
of 23,000 Inde- 
pendent Retail 
Hardwaremen of 
America stores 
for their 6th an- 
nual Week, April 
25-May 4. The 
10-day selling 
event is coordi- 
nated by the 
National Retail 
Hardware Assn. 


, see!—Hi-Cecil, a jolly salesman for 
Hi-C division of Minute Maid 
Corp., shown here with Pat Lee, 
will be back this year in pool toy 
form for use in store displays. 
Hi-C’s 1957 campaign, running 
from now into November, will 
again be 70% in newspapers. 


* 


SPARKLING—A new use for an old 
method of communications § is 
shown by these signal flags spell- 
ing out “Bank of America Sausa- 
lito.” The Hermosa tiles, made by 
Gladding, McBean & Co., make a 
bank front identification which 
can be seen for miles out in the 
bay, as well as from land, Glad- 
ding says. 


Dillon Hoover Russell Beach 
CROSS-COUNTRY—The start and growth of The New Yorker was re- 
viewed by A. J. Russell Jr., ad director, at the April meeting of the 
Advertising Club of Los Angeles. Shown here with Mr. Russell are 
Tom C. Dillon, vp, Batten, Barton, Durstine & Osborn; Howard 
Hoover, manager of the magazine’s Los Angeles office, and Paul G. 

Beach, ad manager of the Union Pacific Railroad. 


PREMIERE—The first color movie made for the Bureau of Advertising, American News- 
ANPA convention last week 
of its consumer ad budget 


was shown at the 
points out (left) that Cadillac spends 70% 


paper Publishers Assn., 
its and You” 


“People, Prof- 


in newspapers. The film uses giant cakes to show 1955 gross national output of $391 
billion and an estimated $600 billion for 1965. At right it tells how Norge washer and 
dryer advertising was concentrated in 64 markets to top all washer and dryer sales. 
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12,000,000 


families will read 


“Mutiny in Paradise’”’ 


by James A. Michener and A. Grove Day 


..a THIS WEEK BOOKCERPT complete in four parts 
starting May Sth. The book “Rascals In Paradise” 
will be published by Random House in June. 


Your advertising will be read by more people in 
This Week Magazine than in any other publication. 
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‘County Agents Directory’ Out 

The Agricultural Leaders’ Di- 
gest, 139 N. Clark St., Chicago, has | 
published the 42nd annual County | 
Agents Directory. The 216-page | 
book lists the county, state and | 
federal U.S. Department of Agri- 
culture extension workers by state 
and includes other information 
Price is $5. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
bitsy BUREAU 


165 Church Street, New York 7, N. Y. 


Colgate Management Shifts Made to 
Improve Profit Picture, Says Little 


(Continued from Page 3) 
and auditors, following which Mr. 


in the first quarter of 1956. 
Mr. Little’s “presentation”— 


Hart, Miller and Grace to stand, | 


indicating that these executives 
would lessen Mr. Little’s load. 
Persisting, the stockholder want-| 
ed to know why a replacement for 
Mr. Sims had not been found. Mr. 
Little singled out Mr. Hart, noting 
that the company had not had an 
exec vp for some time. He added, | 


Little delivered a “presentation” on| something which he said the com- | significantly, “We want to make 


the company’s business operations | pany had never done before at an| sure of the next president when we 


during the last 25 years, culminat- 
ing with a detailed explanation of 
how the company will be operating 
under the reorganization suggested 
by McKinsey & Co. (AA, April 15). 


s Sales and earnings figures for 
the first quarter of 1957 were also 
released at the meeting. World- 
wide sales for the first three 
months totaled $128,411,000, com- 
pared with $123,779,000 in 1956. Of 
this, $70,624,000 was in domestic 
sales, compared with $74,154,000 in 
1956. Net income for the first quar- 
ter was $2,723,000, or $1.05 per 
share of common stock, compared 


| with $2,620,000, or $1.01 per share, 


You ean’t beat 
Peace of Mind! 


Confidence in the reliable performance of 


a major supply source is like a mellowing 


ray of sunshine on 


the pressures, trials 


and tribulations of advertising produc- 


tion men. Scores of them will tell you 


that there’s nothing like the peace of 


mind that’s always theirs when they 


write orders for ROGERS-crafted photo- 


engravings. Try it sometime! 


ROGER 


engravi 


2001 calumet avenue « chicago 16 that the position of both board 


ng company 


|annual meeting—included a series 
|of charts showing the company’s | 
| foreign and domestic sales, profits | 
| and dividends for the past 25 years. 
\In 1933, sales were given as $62,- 
314,000, of which $45,700,000 was) 
domestic, and a profit of $373,000 | 
was reported. Last year, sales were | 
reported at $508,000,000, of which | 
$291,000,000 constituted domestic 
sales, with profits of $10,500,000. 

Since 1938 (the year he first 
became president), Mr. Little 
pointed out, Colgate’s world-wide 
sales have gone up fivefold, with 
|domestic business expanding four 
|times and foreign business now 
eight times as large. 


® While the general impression 
given to the stockholders was one | 
of constant and continuing over-all 
growth, there was tacit recognition 
by the chairman of the dwindling 
profit picture as he outlined the! 
company reorganization. 

“T told them how little profits we | 
| were getting out of sales,” he said, 
describing his conversations with | 
representatives of McKinsey & Co. | 

(A financial analysis in AA two} 
weeks ago revealed that Colgate | 
profits have dropped more than 
50% in the past ten years, while 
the profits of its competitor, Proc- 
ter & Gamble, increased nearly | 
one-third in the same period. Col- 
gate domestic sales during the 
same decade rose 10%, while P&G 
racked up a 100% increase.) 

“One of tl.e main purposes [of| 
the reorganization] is to improve 
our profit picture,” he commented 
a little later. 
| Ashe came to the charts showing 
|the table of reorganization, Mr. Lit- 
|tle introduced some of his new 
chief executives to the stockhold- 
ers, including Guy C. Grace, vp in 
charge of the toilet articles divi- 
sion, who has been on the job since 


put him in there.” 


s A second stockholder popped up, | 
waving aloft an opened package 
of Palmolive. 

“I bought this bar of Palmolive 
about a month ago, and I think it’s 
awful. Why can’t we make a bar 
like a Lux or Camay? Here, smell 
it!’ he said, advancing on the 
chairman. 

Mr. Little took the bar, sniffed 
and commented that Palmolive is 
just about the leading soap in the 
world. He gently offered the stock- 
holder a new bar, wrapped in alu- 
minum foil, which he said is now 
being introduced on the West 
Coast. It has a slightly different 
formula, he said, adding that he 
hoped the shareholder would find 
it more to his liking. 

To a questioner who wanted to 
know what Colgate was doing to 
replace the Vaseline business (Col- 
gate’s agreement to act as sales 


| agent for Chesebrough-Pond’s ends 


July 1), Mr. Little said the Vase- 
line business amounted to $15,000,- 
000 in sales and a net profit of | 
about $200,000. More efforts be- 
hind other Colgate products “will 
make up rather easily for losses,” 
he said. 


8 To a man who had an idea for 
an indexed promotional booklet on 
household cleaning hints, and to 


|a woman who thought it would be 


a good idea to entice children to 
buy Colgate’s by putting the denti- 
frice in duck-shaped tubes, with 
the paste squeezed out of the beak, 
Mr. Little suggested earnestly that! 
they put their ideas down on paper 
and write to him personally. 

The woman brought the house) 
down when she replied, “May 1| 
please say I did write you about it} 
and...” The rest was buried in 


| laughter. 


a 


Thomas Carroll 


Guy Grace 


April 22. His appointment will be 
announced following the board of 
directors meeting today. 

. Other executives who were in- 
troduced to the stockholders by Mr. 
Little included William T. Miller, 
vp in charge of the household prod- 
ucts division; George H. Lesch, 
president of Colgate-Palmolive In- 
ternational, and Ralph A. Hart, for- 
mer C-P International president, 
recently named exec vp of the par- 
}ent company. 

Mr. Hart is directly responsible 
|for carrying out the company re- 
| organization, Mr. Little pointed) 
out. 

Although it was not mentioned 
at the meeting, earlier this week 
Colgate also announced the pro- | 
motion of Thomas S. Carroll from 
brand advertising manager to! 
marketing manager of the house- 


Another woman wanted to know 
why the company didn’t take | 
greater interest in women’s pre-| 
ferences for products. 

“Do you know who we ask about 
every product we test?” the chair-| 
man inquired. “Only women—un- 
less it’s a shaving cream.” 


8 Probably the most exciting event 
for many of the stockholders pre- 
sent was the conclusion. The com- 
pany had lined up hundreds of 
small gift boxes to distribute as the | 
shareholders left the room. Up 
front were two huge displays of 
all the company’s products. As the 
meeting adjourned, there was a 
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New Luxury Equipped 35's 
...at a sensible price! 


KAMERAWERK KING KO + cee cohen, Hrmerrenc SO Gamer 


© | ACORF seamen + ne COMES OO + ORE + GCHCeRO Kem 


iMPORT—This b&w page in June is- 
sues of Modern Photography and 
U. S. Camera introduces to the 
U.S. the new line of 35mm cam- 
eras made by Kamerawerk King 
KG, West Germany. Marvin Gor- 
don & Associates, Chicago, is the 
agency. 


Clorox Acquisition 
Further Diversifies 
Already Diverse P&G 


OAKLAND, CAL., April 24—Proc- 
ter & Gamble Co., which has 
bought its way into three new 
fields in the past two years, is 
now moving into a fourth by ac- 
quiring Clorox Chemical Co., 
Oakland, as a wholly-owned sub- 
sidiary. 

Clorox directors have approved 
the union, which must now be 
okayed by Procter & Gamble’s 
board and by the Clorox stock- 
holders. The agreement involves 
exchange of 8% shares of P&G for 
each 10 shares of Clorox. Clorox 
has 723,444 shares outstanding 
valued at $38.38 a share at the 
close of yesterday's stock market. 
The Clorox company, maker 
Clorox household disinfectant 
cleaner and bleach, will continue 
to operate with its present man- 
agement and will continue its 
agency affiliation with Honig- 
Cooper, San Francisco. 

The company’s sales for the six 


of 


| months ending Dec. 31, 1956, were 


$20,128,861, with a net income of 
$1,389,253. For the fiscal year end- 
ing June 30, 1956, sales were $36,- 
409,198 and net income was $2,- 
032, 862. 


® The 1956 Clorox ad _ budget 
was about $4,600,000—about $3.- 
500,000 in commissionable ads— 


|plus roughly $1,000,000 in co-op 


and $100,000 in point of purchase 
material. The over-all ad budget 
was about $4,000,000 in 1955 and 


mad dash for the front displays, | 
and almost in seconds they were| 
a shambles—shampoo bottles 
smashed, soap boxes ripped open, | 
toothpaste tubes squashed. This 
was quickly followed by another 
dash—the participants’ pockets, 
arms and shopping bags (brought 
by veterans) already filled to over- 
flowing—for the gift boxes in the 
rear, 


NBC Subsidiary Names 
Perles to New Promotion Post | kins, 


Arthur Perles, formerly director | 


nia National Productions, New 


York, has been named to the new | 


of press and publicity for Califor- | 


about $3,800,000 in 1954. 

Until last year the Clorox media 
pattern was roughly 80% in news- 
papers, 15% in magazines and 
5% in farm publications. In July, 
1956, however, Clorox went into 
tv for the first time and spent 
about $670,000 in that medium 
during the last half of the year. 

Other recent acquisitions by 
Procter & Gamble were Charmin 
Paper Mills Inc., Green Bay, Wis., 
maker of facial and bathroom tis- 
sues and paper towels and nap- 
early this year; Duncan 
Hines baking mix division of Ne- 
braska Consolidated Mills Co. in 
August, 1956, and W. T. Young 
Foods Inc., Lexington, Ky., maker 


hold products division (AA, April| post of director of promotion for|of peanut butter and salted nuts, 


15). Reporting to Mr. Miller, Mr. 
Carroll is responsible for adver- 


the NBC subsic-ry. This gives 
Mr. Perles supervision over the 


in August, 1955. e 


tising, sales promotion, packaging, | company’s advertising and public- ‘Newsweek’ Boosts King 


media and all other marketing | 
facets, with the exception of sales. 
To a stockholder who suggested 


| 


. : . i 
,chairman and president is 


ity. 

Reporting to him will be Norman 
Ginsburg, manager of promotion 
and advertising; Jack Orr, man- 


David King, formerly promotion 
department copy chief of News- 
| week, has been named promotion 
|manager. Prior to joining News- 


too|ager of press and publicity, and | week in 1943 as merchandising 


much for any one man, the chair-| Warren Steibel, manager of ex-| manager, Mr. King was with Rick- 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING |man responded by asking Messrs.| ploitation. 


jard & Co., New York. 
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New Furniture Show Is Step to Align 
Makers’ Sales wiih Retail Marketing 


ufacturers, are pushing for changes 
recommended by the National 
Furniture Design Show Committee. 

The basis of the committee’s 
recommendations for the new sys- 
tem are the results of a survey 
taken by McCann-Erickson last 
fall which showed Chicago was 


Revamped Timing Aims to 
Restore Chicago Marts 

as Top National Events 
Cuicaco, April 24—In an attempt 


to change the traditional furniture 
marketing emphasis from winter- 


executive 
French & Dorrance, Detroit, for| the featured speakers will be Rich- who will discuss the marketing 
the past eight years, most recently | ard D. Crisp, president of Richard concepts of distribution costs. 

on the Youngstown Kitchens ac- 
count. 


Sales Research Seminar Set | Tr) 


145 


with Brooke, Smith,| versity campus, Oxford, O. Among|D. Crisp & Associates, Chicago, 


And one can’t UNSAY it! 

Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 


WRITE FOR DETAILS 
AND RATES 


EMPLOYERS 


The fifth annual seminar in 
terial, 


sales research, sponsored by the 
department of marketing, Miami 
University, the Cincinnati chapter, 
American Marketing Assn., and the 
Miami U. Marketing Club, will be 
held April 29 on the Miami Uni- 


Invasion of Privacy, Copyright 
Vielation. Accusing Agency, Client, 
Performer—anyhow, a claim is made 
THEN you should hove our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR 
ANCE is Gmazingly inexpensive. Get 
data and rates NOW, before any 
claim is lodged. 


REINSURANCE 


CORPORATION 
Insurance Exchange 
Kansas City, Mo 


and-summer buying to spring-and-|Cited as the most desirable site 


for home furnishings markets and | 
the April and October marketing 
pattern was preferred by the ma- 
jority of high volume retailers 
(AA, Jan. 14). . 


Furniture Group 
Promotes New Slogan 
with 5,000,000 Stamps 


24—The Home| 


fall, more than 400 furniture man- 
ufacturers opened their showrooms 
here Monday for the first national 
Furniture Design Show. 

Most northern manufacturers 
are ardently supporting this show, 
intended as the first of semi-annual 
markets to introduce new furniture 
designs at times better suited to 
today’s distribution and promotions 
than the old pattern. 

The majority of southern manu- 
facturers, however, are quietly but 
firmly keeping closed their show- 
rooms in the Merchandise Mart and 
the American Furniture Mart. 

The few southern manufacturers 
who are greeting buyers are not in- 


Cuicaco, April 
Furnishings Industry Committee 
has launched an _ industry-wide 
| campaign around the slogan, “First | 
|Furnish Your Home,” in an effort 
to win a bigger share of the con- 
sumer dollar for home furnishings. 
troducing their new lines, but are The slogan was adopted by the 
waiting until next week, when a|committee in January as a per- 
southern market in High Point, manent year ’round slogan to be 
N. C., opens. used for several years. 

First step in the program is 
® Sponsored by a committee of|a drive to distribute 5,000,000 
manufacturers formed late last|stamps carrying the phrase. The 
year, the Chicago design show is|stamps are to be used on corres- 
the first step in a move to shift | pondence, invoices and other mail- 
emphasis away from the Interna-| ings to consumers. Stamps are be- | 
tional Home Furnishings Market,! ing distributed through the HFIC 
held here in January and June, to| office in the American Furniture | 
similar major markets in Aprii and Mart here in lots of 1,300 for $2. | 
October. Ultimate goal is toward a| The committee is the public re- 
“consolidated, efficient marketing! lations arm of five major industry 
program with only two markets a| associations; The National Retail 
year—to eliminate duplication,” | Furniture Assn., the National Assn. 
said Delmar Kroehler, president of |of Furniture Manufacturers, the 
Kroehler Mfg. Co. and chairman of | Southern Furniture Manufacturers 
the National Furniture Design| Assn., Carpet Institute and the Na- 
Show committee. tional Wholesale Furniture Assn. 

N. A. Eddy, president of Habi- These groups, assisted by re- 
tant Shops and president of the| gional organizations, will mail or- 
National Assn. of Furniture Man-|der blanks to their membership 
ufacturers, predicted the new event) lists which total about 50,000. Mer- 
would turn out to be the most suc-| chandise and promotion managers 
cessful mid-season market held| of department store home furnish- 
here to date. However, most man- ings division are being solicited to 
ufacturers are estimating furniture | back the campaign. 
sales are lagging 5% to 7% behind While no advertising has been 
last year. Many retailers, with in-| scheduled, trade advertising is be- 
ventories higher than a year ago,|ing considered as an added push 
are admiring the new designs but 


, later. ° 
buying little. 


Metro Names Stephen Bowen, 
Carl Schmidt Ad Chiefs 
Stephen G. Bowen has been 
named advertising director of the 
Sunday magazine network, and 
Carl F. Schmidt has been named 


® The industry, despite record 
sales enjoyed the past few years, | 
is beset by weighty marketing 
problems. The bulkiness of the 
furniture product, the increasing 
importance of styling and the fact} 
that retailers must actually see 
the products of more than 3,000 
U. S. companies that make furn- 
iture have been factors which in- 
fluenced the evolution of the 
present multiple market system of 
marketing. 

The big Chicago markets settled 
in the January and June time 
slots originally because these pe-| 
riods were quiet periods for re- 
tailers, and the small store opera- 
tors could get away conveniently | advertising director of the Sunday 
to do their buying. 'comics network by Metropolitan 
Sunday Newspapers Inc., New 
s But as W. O. Ollman, Merchan-| York. Both are new posts. 
dise Mart general manager, put Mr. Bowen previously was di- 
it, the home furnishings industry| rector of sales development. Mr. 
is becoming “much more promotion | Schmidt formerly was sales man- 
minded than it has been in the| ager in Metro’s Chicago office. 
past, and therefore February and 
August have developed into big|May Joins Foremost Stores 
promotion months for big retail-| W. Marshall May has been ap- | 
ers and chains. pointed executive head of Foremost 

“They can’t buy in January and | stores, New York, new advertising 
June and obtain merchandise in| cooperative furniture store group, 


Stephen Bowen Carl F. Schmidt 


ONE_OF A SERIES OF RECURRENT NIGHTMARES 


At QuitD., Bascom, AND BONFI6L) - ADVERTISING 
SAN FRANCISCO - LOS ANGELEG— NEW YORK 


PASTA FAZOOL 


— 


You THEENK 
GUILD, BASCOM y *° BONF/6LI 
CAN EENTRODUCE MY 
FINE PRODUCT EEN 
YOUR FINE COUNTRY? 


WE'D BE DELIGHTED TO 
HANDLE YOUR ADVERTISING... 


BUT UNDERSTAND.. JUST 
ME THEENG- 
6000.) 1 DON?T WANT $0 EMPLE -- 


ZEE WILD 
CLAIMS... 


POINT-WITH- PRIDE 
DEPT. 
G B.anoB. NAMED AD AGENCY 
FOR NUCOA MARGARINE 
STARTING APRIL !7Z# / 


(THUS JOINING SUCH TA 
GROCERY PRODUCTS AS: SKI 
PEANUT BUTTER, RALSTON 


STY 
2 pp 


time for these events,” he said. 
As a result, big northern buyers 
have journeyed south to purchase 


|effective May 8. He formerly was 
with Smart Living Stores Inc.,' 
| Chicago, national advertising syn-| 
independent furniture | 


much of their merchandise before| dicate of 
the major Chicago markets. | stages. The Foremost syndicate of | 

To woo back this growing loss|20 stores soon will begin a daily | 
of business, northern furniture| advertising program in major met-| 
manufacturers, supported by the|ropolitan New York newspapers, 


National Assn. of Furniture Man-'supported by local radio and tv. 


WHEAT CHEX AND RICE 


CHEX> 


RY- KRISP, HARRY AND DAVIDS 
FRUIT: OF-THE-MONTH » MOTHERS 


COOKIES , FARMER JOHN 


HAM 


AND BACON, INSTANT RALSTON, 
AND REGAL PALE BEER...) 
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April Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Pages cr Lines 
March March Jan.-March Jan. -March March March dan.-March Jan. -March 
1957 1956 1957 1956 1957 1956 1957 1956 
Weeklies, Bi-Weeklies, Semi-Monthlies (March) 
DE evebatiesunaeee Wane ces 74.3 74.3 191.7 201.9 31,888 31,879 82,230 86,626 
Sonepat iets 335 29.4 - 887 97.9 33,553 29,359 88,800 97,869 
Sa .Sidavecevesns 376.7 401.0 924.5 975.5 256,178 272,680 628,642 663,330 
BR cesceeesseos 138.7 121.4 312.4 315.8 94,282 82,559 212,405 214,724 
ee WO co ccscccccccecse 454.2 475.6 1,005.3 1,058.4 194,882 204,024 431,281 454,060 
DOE voc sccsccccevecse 278.2 274.5 739.2 719.0 121,044 115,315 310,464 301,988 
Presbyterian Life .. ..... 11.7 18.5 32.5 45.5 4,914 7,754 13,642 19,100 
The Reporter ...........005- 15.0 22.6 46.6 61.5 6,315 9,485 22,739 25,835 
Saturday Evening Post ........ 336.6 387.4 752.3 827.3 228,872 263,429 511,592 562,530 
Saturday Review ...........- 95.1 81.7 238.4 233.2 39,942 34,314 100,128 97,944 
Sporting News .........-+++- 26.0 23.0 69.7 60.4 28,259 24,955 75,578 65,537 
Sports Illustrated .......... 125.0 93.2 291.6 221.8 53,667 39,921 125,024 95,014 
WD. cccedecsarssvesces 288.3 309.0 763.0 811.7 121,067 129,819 320,417 341,006 
a errererrrr rire 59.9 38.3 134.0 83.6 10,892 6,965 24,384 15,209 
U.S. News & World Report ... 315.3 310.0 768.9 782.3 132,426 130,191 322,962 328,557 
TOE BONED. cic ccc cccnes 2601.0 2,630.5 6.2761 6,397.9 1,330,639 1,326,290 3,187,499 3,271,550 
t Five issues in March 1957; four issues in March 1956. 
Pages r Lines 
April April Jan.-April Jan. “April April April dan.-April Jan.-April 
1957 1956 1957 1 1957 1956 1957 1956 
Women’s 
§Bride’s Magazine .........- 156.5 145.0 349.6 312.2 98,885 91,653 220,928 197,329 
Everywoman’s Magazine ...... 28.9 39.9 90.9 135.6 12,402 17,125 39,013 58,170 
Family Circle ........-..+-- 514 59.3 177.4 «225.8 = 22,051 25,440 76,104 96,868 
Good Housekeeping .......... 162.2 165.6 465.6 476.5 69,579 71,058 199,740 204,421 
Ladies’ Home Journal ........ 134.2 124.0 427.0 399.7 91,227 84,317 290,360 271,775 
EN SE hGawaes casoccenns 116.9 107.0 353.7 309.7 79,495 72,797 240,533 210,570 
+Parents’ Magazine .......... 81.9 65.7 240.9 219.8 35,253 28,292 103,698 94,548 
Seventeen ......-.-55- 130.5 151.7 419.3 436.6 88,717 103,170 285,127 296,883 
Western Family: 
Southwest Edition 24.8 26.5 81.1 97.5 10,635 11,374 34,786 41,809 
Mountain Edition ....... 22.4 23.1 75.3 87.7 9,600 9,930 32,255 37,632 
ZtNo. Caiif. Edition 23.8 24.3 78.7 92.3 10,221 10,419 33,778 39,605 
ttNorthwest Edition 23.5 25.9 80.6 96.8 10,100 11,102 34,602 41,518 
Woman's Day ...........+.- 42.9 57.3 153.6 193.5 18,392 24,592 65,910 83,011 
The Workbasket ...... 33.0 24.1 176.2 155.3 6,479 4,735 34,554 30,450 
. Co rere 963.2 866.1 2,935.3 2,962.2 533,115 534,553 1,590,753 1,585,834 
§ Published quarterly on Jan. 15, April 15, July 15 and Oct. 15. ¢ Includes Shopping Scout Section linage. 4 Not 
included in totals. 
General 
American Artist ...... 26.1 33.2 105.1 120.4 11,786 13,937 44,118 50,582 
American Forests 19.3 19.7 69.1 71.0 8,106 8,274 29,022 29,820 
American Legion ..........-. 19.4 23.9 64.6 75.2 8.144 10,035 27,138 31,602 
BEE ig esicenedene 65.9 623 243.7 237.7 19,367 18,301 71,626 69,862 
Eo paaiaiiornnan 23.0 26.1 82.9 80.2 9.876 11,230 35,592 34,406 
GPPrrrrrr Terr: or 32.8 35.6 136.2 138.7 13,769 14,971 57,224 58,272 
Christian Herald .........++ 30.6 50.2 163.4 174.6 13,121 21,516 70,044 74,855 
GR cnc cccccce 8.1 7.3 29.0 27.4 3,405 3,107 12,196 11,548 
csc ccnbdicedevesese 45 31.5 174.4 114.5 8,100 5,670 31,392 20,610 
Cosmopolitan ...........+. 37.2 20.8 104.9 84.2 15,966 8,934 45,023 36,138 
Eagle Magazine .... 9.6 8.1 35.7 35.5 4,029 3,415 14,990 14,921 
NE pnncceseciree 81.6 71.7 131.8 123.2 55,555 48,774 89,637 83,785 
Elks Magazine ...... 148 12.7 54.5 56.5 6,337 5,454 23,379 24,245 
BED. Ssgdenssccscceeces 711 82.0 228.5 257.3 48,339 55,742 155,214 174,629 
DEY 6 kecccseseees 19.4 17.9 70.7 73.9 13,414 12,373 48,650 50,855 
PGMS. ccc ccccccccces 18.3 27.8 87.9 106.9 7,700 11,711 36,918 44,940 
ER uve ne ceedeenese 34.7 35.7 108.7 109.3 14,580 15,021 45,572 46,238 
Grade Teacher ........ 59.2 58.8 155.4 149.3 26,094 25,920 68,514 65,825 
Harper's Magazine . 34.1 35.9 M414 148.1 14,347 15,097 59,405 62,229 
ae Fe 121.1 92.4 366.9 315.1 82,361 62,847 249,458 214,257 
Hot Rod ...... jhe 19.6 21.3 73.0 79.9 8,232 8,946 30,660 33,558 
Improvement Era ..... 28.6 30.9 95.9 97.4 12,019 12,996 40,292 40,911 
SEE cecdsccscecesece 28.9 38.7 1310 123.2 19,753 26,483 89,647 84,300 
Motor Boating .......... 148.6 139.2 662.4 631.2 87,416 81,830 389,502 372,340 
Motor Life 13.3 21.3 44.1 68.3 5,586 8,946 18,522 28,686 
Motor Trend vokava’s 19.3 26.3 67.7 90.0 8,106 11,046 28,434 39,178 
National Geographic ........ 69.1 63.4 200.5 185.6 16,835 15,018 48,000 44,035 
Playboy .......... 13.6 19 45.5 6.0 5,712 805 19,138 2,541 
Promenade ..... 25.8 23.0 84.5 95.2 11,068 9,867 36,246 40,828 
gg I eee 47.0 41.0 160.0 127.0 8,554 7,462 29,120 23,114 
MD wasvceoceces 12.1 8.6 49.8 36.2 5,206 3,694 21,358 15,517 
Redbook ......... 34.6 31.8 120.8 110.0 14,824 13,626 51,835 47,181 
GORGES cccccceses 10.3 8.4 52.2 29.2 4,321 3,511 21,937 12,221 
tTogether ........ ‘ 8.3 — 43.0 — 3,442 17,814 
Town & Country .... 67.9 67.1 248.3 255.4 42,924 42,437 156,913 161,465 
Serer tee 39.6 35.4 106.1 94.2 16,990 15,203 45,502 40,432 
WEED Secicceces 125.0 110.4 518.7 535.7 73,500 64,915 322,988 314,992 
Total Group ...... 1,442.4 1,422.3 5,173.8 5,064.4 728,884 699,114 2,579,020 2,504,948 
+ Formerly Christian Advocate (weekly); changed to Together (monthly) in October 1956. 
Home 
American Home ...... 92.8 107.7 2714 305.8 58,630 68,093 171,294 193,293 
Better Homes & Gardens . 229.1 219.2 536.0 566.3 144,791 138,510 338,756 357,827 
Flower Grower ...... ; 71.5 76.5 236.5 261.5 30,038 32,136 99,450 110,130 
House Beautiful 157.8 156.5 386.7 406.6 99,698 98,928 244,421 256,961 
House & Garden .... 118.6 112.8 280.4 279.3 74,943 71,305 177,185 176,493 
EEE ddd vonescces 51.2 53.7 150.0 175.9 23,754 23,033 68,107 75,438 
Living for Young Homemakers , 95.5 11L8 250.6 286.3 60,326 70,714 158,379 180,942 
Popular Gardening as 61.0 62.9 219.6 215.1 25,618 26,427 92,211 90,324 
Sunset Magazine . 159.1 202.2 480.3 543.2 66,805 84,943 201,727 228,826 
Total Group 1,036.6 1,103.3 28115 3,040.0 584,603 614,089 1,551,530 ‘1,670,234 
Fashion 
SD skeen 112.5 121.6 367.6 405.7 48,262 52,150 157,700 174,045 
Glamour ......... 111.2 120.2 377.1 386.5 47,678 51,567 161,779 165,811 
Harper's Bazaar .. 102.7 97.4 396.3 427.3 64,929 61,564 250,467 270,090 
Mademoiselle ..... 112.4 112.6 343.8 402.0 48,151 48,292 147,490 172,458 
WD cccdccsecs 186.0 139.7 669.6 600.9 117,552 88,279 423,161 379,783 
Total Group 624.8 5915 2.1544 2,222.4 326,572 301,852 1,140,597 1,162,187 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances 37.3 31.9 116.9 109.9 16,018 13,706 50,161 47,181 
Modern Screen ......+-- 25.2 33.4 94.5 104.3 -10,824 14,349 40,556 44,762 
Screen Stories .........- 19.6 25.1 75.5 86.2 8,421 10,750 32,400 36,983 
Fawcett Women's Group: 
Motion Picture ......... 17.4 14.7 66.9 60.5 7,454 6,309 28,716 25.976 
True Confessions .......... 26.3 19.5 95.0 74.7 11,283 8,366 40,752 32,026 
Hillman Romance Group .. 4.4 14 9.7 9.1 1,491 618 4,218 3,946 
Hillman Women's Group 20.6 16.4 78.7 68.4 8,852 7,026 33,832 29,406 
Ideal Women’s Group: 
Movie Life 18.8 22.3 88.1 81.8 8,061 9,574 37,791 35,088 
Intimate Story .........+- 16.5 20.1 75.9 78.6 7,070 8,609 32,557 33,707 
Movie Star Parade .... 18.8 22.3 86.0 81.9 8.054 9,574 36,886 35,176 
Personal Romances ..... 16.4 18.9 75.5 77.8 7,036 8,145 32,415 33,381 
ek 2. erry 16.0 16.8 72.3 64.5 6.867 7,201 31,019 27.657 
+Silver Screen .......6. 60005 15.3 13.2 29.3 23.7 6,552 5,684 12,570 10,184 
True Story Women's Group: 
Photoplay .....ecceecccnee 419 43.0 137.3 142.9 17,994 18,451 58,919 61,292 
TV-Radio Mirror .......++. 13.9 19.8 59.8 83.9 5,967 8,498 25,644 35,995 


— Pages - Lines 
April April Jan.-Aprit Jan.-April April April Jan.-April Jan.-April 
1957 1956 1957 1956 1957 1956 1957 1956 
True Expertence .......... 18.2 21.9 67.7 90.7 7,790 9,403 29,022 38,896 
True Love Stories ......... 17.3 21.8 67.7 90.5 7,427 9,353 29,035 38,813 
oe 18.2 22.5 66.8 90.4 7,788 9,647 28,654 38,762 
We db nSeeckcsanes 77.4 70.2 239.2 224.4 33,198 30,126 102,634 96,272 
. Ff eres 438.5 455.2 1,602.8 1,644.2 188.147 195,389 687,781 705,503 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 


the group as a whole PLUS additional advertising carried by each individual publication. + Published bi-monthly (alternates 


with Sereenland) ; 


figures are for April issue. 


Business 
NN nda de tivesdaves 112.4 103.5 341.3 359.5 73,783 67,993 223,895 235,857 
Business Week ............. 539.9 487.7 2,039.8 1,873.8 226,758 204,821 856,716 787,009 
+Dun’s Review & Modern Industry 92.6 103.6 315.8 297.7 39,036 63,842 132,784 183,399 
Financial World ............ 66.5 62.4 248.9 235.6 27,927 26,199 104,512 99,010 
ean a ceedtaewinbees 83.5 74.7 300.0 275.1 35,057 31,357 125,967 115,530 
ons ceeen cakei< 213.0 1908 70.8 65.7 134,616 120,554 447,456 415,224 
Nation’s Business ........ 56.3 46.3 215.1 179.9 24,290 19,948 92,448 77,358 
rrr 1,164.2 1,069.0 3,365.7 3453.3 561,467 534,714 1,914,071 1,983,094 
+ Changed from 616-line page to 420-line page in Nov. 1956. 
= * Py . 
Magazine Linage Trend __ ‘ine in thousands 
WEEKLIES GENERAL 
1957 1957 
APR.| 1,331 | APR.|729 | 
mar.| 1.325 | 
1956 


APR. 


WOMEN'S 
1957 


APR. 
mAR{409__| 


1956 

APR. LEB) 
Youth 
BD GH ccccccsssccese 24.1 
a Sl Kéoney sub eeeds oc 32.9 
fe 18 
Scholastic Magazines ........ 39.2 
Scholastic Rete .......cc00s 6.9 

We EY Sdesincencast Tors 
Outdoor & Sport 
American Rifleman .......... 49.0 
i) Free 93.8 
POPE = ccnesesesens 19.3 
TD edapescscoonscvcesesee 24.4 
Re MP oicwcdedese 98.0 
ee GED cecdubsteesanes 91.0 

of rer rrrrrr rT 375.5 
Mechanics & Science 
Mechanix Illustrated ........ 75.1 
Popular Mechanics .......... 140.2 
Popular Science .........4.. 119.2 
Science & Mechanics ...... 97.1 

— ae 334.5 


# Published bi-monthly; figures shown are 


Detective & Fiction 


BUSINESS 


1957 


Boer 
SNPvrPn 
NNONS 


~ 
o 
- 
o 


352.7 


ame. [561 _] 


205.5 


1,325.1 


for March-April 


issue and are 


FASHION 
1957 


APR. 
MAR. 


1956 


104.6 10,352 11,753 
109.2 22,403 21,537 
8.6 768 843 
159.2 16,471 13,544 
27.1 6,069 6,772 
408.7 56.063 54,449 
218.8 20,969 24,931 
298.9 40,255 42,565 
78.9 8,235 9,049 
94.2 10,468 10,210 
305.1 42,035 42,949 
258.1 39,063 33,496 
1,254.0 161,025 163,200 
296.5 16,831 14,873 
610.0 31,402 2,984 
565.3 26,698 31,164 
216.4 21,740 22,221 
1,471L5 74,931 79,021 


Prey err rer 15.1 15.0 61.4 57.2 6,506 6,452 

Dell Men's Group ........... 10.1 13.1 44.7 52.3 4,337 5,626 

Thrilling Fiction Group ...... 10.1 6.4 31.3 30.5 2,265 1,448 
Wee BD cas scearesess 35.3 34.5 137.4 140.0 13,108 13,526 

Newspaper Sections (I) 

(Nationally distributed with Sunday newspapers.) 

§The American Weekly ....... 54.1 67.1 235.2 236.6 46,003 57,052 

§Family Weekly ...........- 43.1 34.2 172.6 117.5 36,532 29,108 

GPOEED ccc cccccvccvccecces 741 77.0 268.6 281.6 62,968 65,468 

§This Week Magazine ........ 92.1 87.6 344.0 329.2 78,255 74,430 
We GO .vccccvccesss 263.4 265.9 1,020.4 9649 223,758 226,058 

§ Four issues in April 1957; five issues in April 1956. 

Newspaper Sections (II) 

(All other newspaper sections) 

§2Chicago Tribune Magazine .. 134.8 194.3 480.8 554.2 114,598 165,155 

§First Three Markets Group .. 45.0 58.0 197.5 206.5 38,250 49,258 

§New York Times Magazine .. 2449 331.5 1,0024 1,071.3 208,195 281,735 
: f. weer e 424.7 5838 16807 18320 361,043 46148 

§ Four issues in April 1957; ‘five issues in April 1956. 3 Not included in totals as it also 


Markets Group. 


Comics Magazines 


American Comics Group 
tArchie Comic Group .. 
tHarvey Comics Group 
National Comics Group: 
Red Unit 
Blue Unit 
Total Group 
# Not included in totals. 


Mu ox 


F ws 
a . 
r—) 


oo ooo 


6.3 
314 


28.0 
13.5 
18.3 


30.0 
28.5 
iis3 


28.0 2,646 2,646 

9.0 2,646 1,607 
19.0 3,402 3,591 
21.4 2,646 1,607 
22.4 2,646 2,362 
99.8 13,986 ilsis 


t Published bi-monthly; figures shown are for March-April issue. 


not included in tot 


55,245 44,893 
75,374 74,229 

1,931 3,698 
71,716 67,168 
22,471 23,797 


80,949 93,853 
123,449 128,225 
33,454 33,858 
40,056 40,411 
131,362 130,887 
108,543 110,743 
517,813 537,977 
69,503 66,424 
117,066 136,640 
110,263 126,635 
46,025 48,484 


- 


26,350 24,538 
19,174 22,449 
7,005 6,827 


199,945 201,149 
146,632 99,932 
228,298 239,367 
292,424 279,794 
867,299 820,242 
408,688 465,617 
167,875 175,483 
852,052 910,612 
1,428,615 1,551,712 


is a member of First 3 


Canadian National Weekend Newspapers (Rotogravure Linage) 


GEG FURR: ccccccccssvcvens 69.2 
OS PUEDE cvecosccccescdeses 64.3 
eer 107.8 
Weekend Magazine .......... 123.6 


87.2 


234.4 


251.1 69,236 87,201 
227.4 64,298 70,252 
272.1 93,692 80,853 
356.4 120,589 113,898 


Total Group 


352,204 


10,584 10,584 
5,103 3,402 
6,930 7,182 

11,359 8,063 

10,827 8,440 

44,803 37,671 

234,362 251,064 
217,784 227,392 
279,548 258,481 
378,219 347,510 


1,109,913 1,084,447 


364. 
t Four issues in April 1957; five issues in April 1956. t Changed ‘trom 950- line page to 875-line page in November 1956. 


Canadian 

Canadian Home Journal ...... 37.9 
Canadian Homes & Gardens ... 58.4 
GRD cccccccccce sevcce 60.7 


135.3 
124.2 


158.1 


143.6 25,808 27,002 
151.3 39,680 38,287 
160.2 41,254 40,245 


92,013 97,629 
84,446 102,841 
107,532 108,929 


Ee ile I ia SP TS! MME ay aia A Tea Ml aloe Dale oA eae i ie Se gle Ue, Si Re ee ee a ee TE eS a nw rateneterestetncarcenetamseesneenl openness ip eeeeit ii -yallSa ft leg see telat ym remap rt ery igs 
ae Nels ie sail ae ys i aia e. ab i eo coe = Aen _—— ie soy Sa. Speake \ wagon aur a ee. Oe ee ea ee 
eo a ae ees os Se Pe = a ee MMR ee ™%’ tee CE lS ee ee ee ee ee, rier Ts 
Nandi Se EE a - Oe al ae 
caesar Oe ies ee a ie a NM Mal el oa dt Oo tea Ne cae od Phun: fi <2 ME Pag, ee ae ‘pee i E ) Sie Weeehener cr meg Pe reerey oe 
re ri ee ee Wat 5 Seman AMS hot <= Hei aor ee Pe eee F Vika ey er a a one 7 ee i : lasek Salle ie lala ™ ce ea 
oo eye tie 3 eS Ee a ; SR elegy or ARSE Me trae. een ea oak as ie aoe ; aS pa . sine ee 5 pei ao 
Dia \ Si : Paar ty ey z 2 ea var a SA igus . * ne a en Z ie” ee a vs 5 re > ae 
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147 
— Pages - Lines , Pages r Lines 
April April Jan.-April Jan.-April April April Jan.-April dan.-April April Aprit Jan.-April Jan.-April April April Jan.-April dan.-Apil 
1957 1956 1957 1956 1957 1957 1956 1957 1956 1957 1 1957 1956 1957 1956 
GD adtcode<stdsokens eve 32.5 36.0 115.3 111.0 13,943 15,444 50,923 46,804 SE asa wasndebaseawe 45.0 57.0 196.0 141.0 8,190 6,734 35,672 25,662 
0 Pert 114.0 129.2 326.7 349.8 77,542 87,881 222,156 237,860 Italian ... 105.0 84.0 290.5 270.0 18,060 14,448 49,966 44,720 
a Pree 45.9 49 139.3 153.4 31,262 30,554 94,740 104,300 Japanese 38.0 40.0 146.0 145.5 6,384 6,720 24,528 24,444 
Reader's Digest: Mexican a ikite coat 47.0 66.0 167.0 216.5 8,554 12,012 30,394 39,403 
English Edition ...... 11L5 102.3 293.5 304.0 18,428 18,570 51,551 55,288 | }.Military Overseas . 57.0 37.0 84.0 107.5 10,374 6,734 15,288 19,565 
French Edition ........... 101.3 110.0 284.5 321.3 20,293 20,020 53,544 467 New Zealand . 24.5 24.0 115.0 98.0 4,459 4,368 20,930 17,836 
| Sse 26.2 24.7 87.8 82.3 17,796 16,762 59,674 55,975 OPUNIIER 2. e ce cccccccvcce 41.5 49.0 118.5 1440 7,055 8,330 20,145 24,480 
i, eee 18.3 29.9 70.3 94.6 12,835 20,914 49,216 66,125 PEED occvecectsuesas 78.5 86.0 264.0 298.0 13,737 15,050 46,199 52,150 
SE dba deen ixccbernnecs's 31.2 51.8 99.4 137.4 21,832 36,204 69,715 96,188 South African ............ 76.0 97.0 322.0 322.0 13,604 17,363 po chase 
sx twtr Wacein WVnan ane Southern Hemisphere 28.5 43.5 117.0 14L.0 5,187 7,917 21,294 ’ 
fA eer rs 637.9 0 1,834.4 2,008.9 320,673 351,883 935,510 1,030,406 — ce 455 610 130.0 164.0 8 463 11 346 24.180 30.504 
Foreign’ Total Group 14451 15204 “48275 50265 261,315 274,508 875,065 899,849 
oy Ring ‘cn tan Ean inans tb tom “tated joe 
Mecanica Popular (Spanish) 36.3 364 181 1022 8,128 8,149 26,452 22,892 | arc arch Jan.-March Jan.-Mar ar are n.-Mar . 
Mecanique Populaire (French) 26.0 27.5 103.5 103.3 5,824 6,160 23,184 ~~ 1957-1956 1957 1 1957 1956 1957 1956 
#Populaer Meckanik (Danish 80 0 25.8 — 1,792 5,775 : ema 
Ss luvs lo. lhClU hlCUC CU copes | | ON OEM ........... 673 60.6 186.2 1714 45,560 40,800 126,650 116,620 
Reader’s Digest: Spanish Edition .......... 68.3 61.5 190.4 184.3 46,495 41,905 129,540 125,375 
Sree 40.0 46.0 132.0 213. 6,560 7,498 21,648 34,994 | Newsweek: 
I ates a 42.0 49.0 151.0 ae 7,644 8.918 27,482 27,118 European Edition ........ 70.4 53.8 166.8 141.3 29,575 22,610 70,070 59,225 
ED, dink Ae oe ek bone 56.0 52.0 207.0 195.0 10,192 9,464 38,214 35,490 Pacific Edition ........... 69.2 63.3 170.5 63.3 29,050 26,600 71,610 26,600 
ii RIS Para 478 69.0 190.5 234.5 8,691 12.558 34,572 42.679 Semana Se eeeeeeeesenceeees 35.3 55.2 118.5 152.7 14,840 23,170 49,770 64,120 
SE: éeenenes 37.0 44.5 121.5 133.5 6.475 7.788 21.263 23,383 MEE vosboecvcssces 116.6 919 289.2 239.9 48,930 38,535 121,765 100,695 
eee ine oe a eee 63.5 84.5 243.0 297.5 11.811 15.717 45,105 55,335 Time-Latin American ........ 107.3 92.9 277.9 246.5 45,045 38,640 116,655 103,495 
this 6 sins i ain wnat 66.0 87.0 233.5 265.0 12,012 15,834 42,497 48,230 | Time-Pacific ............... 88.2 82.8 232.4 229.8 37,030 34,720 97,580 96,460 
lS Shi soe d sé 63.0 45.5 166.8 136.0 10,710 7.735 28,347 23,169 | Visao (Portuguese) 120.5 103.8 270.3 224.2 50,610 43,610 113,540 94,150 
_ Fee 19.0 21.0 61.0 74.0 3,534 3,906 11,346 13,694 | Vision (Mexican) ........... 15.0 167 30.0 28.0 6,300 7,000 12,600 11,760 
Reeth cin ccaiacaed 114.0 106.0 3610 3490 19,950 18,551 63,175 61,075 | Vision (Spanish) ........... 693 (58.0 1595 152.7 29,120 _ 24,360 66,815 _ 55,720 
French (Swiss) 28.0 28.5 77.5 87.5 4,900 4.988 13,562 15,313 | . Br, 824.7 740.5 2,091.7 1,814.1 382,555 341,950 976,595 654,220 
Dt Aituc¢cdedenebkes ath 98.0 108.0 296.0 338.0 17,836 19,656 53,872 61,412 | § Because current month linage figures for several publications are not yet available this group is broken into an April sec- 
German (Swiss) .......... 31.0 31.0 90.0 99.5 5.642 5,642 6,380 18,109 | tion and a March section. 2 Not included in totals. ¢ Figures for 1956 are average of linage carried in French Paris 
De® cteehan eunaatedss 72.5 60.0 262.0 202.0 13,195 10,920 47,684 31,676 ' and French Provincial editions. { Formerly Japanese Troop edition. 
Plans for Kiddy |succeeds Charles W. Smith, sen-|half-page in Look this fall as part | BBDO Boosts Plunkett, Hale | Mel-O-Wax to Clements 
ior associate, McKinsey & Co.|of the Jewelry Industry Council’s 


Theaters in Stores 
Create Legal Tangle > 


and merchandising programs 


superior court here. 

Both enterprisers contemplate | 
utilizing miniature movie theaters | 
in supermarkets to occupy the)! 
minds of children while their 
mothers shop. 

Principals in the litigation are 
Melvin E. Levinson, Jerold Green- 
baum and Videocast Marketing 
Corp. versus John E. Bogan, Fran- 
cis Welsh, Adcast Network Inc. 
and Showtime International Inc. 
(predecessor to Adcast). 

The initial suit was filed on be- 
half of Videocast by Mr. Levinson, 
an attorney. It seeks (1) an in- 
junction to restrain Adcast and 
Messrs. Bogan and Welsh from in- 
terfering with its business; (2) a 
declaratory judgment on the rights 
of the respective companies to sell 
the merchandising and advertising 
services, and (3) damages of $100,- 
000. Mr. Bogan is identified as 
president and Mr. Welsh as an 
employe of Adcast and Showtime. 


s Mr. Bogan and Adcast filed an 
answer to this suit and also a 
countersuit against Videocast and 
Messrs. Levinson and Greenbaum, 
allegedly ex-employes of Adcast. 


Fox DeLuxe, Kingsford 
Chemical Plan Merger 
Directors of Fox DeLuxe Beer 


Sales, Chicago, have approved 
plans to merge with Kingsford 
Chemical Co., Iron Mountain, 


Mich., producer of charcoal bri- 
quets. Kingsford also sells hard- 
wood lumber, wood chemicals and 
juvenile furniture. The proposal 
will be submitted to Fox DeLuxe 
stockholders at a special meeting 
June 12. If the merger is approved, 
Fox DeLuxe will be operated as a 
division of Kingsford. Arthur J. 
Feicht, Fox chairman, will con- 
tinue to head the beer division and 
will probably also serve as a direc- 
tor of the combined companies. 

Under the merger plan, Kings- 
ford stock will be exchanged for 
Fox DeLuxe common on the basis 
of two Fox DeLuxe for one of 
Kingsford. The stockholders will 
also be asked to approve an in- 
crease in the company’s stock to 
4,000,000 shares to provide for the 
merger. 


Marketing Assn. Names 
D. Maynard Phelps President 


D. Maynard Phelps, professor of | 1957 format will be similar to last 
marketing, University of Michigan, | year’s, which showed famous peo- 
has been named president of the|ple selecting or receiving Gold 
and | Filled products. 
will assume the post on July 1. He | 


American Marketing Assn. 


| the 1958-59 fiscal year. Other offi- 

Cuicaco, April 23—Two Chicago cers elected are Frank W. Mans- 
companies that offer advertising | field, director of marketing re- 
to| search, Sylvania Electric Products, 
manufacturers of products sold in| Bay E. Estes, director, staff ad- 
food chains and supermarkets have | ministration, 
filed suits against each other in|and Hugh G. Wales, professor of 


| Le Roy F. Church, manager, mar-| 


Wendell R. Smith, partner, Alder- 
son & Sessions, is president-elect, 
to head the organization during 


. £ age Olive M. Plunkett, fashion copy| Mel-O-Wax Products Inc., Wyn- 
“Operation Cherub.” Sutherland- | supervisor, and Clarence E. Hale,| newood, Pa., maker of Mel-O-Wax 
Abbott, Boston, is the agency. account supervisor, have been) products for the care of leathers 
named vps of Batten, Barton, Dur-| and plastics, has appointed Cle- 
Gray & Kilgore Moves stine & Osborn. Miss Plunkett! ments Co., Philadelphia, to handle 

Gray & Kilgore of Canada,! works in the New York office; Mr. | its advertising. Herman W. Genth, 
Windsor, has moved to new quar-|Hale is in the San Francisco of- | Philadelphia, formerly handled the 
ters at 157 London St., W. | fice. | account. 


U. S. Steel Corp., 
marketing, University of Illinois, 
vps; Schuyler F. Otteson, profes- 
sor of marketing and director of 
the bureau of business research, 
Indiana University, secretary, and 


| 
ket research department, Emery 

Industries, treasurer. | 

| 

| 

i 


Avoset Sets Newspaper Drive 
in 32 Markets tor Qwip 

Avoset Co., San Francisco, mak- 
er of Qwip pressurized whipping 
cream, which recently moved to 
Honig-Cooper Co. from the 
Harrington-Richards division of 
Fletcher D. Richards Inc., is now 
scheduling its heaviest newspaper 
campaign to date for its spring 
promotion. The campaign, pre- 
pared by Harrington Richards, will 
run for the next six weeks with 
ads in 32 of the company’s 42 mar- 
keting areas. Aggregate linage for 
the campaign will total 100,000 
lines. 

In support of the newspaper 
campaign, Avoset will also use tv 
spots in 10 markets and an effort 
toward dealer cooperation on deal- |} 
er ads. 
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We'd like to 
Success Story. 


Our product and ; 
it 
- It would tell, step 


Philadelphia Adwomen 
Present Awards to Six 

Six awards of merit were pre- 
sented recently to winning exhibi- 
tors in the competition sponsored 
by the Philadelphia Club of Ad- 
vertising Women. Winners were 
Frances Gerety, N. W. Ayer & Son, 
for a De Beers diamonds magazine 
campaign; Margaret Mary Kear- 
ney, for a script for Radio Station 
WCAU’s career forum; Janice M. 
Clark, N. W. Ayer & Son, for art 
and layout on American Viscose; 
Sylvia James, United Community 
Fund, for a tv script for the 1957 
campaign; Maurine Murdoch, N. 
W. Ayer, for Silvercup bread, and 
Nancy Caless, TV Guide, for a di- 
rect mail campaign for TV Guide. 


Gold Filled Assn. Sets 
Increased Push in ‘Life’ 

The Gold Filled Manufacturers 
Assn., Attleboro, Mass., will launch 
an increased advertising program 
in Life with half pages during May 
and June aimed at Father’s and 
Mother’s Day gift buying. Subse- 
quent insertions will be timed with 
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this salesman- 
yours for | 


less than 


Crocker full color 
Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact of full color 

to your merchandising 

and direct mail campeigns. 


“AD” MEN—AD means Anti-Delinquency for the Chicago advertising 

profession which for 50 years has supported the Off-the-Street Club 

for boys. Here, displaying a blowup of a current mail appeal for 

funds, are P. J. Morrison (left), ad director of the Chicago American 

and campaign chairman, and John V. Sandberg, vp of J. Walter 
Thompson Co. and club president. 


Be sure and | 
send for our new 
reduced price list. Dept. AA-4 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E. 7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


Cabot Names Montgomery A.M.| F] mer Bullis, 85, 

| Samuel Cabot Inc., Boston paint | e 4 

and stain manufacturer, has pro- Media Pioneer at 
moted William A. Montgomery Jr. | 


from the company’s advertising Lord & Thomas, Dies 


| staff to advertising manager. 


Cuicaco, April 23—Elmer E. Bul- 


for 3,216,642 lines in 


tain News. 
(Media Records) 


A SCRIPPS-HOWARD NEWSPAPER ® DENVER 


85th of a series 


The NEWS of the ROCKIES 


In Denver, a 2-newspaper city, the Total 
Clothing Stores classification accounted 
1956. These 
stores placed 53.0% of their linage in 
the Morning and Sunday Rocky Moun- 


lis, 85, pioneer agency space buyer 
and the first boss of Albert D. 
Lasker at the old Lord & Thomas 
agency, which Mr. Lasker later 
headed, died April 21 in Evanston 
Nursing Home. 

Born in Rochelle, Ill., Mr. Bullis 
joined Lord & Thomas as a young 
man in about 1890. He headed the 
media order department and later 
| worked as an account executive be- 
fore becoming one of the agency’s 
top space buyers. 

Mr. Bullis also was in charge of 
publishing and selling advertising 
for the Pocket Directory of the 
American Press, an annual pub- 
lished by Lord & Thomas. He 
worked closely with the late Paul 
V. Troup, also a pioneer space 
buyer. 

In his personal reminiscences 
(which appeared serially in ADvER- 
TISING AGE in 1952-53), Mr. Lasker 
mentions that when he joined L&T 
in 1898 his “first boss was Elmer 
Bullis. I was under his tutelage, 
and Mr. Bullis gave me a great 


THE INQUIRING ADVERTISER: 


“What! I'm Missing 
40% of the Market 7” 


Answered by John Pepper 
and Bert Ferguson, owners of 


Radio Station WDIA, Memphis 


QUESTION: Why am I missing over 40% of the 
Memphis market, and how can I best advertise to 
reach—and sell—this market? 


Mr. Pepper: You may well have been missing over 40% 
of the Memphis market—the Negroes in the Memphis 
trading area—if you haven't realized that this market 
can be sold effectively, as a unit, through one medium 
and one medium alone. WDIA 


Mr. Ferguson: Low Negro newspaper 
and magazine readership and the low 
percentage of television ownership 
among Negroes mean that the Negro 
cannot be reached effectively with 
these media. WDIA, the first radio sta- 
tion in this area to broadcast for Ne- 
groes ol! programs exclusively to 
the Negro. And in its coverage, WDIA 
reaches 1,237,686 Negroes—over one- 
tenth of the Negro population of the 
United Stutes! 


Mr. Pepper: WDIA has the Memphis Negroes’ loyalty, 


and it has their listenership! Within one year after its 
change to exclusive Negro programming 

WDIA jumped to first position in overal! 

audience in every rated time period. It 

has maintained top bracket ranking in be 
Mr. Ferguson: Memphis wagvess consider D 

WDIA their station. Its all-Negro staff 

entertains for the Negro alone, and exerts an unmatched 
personal appeal to command his unswerving loyalty! 


Memphis year after year ever since. 


He buys the products advertised on his station. 


Mr. Pepper: The Negro has become a vital factor in the 
Memphis area’s booming economy. He is buying more 
consumer goods. 


Mr. Ferguson: He is buying more ee because he has 
a higher comparable income than Negroes in any other 
area in the whole country! According to 

a 129-city survey by one of the country’s 

largest corporations, Memphis ranks first 

in ratio of total Negro to total white in- 

come. In Memphis, there is $28.79 of Negro 

income for every $100 of white income. 

Compare this with $6.59 for every $100 in 

New York . . . $8.72 for every $100 in 

Philadelphia! 


Mr. Pepper: And last year, with total earnings of $616,- 
294,100, Negroes in the Memphis market spent, on the 
average, 80% of this income on consumer goods. Negroes 
buy 63.8% of all the flour sold in Memphis. . . 52.5% of 
the shortening . . . 45.6% of the women’s shoes! 


Mr. Ferguson: WDIA delivers this portion of the Mem- 
phis trading area to you as a unit! It’s a ready-made 
audience, and a ready-made market. 


Mr. Pepper: With the only 50,000 watt transmitter in the 
area, WDIA couples power and coverage to deliver 
hard-hitting sales penetration to this mass market. 


Mr. Ferguson: WDIA consistently carries a larger num- 
ber of national advertisers than any 
other radio station in Memphis. 
Its high-powered salesmanship has 
rolled up high volume sales and prof- 
its for scores of such national ad- 
vertisers as Procter and Gamble, 
Nabisco, General Foods and Ford! 


Ww 


Mr. Pepper: Write us today and tell 

us about the product you want to 

sell. WDIA’s unmatched combination 

of personal appeal and hard-hitting salesmanship can 
mean increased sales for you! 


Mr. Ferguson: Let us show you how WDIA can deliver 
as a unit—the Memphis market you've been missing! 
WDIA is represented nationally by John E. Pearson 


Co ny. 
™Panv: Commercial Manager, Harold F. Walker 


Advertising Age, April 29, 1957 


Earnings of Advertisers 
1956 Fiscal Year 


Sales 
1956 1955 
53,645,041 $ 50,172,202 $ 
134,586,545* 110,133,016 


Company Earnings Earnings a share 
1956 1955 1956 1955 
1,632,172 $ 1,564,038 $1.62 $1.54 


7,011,976* 6,172,119 3.34* 3.11 


ABC Vending Corp. § 
Acme Steel Co. 
Aluminum Goods 

Mfg. Co. 
American Home Products 

Corp. 
American Safety Razor 

7 
Carolina Power & Light 

Co. 031, 58,492,952 
Coleman Co. 445, 42,014,966 
Eastman Kodak Co. 761,689,559 714,443,836 
General Motors Corp. 10,796,442,575 12,443,277,420 
Goldblatt Bros. 110,451,667 106,640,207 
W. R. Grace & Co. .. 438,136,637 427,066,329 
Hertz Corp. 58,789,183 41,279,907 
Kaiser Aluminum & 

Chemical Corp.° 
Kawneer Co. 
Lucky Stores Inc. 
Niesner Bros. 
Reynolds Metals Co. . 
Richfield Oil Corp. .. 
Sinclair Oil Corp. . 
Standard Brands .... 
Standard Oil 

Co. (Cal.) 
Standard Oil 

Co. (Ind.) 
Standard Oil 


37,023,473 36,880,176 2,062,347 2,738,368 2.00 2.75 


295,483,233 234,545,648 31,250,355 20,536,619 8.14 


21,769,429 19,611,662 938,550 551,545 
10,338,746 
28,720 
94,162,004 
847,396,102 
904,670 
19,785,020 
4,759,418 


9,368,984 
1,277,850 
85,600,330 
1,189,477,082 
1,006,601 
18,780,394 
2,901,552 


343,626,585 
32,897,463 
118,598, 885¢ 
69,174,886 
405,206,005 
254,043,152 
1,180,101,830 
473,206,728 


301,031,135 
30,644,287 
44,841,656 
68,829,198 

384,887,793 

245,295,088 

1,110,066,902 

400,665,928 


42,349,131 
1,215,722 
2,170,100¢ 

927,526 

41,239,902 

26,573,621 

91,070,812 

12,094,829 


36,021,114 
2,083,057 
779,512 
1,300,973 
34,306,521 
29,609,448 
80,709,954 
10,563,450 
1,452,520,631 1,277,840,419 


267,890,801 231,138,655 


1,890,227,573 1,781,317,827 149,431,710 157,117,828 
7,281,883,006 
4,783,865 


177,731,471 


808,534,919 
821,010 
16,918,594 


709, 309,992 
744,327 
15,683,631 


6,414,885,017 
Sterling Drug Inc. .. 166,930,519 
TelePrompTer Corp. 1,784,607 1,215,559 206,841 96,743 

Time Inc. 229,373,627 200,181,865 18,850,137" 9,195,588 

*Includes sales of Acme-Newport Steel Co. of $19,011,768 and earnings of $955,524 for the period Sept. 
14 to Dec. 31. “Based on 5,330,000 shares in 1956, 4,600,000 in 1955. °Loss. ©Because of a recent 
change to a calendar fiscal year basis, 1956 and 1955 figures are unaudited. “Included sales of 48 
stores acquired at the time of the merger with Dolly Madison International Foods. On a pro-forma 
basis, 1955 sales would have been about $99,000,000. Earnings for 1956 include a non-recurring profit 
of $452,920. “Not given. ‘Based on 142,652 shares in 1956, 120,000 in 1955. vExclusive of extra- 
ordinary capital gain of $15,113,733 from sale of Houston Oil Co. 


chance. We became great friends! 1919, he joined Atlantic as a re- 

and have been ever since.” finery worker. Later he was trans- 
Mr. Bullis retired from the agen-| ferred to the advertising depart- 

cy about 25 years ago, after work- | ment. 

ing there for more than 40 years. | 

He was a resident of Evanston. ‘LEE D. COOK 


J. MILTON CORK BINGHAMTON, N.Y., April 23— 


. ' |Lee D. Cook, former manager of 
Toronto, April 23—J. Milton | General Outdoor Advertising Co. 
Cork, 87, honorary board chair-|jn Binghamton, died April 18 at 
man of Loblaw Groceterias Co.) his home. Mr. Cook became man- 
Ltd. and co-founder of the food | ager of Binghamton, Scranton and 
chain, died here April 20. | Utica offices of General Outdoor 
Mr. Cork left school at 16 and) jn 1934. At the time of his retire- 
began working in his father’s gro- |ment last year he was manager of 
cery store. He and the late T. P.|the Binghamton and Scranton of- 
Loblaw were fellow clerks, and | fices. He was a member of the 
each later opened his own store.|New York Outdoor Advertising 
After several years, they formed a| Ascn. 
partnership and opened two self-| 
service groceterias here, the first} 
in Canada. The business grew to JOSEPH KILCULLEN 
chain proportions and spread into| PHILADELPHIA, April 24—Joseph 
New York. Mr. Cork became presi- | 4- Kilcullen, 59, copy director at 
dent of the company on the death Doremus-Eshleman Co. and a 
of Mr. Loblaw. He retired from| former newspaper man, died here 
active leadership a few years ago.| Yesterday. After graduation from 


In 1953 Mr. Cork was elected 
to the Hall of Fame in Distribu- 
tion by the Boston Conference on 
Distribution, for “techniques in 
food distribution of far-reaching 
importance in Canada.” 


HOYT ANDRES 

OKLAHOMA Crry, April 23—Hoyt 
Andres, 42, died here April 17 of 
a stroke suffered the Saturday be- 
fore. Mr. Andres was station man- 
ager and vp of WKY and WKY- 
TV. 

Mr. Andres joined WKY in 
June, 1946, as radio program man- 
ager and was named assistant 
manager in 1951. He was named 
manager of WSFA and WSFA-TV, 
Montgomery, Ala., when WKY 
|purchased the stations in Febru- 
ary, 1955, returning to Oklahoma 
City as manager of WKY and 
| WKY-TV in February this year. 


JOHN ROLLINS 

Mopesto, CAL., April 23—John A. 
Rollins, 71, Modesto agency veter- 
an, collapsed and died in the lobby 
of a downtown hotel here April 20. 
A physician said he apparently 
died of a heart attack. 


JOSEPH ROLLINS 


R. Rollins, 62, advertising manager 
of Atlantic Refining Co. for about 
20 years before his retirement in 
1950, died April 23 in Lankenau 
Hospital after a long illness. In 


PHILADELPHIA, April 23—Joseph 


St. Joseph’s College, Mr. Kilcullen 
worked for the Catholic Standard 
& Times here. He also worked for 
Curtis Publishing Co., the old 
| Evening Ledger and the Bulletin. 
|He was a member of the Pen & 
Pencil Club and the Philadelphia 
Sports Writers Assn. 


| 
_Dryfoos Succeeds Sulzberger 
as N. Y. Times Co. President 

Orvil E. Dryfoos, vp and director 
of the New York Times since 1954, 
has been named president of The 
| New York Times Co. He succeeds 
jhis father-in-law, Arthur Hays 
| Sulzberger, who has been named 
|board chairman and continues as 
| publisher. Elected vp and business 
| manager of the paper is Amory H. 
Bradford, succeeding Harold Hall, 
who has retired. 

Monroe Green, advertising direc- 
| ton, and Ivan Veit, promotion di- 
rector, were named assistant bus- 
riness managers. Both will also con- 
|tinue their ad posts. Harding F. 
| Bancroft, formerly assistant secre- 
| tary and associate counsel, becomes 
| secretary. Arthur Ochs Sulzberger 
| was named assistant treasurer. 
| 
‘South Bend Tribune’ Rates Up 
| The Tribune, South Bend, Ind., 
| has issued a new rate card effec- 
tive July 1. According to the new 
card, the flat line rate will increase 
to 35¢ from 30¢; the b&w page rate 


will increase to $862.40 from 
| $739.20. 
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Along the Media Path 


| 
| 


May 26 is the target date for | 
WFIE-TV, Evansville, Ind., to 
change over from Channel 62 to | 
Channel 14. This will also boost 
WFIE’s power from its present 
155,000 watts to 200,000 watts ef- 
fective radiated power. | 


e McKesson & Robbins, wholesale | 
drug company, and Life joined | 
together April 15 for their first 
cooperative advertising-merchan- 
dising promotion of 1957. The two- | 
week, 30-store event, sponsored 
by the Oakland, Cal., division and 
lasting through the 29th, will be 
followed on May 13 by a three- 
division event in Southern Cali- 
fornia. 


e “Retail Merchandiser for Hard- 
ware and Housewares,” a new 
monthly fact and idea booklet for 
merchandisers of these lines, was 
launched with an April edition of 
The Saturday Evening Post. The 
first issue, which is a 20-page edi- 
tion, is devoted largely to plans 
for the Post-irha Hardware Week, 
1957. Subsequent issues will con- 
tain ideas, marketing information, 
plus advertising and display sug- 
gestions. 


e The 1957 baseball season was 
off to a good start in the nation’s 
capital on Monday, April 15, as 
President Eisenhower hurled the 
first pitch at the game between 
the Senators and the Orioles. To 
prepare half a million Washing- 
tonians for the season’s opening, 
the Washington Post & Times 
Herald presented a special 24-page 
tabloid section devoted to the na- 
tional pastime on Sunday, April 
14. 


e On Sunday, June 23, for the 
first time in history, a full-scale 
review of the economy of Iran will 
appear in both the New York Her- 
ald Tribune and the European edi- 
tion of the Herald Tribune. The 
section will appear in standard 
size in both the U.S. and European 
edition. It has the full official 
sponsorship of His Imperial Ma- 
jesty the Shah, and Prime Min- 
ister Eghbal (with the Iranian 
Government Agencies appearing as 
substantial advertisers). 


e On Sunday, June 23, Puck—The 


How To Select 
the Right Color 
Film | 


Want to keep posted on the spec- 
tacular developments in color pho- 
tography? No better way to do it 
than to make sure you get your copy 
of the May ADVERTISING RE- 
QUIREMENTS. 

In this issue, Egon Berka, photog- 
raphy consultant to some of the 
nation’s leading agencies and adver- 
tisers, cooperates with the editors of 
ADVERTISING REQUIREMENTS 
to present a practical guide to the 
selection of available color processes. 

A unique chart acts as a visual aid 
to lead the adman from his specific 
assignment to the most effective 
color process. Another AR “must” 
article that you'll want to keep and 
refer to frequently. 

To get the May issue and a year’s 
(12 issues) trial, just clip this ad, 
attach $3 to your business letterhead, 
and mail today. You'll be glad you 
did—or your money back! 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


Comic Weekly will publish the 
second of its 1957 retail drug pro- | 
motions, “Vacation Needs.” Spe- 
cial breakfast meetings in all Puck 
cities are now being held by Puck 
representatives for advertisers’ re- 
gional salesmen, wholesalers, 
chain executives and people from 


the local newspapers. 


e Radio Station WPAT, New York, | 
followed its traditional “no com- | 
mercial” policy again this Easter. 


e Department of New Laurels: 

Holiday reports gains of 18.4% 
in advertising space and 28.7% in 
advertising revenue for the first | 
six issues of 1957, compared with 
the first half of 1956. 

Advertising revenue of TV Guide | 
for the first quarter of 1957 was | 

112% 


|comparable period last year. 


Institutional Feeding & Housing 
reports an advertising volume gain 
of 82 pages for the first quarter of 
1957 as against the same period 
of last year. 

The June, 1957, issue of True 
will be the largest in the 21 years 


‘Grand Duchess 


of its history. It marks the 16th! 


consecutive month of ad revenue 
gains over the same months of 
previous years. 

Redbook reports a first-quarter 
circulation average of more than 
2,500,000—highest quarter in Red- 
book’s history. e 


Mrs. Sadie Costello Dies 

Mrs. Sadie Brackett Costello, 82, 
former newswoman and writer and 
wife of Louis B. Costello, publisher 
of the Sun and Journal, Lewiston, 
Me., died April 15. 


Miller Joins McCann-Erickson 
Frank S. Miller Jr. has joined 
the Chicago staff of McCann- 
Erickson as associate creative di- 
rector. He formerly was with Ken- 


ahead of revenue for the yon & Eckhardt. 
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steaks for the states in which it 
has been licensed, and Akron 
Standard Market Co. will continue 
to manufacture and sell in Ohio, 
it also was announced. e 


Is Acquired by 
Stark, Wetzel & Co. 


Akron, April 23—Grand Duch- Bowater Reports Net Up 
ess Steaks Inc. here has become a| Bowater Paper Corp. Ltd., Lon- 


part of Stark, Wetzel & Co., Indi-|qon, England, reports a consol- 
anapolis, a meat packing company, | idated net profit in 1956 of $17,- 
and a new corporation—Grand | 592,000 compared with $12,104,140 
Duchess Steaks Corp.—has been | in ’55. Consolidated gross revenues 
organized. of the corporation and its sub- 
Officers of the new company are | sidiaries in '56 amounted to $45,- 
Harry H. Snyder, president; Je-| 161,000 against $36,988,000 in °55. 
rome H. Limbert, vp, and Carl D. Of 1956 net, $8,408,000 has been 
Sheppard, secretary. They held! retained by the subsidiary com- 
similar positions with the old con- | panies, resulting in a net profit 
cern. | for the parent company of $9,094,- 

George W. Stark, president of | 990. 
Stark, Wetzel & Co., announced | 
that the number of products mar- | 
keted by the new company will be} 
increased, and the marketing of the | 
original frozen flaked beef steaks 
and the new breaded beef, veal! 
and pork frozen steaks will be ex-| 
panded. 

Stark, Wetzel & Co. will contin- 
ue to manufacture Grand Duchess 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


nt 


- + 


timece 1978 
LOS A ‘ HALIBURTON BLDG 
SAN PRANCGISCO CENTRAL TOWER 


FIRST 
roceries Linage 
in New York State 


@ GENERAL GROCERIES ADVERTISERS placed 1,490,193 lines in the 
Syracuse Herald-Journal and Sunday Herald-American in 1956 — 
more than in any other six-day or seven-day newspaper in all of 
New York State, including New York City, Buffalo, Rochester and 
Albany. (From Media Records, 1956) 


general groceries linage. 


spend $2 billion annually. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


flaps en Se ky 


CIRCULATION: 


he SYRACUS: 


HERALD-JOURNAL & HERA 
Evening 


The Syracuse Herald-Journal and American ranks 11th among all 
newspapers in the United States and Canada in volume of total 


That's because advertisers who know their groceries know that the 
Syracuse Newspapers deliver not only 100% saturation coverage of 
the metropolitan area, but also effective circulation in the 14 addi- 
tional counties in the Syracuse market. 


No other combination of media can do a comparable job at a com- 
parable cost in this great market where close to 1.4 million people 


America's Best 
Test Market 


PAPERS 


Se. ROE. e 


N/E W S ‘ 


ee 


LD-AMERICAN 
Sunday 


Combined Daily 233,150 Sunday Herald-American 221,744 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 105,245 
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Retiring After 36 Years at R&R, Paul 
Watson Sees Young Talent in Saddle 


Ruthrauff Hired Him 
to Open ‘Temporary’ 
Chicago Office in ‘21 | 


Cuicaco, April 23—Paul Errett | 
Watson, who retired last month as | 
board chairman of Ruthrauff & 
Ryan, is best known in the adver- 
tising world as the man who helped 
build R&R into a large and power- 
ful agency by developing new bus- 
iness and branch offices outside 
New York. 

In 1921—nine years after the 
agency, originally a mail order 
operation, had been founded by 
F. B. (Fritz) Ryan and Wilbur 
Ruthrauff—Mr. Watson joined 
R&R to head up the “temporary” 
Chicago office, which had been 
opened a year before. 

The office then was handling 
some book advertising for Sears, 
Roebuck & Co., plus advertising for 
two small companies. Billings were 
minuscule. The office had three 
employes, plus Mr. Watson. 

When he retired from active 
management last month, billings of 
R&R’s western operation (offices 
outside New York) were near the 
$20,000,000 mark—about as much 


business as R&R handles in New 
York. The Chicago staff has grown 
to more than 135 persons. Among | 
the clients are Brown-Forman Dis- | 
tillers Corp., Baldwin Piano Co., | 
William Wrigley Jr. Co., Serta As- 
sociates Inc., Minnesota Mining & 
Mfg. Co. and Lewis Howe Co. 


® The quiet, soft spoken business 
man, however, plays down person- | 
al achievements. 

“I am a team player,” Mr. Wat- 


son says. “A lot of people in the| § 


ruled in favor of R&R, and the case 
is now on appeal. 


s Prior to 1932, R&R had offices in 
New York, Chicago and St. Louis. 
When the agency picked up the 

odge account, Mr. Watson went 
to Detroit and established a branch 
office there. Later, he set up other 
branches in Los Angeles, Seattle 
and San Francisco to handle ad- 
vertising for Dodge dealers. 

“The automobile business is a 
precarious one,” comments Mr. 
Watson. “After we opened those 
branches to service the Dodge ac- 
count, it was necessary to get out 
and really hustle to bring in other 
local business to keep those 
branches on a paying basis.” 

Under Mr. Watson’s direction, 
other branch offices followed in 
Houston, Dallas, Cincinnati and St. 
Paul. All of R&R’s branches are 
active today with the exception of 
the one in Seattle, which was 
closed April 1. 


s Born in Watseka, IIl., April 11, 
in 


1885, the veteran adman fell 


love with advertising at an early 
age, when he worked for the Wat- 


agency worked together to bring in . ul 


new clients.” 

He does admit, however, to land- 
ing two major accounts 
helped to give R&R a tremendous | 
boost up the billings ladder. One} 
was Brown-Forman, a client since | 
1934, which last year billed in the 
neighborhood of $5,000,000. 

Mr. Watson was a close friend of 
the late Owsley Brown, former 
president of Brown-Forman. He as- 
signed the distiller’s advertising 
account to R&R shortly after pro- | 
hibition ended. Mr. Watson served 
as the B-F account executive for 
many years. The job was “inher- 
ited” several years ago by his son, 
William D., a vp and director of 


the agency. 
The other client was American 
Airlines, which Mr. Watson 


brought into the agency in 1938, 
Mr. Watson swung the deal when 
he signed the now famous “irre-| 
vocable” contract with P. P. (Pete) 
Willis, who was authorized by the | 
airline to choose an agency after he| 
disbanded his own agency. 

R&R lost the account to Lennen & | 
Newell two years ago; Mr. Willis | 
sued for $1,000,000 under the con- 


tract (AA, Feb. 14, 55). The court | 


which | }! 


“I belong to the hard-sell school.” 


seka Republican and the Peters- 
berg Observer, two county seat 
newspapers owned by his father, 
L. F. Watson. 

“My father and my brother, 
Morris P., liked the editorial side 
but I was sold on advertising,” Mr. 
Watson said. He wrote ads and sold 
space for the Observer, and also 
took a mail-order correspondence 
course in advertising from the 
George Powell school. 

His formal education had ended 
after one year at the University of 
Illinois. One of his reasons for 
dropping out of school was the 
death of his brother, Morris, father 
of Robert Morris Watson, current 
board chairman of R&R. (Mr. Wat- 
son hired his nephew in 1940 to 
head up R&R’s San Francisco of- 
fice.) 


s Mr. Watson’s first advertising 
job outside of his father’s newspa- 


“R&R was...a mail order agency... 


FOUNDING FATHERS—Mr. Watson poses with portraits of the two 
founders of the agency—Wilbur Ruthrauff and F. B. (Fritz) Ryan. 


pers was with the Union Clothing 
Co., Columbus, O., where he moved 
in 1910 shortly after his marriage 
to his high school sweetheart. A 
year later, he moved to Chicago, to 
a job as assistant advertising man- 
ager of the old Boston Store. 

Next, he joined Butler Bros., a 
catalog mail order house, where he 
edited a catalog. Then he moved to 
the old National Advertising Agen- 
cy, a house agency for the Kimball 
Piano Co., where he sold organs 
and pianos by mail. When he 
joined the old Charles H. Touzalin 
Agency a year later, the Kimball 
account shifted with him. 

During his two years with Touz- 
alin, Mr. Watson also worked on a 
group of agricultural accounts. In 
1916, he joined the old Charles F. 
|W. Nichols Co., where he worked 
jas a contact man on the Gossard 
Co. account and wrote copy for 
the Canadian Pacific Railway and 
other accounts. He recounts that he 
| wrote the first copy for sanitary 
|napkins for the Cellucotton divi- 
sion of Kimberly-Clark Corp. 

For the two years prior to join- 
|ing R&R, Mr. Watson was editor of 
the old Mother’s magazine and was 
employed in an advertising selling 
capacity with Home Life magazine. 
He met Wilbur Ruthrauff through 
a mutual friend and decided to join 
R&R in 1921. 


es “R&R was almost completely a 
mail order agency when I first 
came,” Mr. Watson recalls. “We 
had no marketing or merchandis- 
ing services. We created and placed 
only a few ads in print media.” 

R&R underwent a huge transi- 
tion from a mail order to a “pub- 
licity” agency from 1921 to 1931, 
according to Mr. Watson. “After 
we landed the Lever Bros. account 
in 1926, the agency was on its way 
to becoming a full-fledged adver- 
tising agency—the kind it is to- 
day,” says Mr. Watson. 

Two years after he joined R&R, 
Mr. Watson was made a vp and 
member of the board of directors. 
In 1938, he was promoted to exec 
vp in charge of western operations. 
When he was boosted to board 
chairman, in February, 1956, the 
job of running the western opera- 
tion went to a three-man commit- 
tee composed of Haakon B. 
Groseth, Roswell W. Metzger and 
Mr. Watson’s son, William D. 

Mr. Watson says creative adver- 


tising has been the principal reason 
for R&R’s success in the agency 
field. 

“An agency rises and falls on its 
creative abilities,” he says. “The 
only reason for paying an agency 
... is that it creates good ads—al- 
though I know some agencies do 
not feel that way.” 

Such men as Wilbur Ruthrauff, 
W. P. (Jack) Littell, Norman Gra- 
ham, Robert Wenban and Ken 
Stewart provided the creative copy 
and art that made R&R a great 
agency, he says. 


# “I'll never forget the copy that 
Mr. Ruthrauff wrote for the first 
Dodge ads,” recalls Mr. Watson. 
“The headline on the ad read: 
‘Powders her nose in a sand pit.’ 
The copy that followed set the pace 
for present day automobile copy,” 
he declared. 

How has the advertising field 
changed in the last 35 years? 

“Ethical standards today are 
much higher,” he says. “Competi- 
tion is on a sounder basis. Cutting 
fees is not nearly as common to- 
day.” 

Have copy and art changed? 

“Copy has to be much different 
today than it was 35 years ago. 
People don’t have as much time to 
read today. Even Claude Hopkins 
would probably tailor his copy to 
suit modern day reading habits. 

“We are not the nation of readers 
that we were. There are many 
more things to read today than in 
the past and television has cut into 
some of our reading time.” 

Does research hamper creative 
efforts, as has been charged fre- 
quently by creative people? 

“If research is intelligently used, 
it shouldn’t hamper copywriters,” 
he says. “I feel that research is a 
vital tool in advertising.” 


a What “school” of advertising do 
you belong to? 

“I am a member of the hard-sell 
school. I am more interested in 
the money in the cash register than 
in the images created. However, I 
do not feel qualified to talk on the 
imagery or symbolism ‘school’.”’ 

What predictions will you make 
about the future of R&R and the 
advertising field? 

“The future of our agency looks 
very good. We have a top flight 
management and R&R is loaded 
with talent in all phases of adver- 
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tising. The main reason I retired 
was to allow the younger men to 
run the agency. 

“The advertising field will con- 
tinue to grow. I expect things to 
be more competitive, and the sur- 
vivors will be the best products 
with the best advertising. 

“Agencies must find ways to get 
adequate compensation for the 
many services that they now of- 
fer.” 

Mr. Watson resides with his wife 
Nelle (they have been married for 
47 years) in South Shore. In addi- 
tion to son Bill, they have a daugh- 
ter, Mrs. Keith Parsons, of subur- 
ban Hinsdale. The Watsons spend 
much of their time during the sum- 
mer at Lakeside, Mich. 

What do you do for recreation? 

“T have played golf for many 
years but I am still a duffer,” he 
says. “My scores are not for pub- 
lication. I read a lot and I spend 


“I don’t intend to quit working.” 


some time watching tv. My main 
interests are my wife and family.” 

What are your future plans? 

“I have no intention of quitting 
working,” says Mr. Watson, who is 
a young 72. “I plan to stay at 
R&R temporarily as a consultant, 
and I will continue as a member of 
the board of directors. I have some 
other plans but they are not 
definite.” - 


King Joins Hollingbery 

Frank G. King, at one time with 
American Broadcasting Co. and 
most recently a representative for 
several West Coast television sta- 
tions, has joined the Los Angeles 
office of George P. Hollingbery 
Co., radio and television represen- 
tative, where he will be engaged 
in special sales development work. 


Fawcett Joins Doyle Dane 

Donald E. Fawcett has joined 
Doyle Dane Bernbach Inc., Los 
Angeles, as a copywriter. He was 
previously with Cunningham & 
Walsh, Hollywood, as a commer- 
cials producer, and Leo Burnett 
Co., Los Angeles. 


Johnstone & Cushing Moves 
Johnstone & Cushing, New York, 

creative art service, has moved to 

larger quarters at 137 E. 57th St. 
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‘Flow’ Staff Offers 
to Help Post Office 


Improve Efficiency 


CLEVELAND, April 23—The staff 
of Flow, materials handling indus- 


try publication, has offered to help | 


the Post Office Department out of 
its economy fluster. 

In a telegram to Postmaster 
General Arthur Summerfield, Ber- 
nard Gordon Jr., publishing direc- 
tor of the magazine, said that the 
latest materials handling tech- 
niques have helped industry raise 
its efficiency as much as 80%. 


s “We believe that application of 
these techniques can produce sim- 
ilar results for the Post Office De- 


‘United Air Lines Launches 
‘Mainliner,’ Monthly Magazine 
United Air Lines, beginning May 
1, will publish what it calls the 
first general interest magazine ever 
| published by a U-S. airline exclu- 
sively for its passengers to read in 
\flight. Entitled “Mainliner,” the 
16-page magazine will be published 
monthly in full color. Included 
will be articles of general interest | 
as well as stories about airline 
travel. The magazine will be dis- 


tributed in seat pockets of all 
United flights. 
“Mainliner” carries no outside 


advertising. A United four-color ad | 
promoting travel to Hawaii oc-| 
cupies the back cover of the May | 


issue. 


TAKE THIS SECOND SOND TEST 


bee. eos tes io vee rere Nowe 


eee ee ae (ame 


Arematrong 


_American Management Assn. 
Expands Summer Activities 


| The summer educational pro- 
gram run by the American Man- 
agement Assn. at Colgate Univer- 
| sity will be expanded by 25% this 
year. The association expects more 
|than 2,000 business executives to 
jattend the 75 meetings scheduled 
| between July 8 and Aug. 30. 

| The AMA’s new Academy of 
Advanced Management will begin 
year-’round operations this sum- 
mer, at Saranac Lake, New York. | 


Wallerstein Named President 
David B. Wallerstein, formerly 
vp and general manager of the 
| Balaban & Katz Corp. and Publix 
| Great States Theaters, subsidiaries 


| Patterson Joins Madewell 


Emery (Pat) Patterson has been 
named an account executive with 
Madewell Co., Boston, manufac- 
turer of displays, exhibits and 
merchandising aids. For the past 
10 years Mr. Patterson has been 
manager of the New England of- 
fice of Crowell-Collier publica- 
tions. 


Marie does it | 
FASTER... 


complete mailings, multi- 
graphing, ye 
ing, addressing, fill-in on 
mehigragpes letters, 
planographing. 


‘Revue Moderne’ Boosts Rates 
ae La Revue Moderne, Montreal, 
Mr. Gordon said industry oper | has issued a new rate card which 
ates at a profit because it) goes into effect Sept. 1. According ; 
applies the latest techniques tOlto the new card, a b&w page goes pared by Batten, Barton, Durstine 
all branches of its operations and | ¢, $960 from $860; the flat line rate | Osborn, to sell the concept of 
pays special attention to the flow | goes to $1.45 from $1.30. _ sound conditioning in the home. 


Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 
a Leller Shop he 


431 S. Dearborn Street, 


of American Broadcasting-Para- 
mount Theaters, has been named | 
president of the Balaban & Katz} 
Corp. in Chicago, succeeding the 
late John Balaban. The AB-PT 
subsidiaries operate theaters 
throughout Illinois and Indiana. 


IOS ON DECK ! 


QUICKIE QUIZ—Armstrong Cork Co. 
plans this b&w page for the May 
13 Life. It is part of a series, pre- 


partment,” he said. 


5, il. 


of materials through its plants. | 

His telegram emphasized that 
the entire staff of Flow would be | 
honored to assist the department | 
“in any capacity you might desire | 
on a purely voluntary basis.” °. 


BOAC Names Greaves 
Alan N. Greaves, formerly ad- 
vertising manager in England for 


Black & Decker, has been appvint- | 


ed regional advertising manager of | 
British Overseas Airways Corp. in | 


New York. He will be responsible 
for BOAC advertising in the U-S., 
Canada and the Caribbean. This 


function was formerly handled by | 


the sales manager. 


Chamberlin Joins Wood Ltd. 

G. H. Wood & Co. Ltd., Toronto 
manufacturer of industrial sup- 
plies, liquid soaps and insecticides, 
has appointed Clifford W. Cham- 
berlin to an executive advisory 
post in its advertising specialties 
division. Mr. Chamberlin recently 
retiréd as advertising and 
promotion manager of Shell 
Co. of Canada Ltd. 


sales 


Oil 


Pacific Aero to Cappels 

Pacific Aero Industries Inc., San 
Jose, Cal., manufacturer of elec- 
tronic components for aircraft, has 
appointed Cappels & Associates 
Advertising Agency, Sunnyvale, to 
direct advertising and public rela- 
tions. Direct mail and trade mag- 
azines will be used. 


WTAR-TV's own crew knows the ropes. 1. FORENOON WATCH... 8:45 A.M......... “Bob and Chauncey” 
That's the reason why the Station has : 
How Did comed on endable tepvtetion tor is 2. AFTERNOON WATCH... 1:10 - 1:30 P.M. ore ay 
P ; . ' ' 
Highway Signs Local Programming ree seatoinn 
Real savvy, top-notch performers, able 3. FIRST DOG WATCH 4:30 - 6:00 P.M... ."M-G-M Theatre” 


Build Rock City? 


If you ever want a case history 
about the effectiveness of a well- 
planned highway sign advertising 
campaign turn to the May issue of 
ADVERTISING REQUIREMENTS 
and read this mighty interesting 
story. 

Rock City used highway signs 
almost exclusively to become one of 
the South’s finest tourist attractions. 


direction, have earned a fervent Well 

Done” from advertisers; local, regional 

and national. All hands are standing by 4, 
to hoist sales” for you! 


5. SECOND DOG WATCH 


6. FIRST WATCH 


SECOND DOG WATCH 


6:30 - 6:35 P.M. 


6:40 - 6:45 P.M... 


11:00-11:10 P.M. 


Jeff Dane, Host 


Laverne Watson 
"Your Esso Reporter’ 


._Joe Foulkes, 


Staff Meteorologist 


Joe Perkins 
"11th Hour News” 


Consistent, easy -to-understand ad-  o FIRST WATCH ] 1: 15 P.M. The Best m 
vertising, imaginatively planned, and of Hollywood 
carefully produced—paid off in a M-G-M Hits 
BIG WAY! 


To get the story, clip this ad, 
attach $3 to your business letterhead 
and mail today for a year’s trial (12 
issues) of ADVERTISING RE- 
QUIREMENTS—-starting with the 
informative May issue. 

AR keeps you posted every month 
on all the latest ideas on advertising 
production, promotion and merchan- 
dising. Your money back if your trial 
disappoints you in any way. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


VIRGINIA 


NORTH\CAROLINA 


(Based on Measured Contour Map by Jansky & Bailey 


5 of Virginia's Busiest Cities are 
| within WTAR-TV's Grade-A Signal. 


For detailed information and rates on these exceptionally 
high-rated, low-cost programs write WTAR-TV or your Petry man. 


WW TAR = TY 


CHANNEL 3, NORFOLK, VIRGINIA 


Tel.; MAdison 5-6711 


Business Office and Studio—720 Boush Street, Norfolk, Va. 


REPRESENTATIVE: Edward Petry & Company, Inc. 
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Calls for Taxpayers’ Action 
on Postage-Free Mail 

To the Editor: What probably is 
the largest mailer of third-class 
circular matter in the U. S. will 
not be affected by any embargo or 
curtailment of third-class mail 
service. This organization can 
continue to mail tons and tons of 
circulars, individually addressed, 
all over the country, not at third- 
class rates, not under bulk-rate 
permit, but postage free. 

I refer, of course, to that Gar- 
gantuan monstrosity that has its 
body in Washington, D. C., and its 
money-sucking tentacles reaching 
into the private life of every citi- 
zen of every state and territory 
from before birth to after death, 
the United States Government. 

No postage whatever is paid on 
the tremendous tonnage of third- 
class circular matter mailed—not 
only by the Government Printing 
Office but by the hundreds of 
other departments, bureaus, divi- 
sions, sections, commissions, com- 
mittees, members of Congress, 
and other individuals who may 
send out unlimited postage-free 
circular mail under government 


frank—but nearly all this un- 
wanted rubbish is sealed and 
hence is disguised as first-class 
mail. 


Taxpayers would do well to 
mark all mechanically addressed 
government franked mail “RE- 
FUSED,” and drop it in the near- 
est mailbox. 

John Evans, 

John Evans Advertising, Chi- 

cago. 

- 


Prefers ‘Invest’ to ‘Spend’ 


To the Editor: Is an advertising| American-Standard bathroom ads 
appropriation spent? Or is it in- 


vested? 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


buyers have only a certain amount 
to spend each week (and no ex- 
pense account), and that the more 
they spend on the other products 
he wants to sell them, the farther 
| they’ll have to make the remaining 
“few miserable pennies” go on 


One of the most common mean-| manner, with only one negative | food. 


ings of spend, as defined byj|response. A single General Elec-| 


Webster’s Unabridged, is—‘To 
consume wastefully; to squander; 
exhaust—as to spend an estate at 
gaming.” 


tric kitchen advertisement treat- 
ing price in a similar manner was 
|received favorably by 29 respond- 
}ents. None commented unfavor- 


Why does he think people buy 
| groceries in chain stores, anyway, 
if not for the price advantage? 
Does he think they enjoy standing 
in line and carrying their own 


Webster defines invest as—“To | ably about the price mention. | packages? 


lay out (money or capital) in 
business with the view of obtain- 
ing income or profit.” 

In discussions of advertising 
appropriations the verb spend and 
the noun expenditures are almost 
universally used. 

What is this business of ours— 
a process of squandering money? 
Or does it actually pay to adver- 
tise? 

Jack Lucas, 

Vice-President, Charles W. 

Hoyt Co., New York. 


definition in his dictionary, and 
ignored several more favorable 
ones, but we get his point, “In- 
vest” is a_ better word than 
“spend.” 

~ . e 
Upholds Price Handling 


in American-Standard Ad 

To the Editor: Your April 8 is- 
sue illustrated an American- 
Standard bathroom ad as an ex- 
ample of a “meaningless price 
quotation that tends to make con- 
sumers cynical.” I can only 
sume the author of this observa- 
tion was citing a personal opinion 
and that he had no reliable facts 
to guide him in his conclusion be- 
cause the evidence we have been 


Mr. Lucas has picked the third 


as- | 


| These are but a few of the many 
studies made relating to the han- 
dling of prices. 

A major problem our advertis- 
ing profession faces is isolating 
personal opinion from research 
and facts. Your magazine can be 
| of real service to those facing this 
|problem if, in its editorial, it is 
|more careful to present its infor- 
mation in a dependable, accurate 
manner. 


R. W. Williams, 
Manager Advertising and 
Sales Promotion, American- 
Standard Plumbing and Heat- 
ing Division, New York. 
. . 7 


Piece of Her Mind to Tyler 
on Those Pennies for Food 

To the Editor: Vice-President 
Tyler of Leo Burnett Co. might re- 
consider his complaints (AA, April 
15) that “food ads still talk to the 
housewife as though she were on 
| relief” in the light of the report in 
| U.S. News that 5.5 million Ameri- 
|cans are on relief and the advice in 
AFL-CIO News to a large segment 
of food customers: “Remember: To 
enjoy life on or off the instalment 
;plan you need to have sufficient 


ly payments to pay your food 


cash income left over from month- | 


| Helen Bugbee, 
Chicago. 
e +. 


Recalls Neave’s Knock 
in Singapore Ad 

To the Editor: James Dunaway’s 
|report on advertising in Singa- 
,pore (AA, April 1) brings to mind 
lan advertisement which I consid- 
er an all-time high for something- 
or-other. 

It was 1937 and I was working 
lin Kuala Lumpur, Malaya, 
contract for an American firm. 
The “Knock, knock” craze was 
just getting around to this British 
protectorate, after having pros- 
trated the U. S. 

A local bottling company, 
|named “Neave Bottling Co.” ran 
|this advertisement in the Singa- 
| pore Straits Times: 
| KNOCK, KNOCK! 

WHO’S THERE? 
NEAVE! 
NEAVE WHO? 
NEAVE WE SAY MORE? 

I wonder what the Creative 
Man would have had to say about 
this one? 


| 
2 


Web Blanchard, 
McCall’s, New York. 


on | 


bills!” Ads Cause Switch to 
Price consciousness, no doubt, is Milk Punch Habit 


able to get indicates that this is 
the kind of price information 
readers want. 


too, too vulgar, and Mr. Tyler is} To the Editor: For anyone par- 
not alone in wishing his readers| tial to milk punch, you can’t beat 
would forget that nasty subject.| the placement of two outdoor dis- 
But so long as he’s in the business| plays currently on upper North 
|show as high as 30 favorable re-j|of selling, he’d better remember! Michigan Ave. near Grand. 

|sponses to price mentioned in this|that the majority of prospective Wanzer Milk Co. has a bottle of 


For example, a series of 12 Gal- 
\lup and Robinson reports on 


~~ 


o 


4 Pins 


JOHN B. CLARK 


An engineering background, both in 
educational training and on-the-job 
experience, helped prepare Mr. Clark 
for his present duties at Campbell- 
Ewald Company. He received his B. S. 
degree in mechanical engineering from 
Bucknell University and has worked as 


a technical editor and pro 
in Naval Ordnance, 


engineer for 


Regulator Company and industria! ad 
vertising consultant. Mr. Clark is oa 
member of the ASME and the NIAA 


“The MARKET DATA BOOK has uncovered 


ect engineer 
2Gministrative 


Minneapolis-Honeywell 


potential new markets for my 
account...” 


soys JOHN B. CLARK 


Account Executive 


Campbell-Ewald Company 


“Finding ten potential new markets in the Market Data Book sparked 
investigation conferences . . . the result was choosing six new advertising 
sources. The advertising manager has called me quite a few times for 
information on a particular publication or a comparison between publi- 
cations .. . | use the Market Data Book as a daily quick media reference, 
for annual and special presentations, for comprehensive market reviews, 
for listings of editors, associations and data for advertising copy.” 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 
Over 14,000 copies of this 600 page - 
volume serve all year in the offices of 
key executives—advertising manage- 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. Closing date is May 10. 
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milk, tipped with the milk appar- 
ently flowing into a glass; but 
right below the glass, and just as 
big, is a bottle of Early Times. 
I don’t know how it strikes 
anyone else, but when I leave the 
office after one of those “hectic” 
days, it is milk punch for me. No 
more of those martinis! 

A. H. Carns, 
President, Central States Fer- 
tilizer Co., Chicago. 


Annoyed by that Million 

To the Editor: The enclosed ad- 
vertisement in the New York 
Times prompts me to say, “Wanna 
Bet?” 

Here in Connecticut, we'll sell 
you Old Grand-Dad for a lot less 


1,000,000 


can't buya better bottle of bourbon’ 
» 


‘~ 


than a million dollars. In fact, it 
is $6.41 a fifth. 
What do you think about this 
type of ad? 
Michael White, 

New Haven, Conn. 
Nothing wrong here, really. 
Your wife may think you’re the 


smartest lad in the world, but 
maybe the boss thinks Joe’s 
smarter. 

+. e - 


Calls Weiss too Mild in 
Proving Ground Article 

To the Editor: E. B. Weiss hit 
the nail on the head, but not hard 
enough, in his article of March 4 
in ADVERTISING AGE. 

His article regarding present- 
day American automobiles was 
very mild indeed. 

Here is more food for thought I 
have on my chest. To me the au- 
tomobile industry the biggest 
fraud perpetrated on the American 


is 


public. Here are a few reasons 
why: 
1. A person buys one of the 


three “low” priced cars for econo- 
my—so he gets around ten miles 
to the gallon of gasoline. 

2. You have to stoop to a crouch 
to enter any of the new cars.. 
and who has a strong back these 
days? 

3. The “hump” in the center of 
the car is needed like a hole in the 
head. Don’t their proving grounds 
show them that a motor in the 
rear would eliminate this hazard 
and also eliminate a few hundred 
moving parts so they can sell their 
ears for less money—and make 
even greater profits? 

4. I understand one must be on 
a waiting list for most foreign- 
make cars, and I am going to add 
my name to such a list. 

I’m an owner of a 1957 Buick 
Special—every two days I “fill ’er 
up” and believe me, this thirsty 
camel has got to go. 

R. P. Banks, 
R. P. Banks & Co., Chicago. 
* 


Competitor Identifies Himself 

To the Editor: We enjoyed your 
article about Devcon which ap- 
peared in the April 1 issue. 

We feel slighted, though. Mr. 
Creighton of Devcon did not prop- 
erly identify his competitor. It is 
the Woodhill Chemical Co. of 


f INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET ¢ CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE ¢ NEW YORK 17, NEW YORK 


h 


Cleveland, originator and manu- 
facturer of Duro Plastic Aluminum 
. . . not Duro Metals Co. of Chi- 
ee 


‘ Victor Gelb, 
| Sales Manager, Woodhill 
Chemical Co., Cleveland. 
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Suburbs’ Growth 
Builds Use of 
Radio: Allison 


CINCINNATI, April 23—Radio 
spot sales established new records 
in 1956, and the outlook for in-| 
creasing business never was 
brighter, members of the Adver- 
tisers’ Club of Cincinnati were 
told last week by Milton F. Allison, 
eastern sales manager of CBS Ra- 
dio Spot Sales. 

“Radio Spot Sales stations had 
their greatest year in history last 
year, as did most radio stations. In 
fact, our amount of gain last year 
was equal to our entire billing 10 
years ago,” Mr. Allison reported. | 

“We would like to think it re-| 
sulted in large part from the fact | 
that we have always tried to main- 
tain a hard-hitting, aggressive | 
sales organization. But I’m con-| 
vinced that the increasing cost | 
of television, together with the dis- | 
appointing daytime tune-in, plus| 
the high level of the economy, had 
just as much to do with it. 

“And it also is due in part to| 
the highly personal type of serv-| 
ice in which radio continues to| 
excel. Nobody can touch us for| 
good music and news, public serv-| 
ice, information about what your| 
government is doing in Washing- | 
ton, or what is happening on the| 
local scene. 


s “Of course, nobody can touch}! 
us for bad music, either, but the 
beauty about that is you can al- 
ways tune in something else. In 
any decent size market in the 
country, the listener is given abun- 
dant choice—again a personal af- 
fair—between rock ‘n’ roll, the | 
classics, music from the Broadway 
shows, or a wide range in between. 

“I am convinced that radio’s 
spread—to the bathroom, the kit- 
chen, the patio, the garage, the 
dairy barn, the study, the play- 
room—is a direct result of its high- 
ly personal service. This is reflect- 
ed in sales of sets, which in 1956 
reached an alltime level of more 
than 8,000,000 receivers, according 
to RETMA, compared with just 
under 7,000,000 sets the year be- 
fore. 

“The fact that most of these 
were small—in many cases port- 
able—sets only serves to re-em- 
phasize my point that people want 
a radio set near them at any time 
of the day or night. 


s “While all this was going on in 
the field of home radio, numbers 
of receivers and automotive listen- 
ing continued to mount. No matter 
what research service you use, it is 
apparent that automotive listening 
adds between 20% and 25% to the 
total listening audience—a valu- 
able adjunct to the already wide, 
as well as deep, audience dimen- 
sion that still delivers for radio the 
lowest cost and most efficient sell- 
ing impressions in all advertising. 

“In any discussion of the devel- 
opment of markets, it is obvious 
that far and away the greatest 
emphasis must be given to the tre- 
mendous—almost volcanic—erup- 
tion of suburbanization. The great- 
est challenge to our distribution 
ystem of the future lies in its abil- 
ity to deal with a migratory phe- 
nomenon that pales anything com- 
pared to it in history. These are 


manifestations of the signal change 


south of Washington, D. C., has 
become one vast and continuous 
suburban area. Highway 1, from 
Bridgeport to the Bronx-White- 
stone bridge, has become a bazaar 
of integrated residential communi- 
ties, each with its local shopping 
center. 

“In the New York area proper, 
the county in which I live—Nassau 
—is now the second most populous 
county in New York, outstripping 
Kings and Queens. Our chief prob- 
lem at the moment is how to cope 
with growing traffic and growing 
residential congestion. 

“Further south, Philadelphia 
blends into Chester and Chester 
into Wilmington. Again, Highway 
1 is dotted with blossoming resi- 
dential areas, constantly adding 


smartly styled shopping centers 


that include branches of the down-| 


town stores of the nearest metro- 
politan center. 


s “In such a scene, if such sweep- 
ing and rapid changes present a 
tremendous distribution problem 
they present to an even greate 
degree, staggering advertising 
problems. And almost the only 
economical communications an- 
swer is umbrella radio. 

“A number of years ago, when 
I was on active duty with the 
Navy, doing some special work 
with the industrial incentive divi- 
sion, we very quickiy decided to 
place heavy emphasis on radio. 
This was not only because 96% of 
all homes have a radio in working 
condition, but also because our 
surveys revealed that when fami- 
lies moved into defense plant areas 


for employment, they quite easily 


|established their favorite radio 
| programs and stations within a 
matter of hours. It was often 
weeks or months before they es- 
tablished regular reading habits 
with unfamiliar newspapers. 

“If that was true then, it must 
be to a greater degree true now. 
And since the newspapers offer 
the only other means of regular 
communication to these newly 
created homes of our nation, they 
must be considered the only other 
important advertising way to reach 
these people. 


s “I do not wishtto make this a 
competitive pitch against newspa- 
per advertising as such, but rather 
to call attention to some already 
published data. Even in already 
|established communities, only two 
out of three U. S. families receive 


153 


a metropolitan daily newspaper. 
“And as RAB pointed out, ‘In- 
icomplete newspaper penetration 
lis most critical where the super- 
\markets are putting their big- 
gest new investments—the sub- 
urbs. Even the circulations of the 
| outstanding dailies in the top cities 
\drop off 20% in this important 
|marketing area.’ 
| “Another new horizon in mar- 
|kets is the confidence shown in 
our economic future by the an- 
nounced plans of business for ex- 
pansion and diversification. . . 
“Almost daily there is news of 
the entry of big companies into 
diversified fields—Hamilton Watch 
into electronics—Procter & Gam- 
ble into new food fields—distillers 
into antibiotics—chemical compa- 
nies into fabrics, and many 
more.” e 


Though 10th among cit 
per family, we rank 7th 
same cities. So whateve 


in the living places and living 
habits of our people, and these 


changes, in turn, mean changes in | 


buying habits. 


| 
s “The New York Times, just a} 
short time ago, completed a series | 


of articles which, among other 
things, pointed out that the eastern | 
seaboard, from north of Boston to} 


Chicago. It’s a point we 


* Sales Management, Survey of Buying Powe 


@ Plain to see, folks here are sitting in the lap of luxury. 
In fact, Indianapolis is hailed as Indiana’s “boom town” 
in the latest annual report of the Federal Reserve Bank of 


ll-taken. Our average income per 


family is a comfortable 39.3% above the national average.* 


ies of 600,000 in average income 
in retail sales per capita in these 


‘r you're selling — from chairs to 
chinaware — profit from these important advantages 
offered by the Indianapolis market: 


KELLY-SMITH COMPANY ~ NATIONAL REPRESENTATIVES 


f, May 10, 1956 


they Buy More because they Have More! 


> It’s Bic. 
> It's STEADY. . 


. a balance between industry and agri- 


culture that assures a stable market. 


> You get SaruratTion Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 


counties in The Indianapolis Star and The Indianapolis 


News. Write for complete market 


and circulation data 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 
‘Nolan, -= a 
Okay 
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Cyanamid Ads Helped Boost Sales 
of Melamine Dishes 640% Since ‘50 


Ads by Fabricators, 
Retailers Added to Effect 
of Melmac Promotion 


New York, April 23—Plastic 
dishes have become a major retail 
item all over the U. S.—a develop- 
ment that has come about since the 
end of World War II. Total 1956 
dollar sales volume of the mela- 
mine dinnerware 
$64,000,000. 

The story is one of how adver- 
tising and merchandising has sold 


industry was| 


mine dinnerware for the Navy. 
The Navy was concerned about 
wholesale shattering of dinnerware 
whenever ships fired salvos. 
Encouraged by the success of its 
product under severe use condi- 
tions, when the war ended the 
company decided to introduce its 
melamine dinnerware to the civil- 
ian market. Immediately it ran in- 
to obstacles. China departments in 
department stores insisted the plas- 
ltic product wasn’t china, and 
housewares departments were 
skeptical about its appeal to house- 


a product which retailers resisted | W!V€S. 

and which consumers knew noth-| 

ing about. |# American Cyanamid developed a 
It goes back to the war years, | special sales formula. As described 

when the plastics and resins divi-|by E. K. Hunt, sales manager of 

sion of American Cyanamid Co. | the plastics and resins division, it | 

developed break-resistant mela-| boils down to four basic points: 


| 
e Finding, defining and develop- | 
ing markets. 


|@ Depth-surveying potential cus-| 
|tomers and their preferences. 


e Giving manufacturers and re- 
|tailers the market information and 
jadvertising and merchandising 
support that makes for sales. 
| 
| 


or 


Requirements 


e Establishing and maintaining 
rigid standards of quality control 
for customer satisfaction. 

“The Melmac quality control 
program,” Mr. Hunt points out, 
“sets standards for surface finish, 
hardness, resistance to breaking 
and other factors. American Cyan- 
amid and dinnerware manufactur- 
ers enter into cooperative agree- 
ments. By scrupulous attention to 
quality, these manufacturers get 
the right to identify their branded 
wares with the Melmac trademark. 
No others may do so. 

“Used jointly by leading manu- 
facturers with their brand names,” 
Mr. Hunt says, “Melmac remains 


Serves Management 
On Photoengraving 
And Platemaking 


Because of their importance in 
production costs and printing 
quality, photoengraving and plate- 
making articles get prime reader- 
ship by AR’s 21,000 advertising 
managers. Here are typical arti- 
cles which AR readers keep with- 
in handy reach: 


| About 


jthe dinnerware 


| pieces could be expected. 


Retailers, skeptical of the short- 
comings of plastic dishes, were told 
that this new product would sell if 


| properly promoted. The best pros- 


pects were described as under-40, 
college-educated, budget-conscious 
mothers who wanted dinnerware 
that—bright in color and modern 
in design—would be equally suit- 
able for daily meals, outdoor din- 
ing and formal occasions. 

By the time a 1956 survey was 
|made, customer product awareness 
|had increased from 1953’s one-in- 
five to an encouraging one-in- 
| three. Ownership had grown from 
|one-in-14 households to one-in- 
five. Over-all market prospects had 
increased to 80% of American 
homes—or 41,600,000 households— 
with new households forming at 
the rate of 1,000,000 a year. 

The 1956 survey, made by both 
Daniel Starch & Staff and National 
Family Opinion, disclosed that per- 
sistent advertising and merchan- 
dising were expanding markets. 
one-third of all owners 
questioned said they had received 
as gifts. One- 
fourth had made gifts of Melmac 
to others. Of the recipients, one- 
third said they had asked for Mel- 
mac. 


# In evaluating the repeat mar- 
ket, it was found that 10% of Mel- 
mac owners had purchased a sec- 
ond set. More than half were 
considering repurchases or pur- 
chases of additional sets because 
they liked the new styles. More 
than three-fourths of owners and 
more than one-half of non-owners 
said they had learned through con- 
sumer advertising of improvements 
in designs and colors of Melmac. 

In 1953, and again in 1956, find- 
ings of the surveys were reported 
to all manufacturers of Melmac 
dinnerware and were highlighted 
for retailers through advertising 
and direct mail. 

Emphasizing the Melmac stand- 
ard of quality, Cyanamid advertis- 
ing features the various manufac- 
turers’ lines and brand names. 

Leading dinnerware buyers and 
merchandising and advertising 
managers throughout the country 


“Double Value for —e the only nationally advertised 

lee , Dollars quality symbol to guide consumers 

Do's and Don'ts for Better Elec- in the purchase of melamine din- 
trotypes” | nerware.” 


“How to Use Mechanical Screens” 
“What Every Adman Should Know 
About Gravure” 
“A New Look at Magnesium” 
“Production Man Looks at News- 
paper Reproduction" 

“You Can't Reproduce That!" 


s Cyanamid promised advertising 
and merchandising support to man- 
ufacturers, and began developing 
the market with Starch surveys in 
depth. These showed, in 1953, for 
example, that sales of 500,000,000 


are contacted each spring and fall 
|by representatives of the com- 
|pany’s merchandising group, 
equipped with merchandising kits. 


The kit for the 1957 spring cam-| 


paign includes streamers, market 
survey booklets, sales training fold- 
ers, a booklet on how Melmac din- 


Sells Management 
On Photoengraving 
And Platemaking | 


Top Coverage—Top Readership 
—Top Response; AR offers all 
three to suppliers in top advertis- 
ing markets. Among leading firms 
using AR to reach buyers in the 
estimated $96,000,000 photoen- | 
graving market and the estimated | 
$33,000,000 electrotyping market 
are such names as: 


The Rapid Electrotype Co. 
Superior Engraving Company 
Chicago Engravers, Inc. 

Collins, Miller & Hutchings 

Jahn & Ollier Engraving Co. 
Thomas F. McGrath & Associates 


Pontiac Engraving & Electrotype 
Co. | 


Intaglio Service Corporation 
Laurence, Inc. 
Reilly Electrotype Company 


Whether photoengraving and plate- 
making represents your problems or 
your products—turn to AR for re- 
sults! 


Adlwoertising 
Btercquiremicats 
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‘McKesson Adds TV, 
Radio, Outdoor to 
Magazine Campaign 


New York, April 23—McKesson 
& Robbins is concentrating its 1957 
consumer drug advertising in five 
magazines—Farm Journal, Ladies’ 
Home Journal, McCall's, Progres- 
sive Farmer and Saturday Evening 
Post. 

The campaign, “involving an ex- 


sahil penditure of more than $2,000,000,” 
2 ro features b&w pages appearing once 

aie” s ° 
a month in each of the magazines. 
Po E= The following products are being 
& =F > | promoted: Kessamin, Bexel, Yo- 
Sue e |dora, Tartan, Octofen, Ora and 


: , | Ora-Fix, Utol, Neo-Aqua-Drin and 
TYPICAL AD—This typical Melmac | gurin. 


dinnerware ad features the designs 
of all manufacturers making the 
product, raw material for which is 


Each ad will carry a column 
of editorial comment by Maxine 
Davis, women’s magazine writer. 


supplied by American Cyanamid | The advertising messages are di- 
Co. Hazard Advertising Co. is the |rected to women “as the nurses, 


agency. 


nerware is made, tent cards for 
table settings, a decorative center 
piece, giant tie tags for display, 
pre-prints of advertisements, ad- 
vertising layout and copy sugges- 


tions, display ideas and logotype} 


reproductions. 


® The early question as to which 
department should or could sell 
Melmac dinnerware appears to be 
settled. Actual sales prove that, if 
properly displayed, the product 
will sell in both china and house- 
wares departments. To help con- 
sumers locate the product, Cyana- 
mid promotes the idea of setting up 
special Melmac Centers. In many 
instances, permanent centers have 
been established. 

In effect, Cyanamid carries on a 
three-fold advertising and promo- 
tion program: to help manufac- 
turers sell to retailers; to help re- 
tailers sell to consumers; and to 
help dinnerware distributors sell to 
institutions (AA, Feb. 28, '55). 

Advertising expenditures by the 
company for Melmac now amount 
to $500,000 a year. The 1957 spring 
consumer advertising schedule in- 
cludes color ads in Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal, and Life dur- 
ing April, May and June. In Cana- 
da, Chatelaine is being used in 
April and June. 

Trade advertising includes Hard- 
ware Retailer, Home Furnishings 
Daily, and Housewares Review in 
the U.S. and Home Goods Retailing 
in Canada. 

All Melmac advertising is pre- 
pared and placed by Hazard Ad- 
vertising Co. T. M. Wennergren is 
divisional advertising manager. 


® Each manufacturer also does his 
own brand advertising, and in 1956 
retailers used about 4,500,000 lines 
of newspaper advertising to pro- 
mote molded dinnerware with Mel- 


mac identification. This is estimat- | 


ed to represent an expenditure of 
well over $1,000,000. Cyanamid 
does no co-op advertising, but some 
brand manufacturers do. How 
much of this $1,000,000 is co-op 
cannot be determined. 

Cyanamid has brought out a new 
36-page booklet on “Easy Ways to 
Make Beautiful Tablesettings,” 
which is being offered through ad- 
vertising to consumers for 25¢. 


That the Cyanamid program is| 


| 


purchasing agents and _ family 
planners of the household.” The 
copy is described as “straight 


women-talk.” 


8s John Morson, head of manufac- 
turing operations of the company, 
said the month-by-month cam- 
paign is designed to develop “pub- 
lic acceptance for the entire Mc- 
Kesson line.” 

The theme line, “Better...by 
McKesson,” will appear in all of 
the ads and eventually will be in- 
corporated on McKesson labels and 
packages. 

“We will plant this idea over 
and over in our advertising and 
promotions and stay with it until 
it takes root and grows,” Mr. Mor- 
son asserted. 

In addition to this basic sched- 
ule, Kessamin and Tartan are get- 
ting support in radio and televi- 
sion. Kessamin is being promoted 
on the NBC-TV “Home” show. 
Tartan has radio-tv spots going in 
40 major markets, and during the 
summer months it will be featured 
in 24-sheet posters in every state, 
plus painted boards in high-traffic 
locations. 


® Kessamin will get supplemen- 
tary full-page space in women’s 
service publications. 

Farm Journal and The Saturday 
Evening Post will merchandise the 
entire campaign to retail druggists 
via large-space copy in business 
publications. 

Dancer-Fitzgerald-Sample is the 
agency. e 


National Tea Expands in 
Minneapolis, Denver 

National Tea Co., Chicago, plans 
a $10,000,000 expansion program 
in the Minneapolis-St Paul area, 
according to H. V. McNamara, 
president. 24 new stores, of which 
11 will be built in shopping cen- 
jters, are scheduled, and other 
stores in the Twin Cities area are 
scheduled for remodeling. 

National Tea also has completed 
preliminary negotiations for the 
acquisition of the Miller chain of 
|supermarkets in Colorado and 
Wyoming. Under the plan, Nation- 
al Tea will purchase for cash 
majority stock interest in Miller’s 
Super Markets Inc. Included are 
|28 supermarkets and the Miller 
food distribution and processing 
facilities. Mr. McNamara said upon 


getting results is shown in the dol-| completion of the acquisition the 


: |in °56, $64,000,000. 


lar sales volume of the melamine | ©°™P@ny plans to expand the Den- 


dinnerware industry since 1950, 
when the program was launched. 
In 1950 sales volume was $10,000,- 
000; in °51, $16,000,000; in '52, $20,- 


ver branch to approximately 60 
Stores in the Denver territory. 


| Industrial Group Elects 


400,000; in °53, $32,000,000; in ’54,| Fred D. Norris, account execu- 
$48,000,000; in °55 $56,000,000; and|tive, Kircher, Helton & Collett, 
e | Dayton, O., has been elected pres- 

ident of the Miami Valley Indus- 
Babcock Adds ‘Drive-In’ trial Marketers. Other officers 

A. S. Babcock & Co., San Fran-| elected include Roy B. Pleiman, 
cisco publishers’ representative, Gustau Aircraft Products, vp; 
has been appointed to represent Louis Vearhart, United Aircraft 
Drive-In in northern California Products, secretary, and Robert 
'and the Pacific Northwest. Prugh, treasurer. 
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adopt controls over roadside con-| 


Senate’s Anti-Road 


struction. 
1 Subcommittee members were 
Sign Plan Balked by | appalled at the potential cost, 


| which could run over $300,000,000 

Legal, Cost Wrangles on the basis of current estimates 

WasuincTon, /pril 23—Efforts| of the total cost for the 41,000- 
to draft federal legislation con-| mile system. 

trolling billboards along new in-| 

terstate highways have bogged for billboard 


® Initial pressure 


down in wrangles over legal is-| control came from Sen. Richard 
sues and costs. Neuberger (D.,Ore.), who has a 
Subcommittee members bill allowing the federal govern- 


have 
already rejected an initial yrepen- | ana to pay 90% of the cost of 
al by the administration to with-|easements on advertising rights 
hold a portion of the federal con-| along the right of way. 
tribution from states which fail to| During subcommittee hearings 
adopt laws confining signs and/|last month, spokesmen for the out- 
other roadside attractions to com-| door industry questioned the le- 
mercial zones. | gality of federal expenditures for 
|the purchase of easements. They 
® In rejecting this approach, Sen,|contended the protection of scenic 


A. C. SPECTORSKY, associate publisher 


of Playboy, Chicago, has been 
named to the additional post of ad- 
vertising director cf the magazine. 


He succeeds Paul Jones as ad|Gore said the committee prefers a| areas could be handled by the in- 
director. plan which “provides a carrot in- dustry voluntarily, or by state 
stead of a stock.” | officials. 
Last week Federal Highway Ad- 
Educational Broadcasters ministrator Bertram Tallamy was|@# At his press conference last 


Elect Dr. Harwood President 

Dr. Kenneth Harwood, head of 
the department of telecommunica- 
tions, University of Southern Cal- 


back with another approach, in- 
creasing the federal contribution 
by three-fourths of 1% when states 


Wednesday President Eisenhower 
indicated his doubts about the kind 
of steps the federal government 


could take. In the past he has in- 
dicated a belief that Congress 
should pass some kind of billboard 
legislation. 

Even if the Senate eventually 
agrees on a billboard measure, 
Rep. George H. Fallon (D., Md.), 
House public roads committee 
chairman, has indicated his com-| 
mittee is not prepared to consider | 
any highway legislation this year. | 


Three Cincinnati Dailies 
Boost Price from 5¢ to 7¢ 
Effective April 22, the price of 
the three Cincinnati daily news- 
papers, the morning Enquirer and 
evening Post and Times-Star, was | 
increased from 5¢ to 7¢. It was the | 
first price increase in 10 years, 
and was attributed in first-page 
announcements to the doubling of | 
newsprint costs since 1946 and sub- 
stantial increases in labor and oth- 
er production costs. Price of the 
Enquirer’s Sunday edition remains 
at 20¢. 


On April 14, a pay boost was | 


granted 600 printers on the three 


newspapers, to avert a threatened ' 


| sentative, 


155 


strike. The wage increase is $4.50 
weekly for this year, retroactive to 
Jan. 1, with another increase of $4 
weekly becoming effective next 
Jan. 1 and continuing until April 
15, 1959. 


Bonow Joins Toni Mendez 

Raysa R. Bonow, formerly with 
WFMJ, Youngstown, O., tv station, 
has joined Toni Mendez Inc., New 
York, comic strip licensing repre- 
as promotion § coordi- 
nator. 


DeMello Joins Stevens 

Jack DeMello has resigned as 
sales manager of KHVH, Honolulu 
radio station, to become an account 
executive with Larry Stevens 
Agency, Honolulu. 


MAGAZINE CLASSIFIED 
— BIGGEST — 
— BY THE MILLIONS — 
Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
9 S. CLINTON ST., CHICAGO 6, ILLINOIS 


ifornia, has been elected presiden' 
of the Assn. for Professional 
Broadcast Education. Other offic- 
ers are Robert J. McAndrews, vp, 
KBIG, Catalina, vp, and Richard 
M. Brown, general manager, KPOJ, 
Portland, Ore., secretary-treasurer. 
The association is composed jointly 
of 45 colleges and universities of- 
fering professional broadcast ed- 
ucation, and the National Assn. of 
Radio & Television Broadcasters. 

The educational group will hold 
its 1958 meeting in April in Los 
Angeles, immediately preceding 
NARTB’s convention in that city. 


IF YOU’RE OUT 
WHEN THE TIDE’S IN... 


WATCH OUT! 


‘American Legion’ Names Two 

Howard F. Parkes, formerly 
with Good Housekeeping, ha 
joined American Legion Maga- 
zine, New York, as eastern adver- 
tising manager. Richard Cook, for- 
merly with Hearst Advertising 
Service, has joined the Legion’s 
eastern sales staff. 


Koff Heads ANA Committee 

Murray Koff, advertising and 
sales promotion manager, Kessler 
division, Seagram-Distillers Co., 
New York, has been appointed 
chairman of the sales promotion 
committee of the Assn. of National 
Advertisers. 


‘Cities Service’ Dresses Up 

The Cities Service Dealer, which, 
beginning with the May issue, will 
appear as a bi-monthly instead of 
a monthly, has a new format and 
typographical dress. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item .. . We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 

\ quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED 


CLIPPING BUREAUS 

431 SOUTH STREET, DEPT. 12 
/ CHICAGO 5, ILLINOIS 

170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


* Cloth and Kanvet Fiber Banners and Pennants ¢« Mystik® Seif 


* Econo Truck Signs ¢ Booklets and Folders « Moided Piastic 


PRESS 
CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, 


Merchandising « the POINT-OF-SALE 


- Lithographed displays for indoor and outdoor use * Animated Displays 


* Mystik* Can and Bottie Holders © Mystik* Seif-Stik Labels * Squee-zei* 


your point-of-sale program. 


-Stik Displays 


CHICAGO 39 


Trademark Mystik Registered. 


Sometimes you can get in over your head before you know it. 
Take Merchandising at the point-of-sale for instance. 

If allowed to lag behind your advertising campaign, your 

whole program may be swamped. And that's where Chicago Show 
can come to the rescue. Our nation-wide organization is 
staffed with experts who have the know-how and facilities, to 
save your point-of-sale program, before it flounders. 

Backed by more than SO years’ experience serving advertisers 
large and small, we produce sales-stimulating point-of-sale 
merchandising programs that create traffic—but more 
important— pay off where it counts, at the counter. 


Let us show you how to breathe new life into 
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THE 


LANDING 


STRIP \ 


as seen by 
JOHN BURGOYNE 


The trends in cigarette advertising 

have gotten under our skin lately, to | 
the extent that we went down to the 

taxidermist last week to see couldn't 

we get a weasel tattooed on our right | 
hand. We smoke a certain brand of | 
flip-top cigarettes, you understand, | 
and, somehow, we don’t feel right 

with just a plain expanse of bare 

skin sticking out under our cuff. 


Unless a feller has a ship under 
full sail or his mother-in-law 
skewered on a sish-ke-bab sword 
emblazoned on his mitt he’s likely 
to be considered a parvenu or 
Johnny-come-recently. If we could 
only keep our pipe lit we wouldn't 


worry about it at all, but you know 
how windy it gets around here some- | 
times. : | 

s+ @ @ 
Do you like cream in your coffee? | 
A manufacturer we know did, but | 
he found that it was hard for a lot of 
people to keep cream fresh because 
they didn’t use it that often. He made 
a powdered product that keeps in- | 
definitely and creams the coffee. He 
wanted to know whether hot weather 
(a notorious cream spoiler) affected | 
his sales materially. He called Bur- | 
goyne and asked him to find out. 

Burgoyne kicked off a survey in 

Dayton, Grand Rapids and Omaha 
and got the goods on the sales. That | 
gave our boy the info he needed in 
time for the hot months ahead. 


| 
| 


x * * | 


A look at his wife’s stringy hair 
convinced a cosmetic maker that his 
advertising wasn’t reaching everyone | 
it should. He decided to begin a new 
ad campaign, got hold of his agency 
and set the wheels a-rollin’. Then he 
wanted to test the results, and quick. 
So he got on the horn and called 
Burgoyne. The latter put his research | 
boys to work in Roanoke, Rockford | 
and South Bend, where test market | 
operations were being conducted, 
and the reports started rolling in. 
Sales were zooming. So, on with the 
ad campaign, and now even his 
wife’s hair looks pretty good. 


x** * 


Lift it off the hook and call for | 


John Burgoyne when its the facts 
you're after. He'll come a-runnin’. 


cantar fs one firmer ive 


Advertising We Can Do Without... No. 11 


ARM, nd kde: ine. 


Under the same hip and 


8 as Bible Distributors and International Book Company 


324 NORTH MARKET STREET . POST OFFICE BOX 114 


WICHITA 1, KANSAS 


We are fortunate in being able to offer you the newest, and what is sure to be the most 
wanted household electrical appliance on the market —at a v vi 


As you may know, our company has many nation- 
manufacturing fields. Through one of these 
superior new product that was just being in 
electrical merchandise and utensils. 


wide contacts in marketing and 
contacts, we recently learned of an amazing and 
troduced by a prominent Wisconsin manufacturer of 


Then we sat down for a heart-to-heart talk with the head of the manufacturer's sales 
organization. We found that he had some strongly held ideas about the sale of this exceptional 
product. He felt — and we agreed with him — that it should be sold only through legitimate outlets 
He believed that, unlike some appliances today, it should never be knowingly offered through the 
so-called “discount houses” or other questionable vendors. To set up a clean-cut sales pattern, he 
had established a retail price that frankly seemed very low io us — considering the high quality 
and the great usefulness of his excellent product. 


2 ge ey A ME OT 


We showed him that because of our direct-to-you selling methods, he would cut out many of 
the usual costs of marketing — the expensive magazine and newspaper advertising, salaries and 


expenses of store d 3, to people, and similar costs. We told him 
plainly that we felt YOU were entitled to share in his savings. ys 


As a result, the manufacturer agreed on a special deal that brings you a full 25°% saving 


from the nationally established price of this outstanding product. He insists on our making one 
point clear. This is NOT a “discount,” in the sense that some items are offered at less than usual 
prices today. It is an offer made only to you and your friends, as Preferred Customers of our 
Family Honor Plan. The product is worth every penny of its normal established price — and 
more. The 25% saving is your extra reward for buying direct from us, rather than through more 
costly channels of distribution. ; 


BIG DEAL—Direct mail piece filled with derogatory statements about 
retailers and discount houses, “expensive magazine and newspaper 
advertising,” “commissions to salespeople,” etc., plus a 25% off deal 
“made only to you and your friends, as preferred customers of our 
Family Honor Plan.” First indication of the recipient of this mailing 
piece that he was a “preferred customer,” and his first knowledge 
that a “Family Honor Plan” existed, came with receipt of this 
mailing. 


West, 54th annual convention, Hawalian 
Village, Honolulu. 

June 28-30. Northwest Daily Press Assn., 
}summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn. 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
| San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Aug. 15-16. Second 
seminar for business 
Beach Hotel, Chicago 

Aug. 28-31. Affiliated Advertising Agen- 


Coming 


Conventions 


*Indicates first listing in this column. 

*May 1. Marquette University College of 
Business Administration, third annual ad- 
vertising conference, Milwaukee 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 


circulation 
Edgewater 


annual 
papers, 


: cies Network, annual meeting, Jackson, 

May 3-4. Eighth annual Advertising In- Miss | 
stitute sponsored by the Atlantic Adver- F ’ 4 ian 

tising Club, Dinkler-Plaza Hotel, Atlanta.| , 5¢Pt. ta ny Fete o oe | 
May 5-7. Magazine Publishers Assn.. | Assn. International, Sheraton Par otel, 


Washington, D.C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton | 
Park Hotel, Washington, D. C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 


The Greenbrier, White Sulphur Springs, 
W. Va. 

*May 8-10. Toiletry Merchandisers Assn., 
sixth annual convention, Americana Ho- 
tel, Miami Beach 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 


ference; University of Michigan, Ann Nov. 10-14. Outdoor Advertising Assn. | 
Arbor. of America, 60th annual convention, Jung | 
May 16-18. Southwestern Assn. of Ad-/| Hotel, New Orleans. 


vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 


Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 


Ballantine Boosts Roche | 


cations, annual spring conference, The . : j 

Homestead, Hot Springs, Va Roland F. Roche, media direc 
June 5-7. National Sales Executives,| tor of P. Ballantine & Sons, New- 

22nd annual international distribution| ark, since 1956, has been appointed | 


congress, Biltmore Hotel, Los Angeles. 

June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal 
June 24-28 


general merchandising manager 
of the brewer. He previously was 
in charge of company-owned op- 
erations of Pepsi-Cola Co. | 


BBDO Gets Pal in Canada 

The Toronto office of Batten, 
Barton, Durstine & Osborn has} 
been named to handle the Cana-| 
dian advertising of Pal Blade Co.,| 
Montreal. The agency’s New York | 
office has handled Pal blades in 
the U. S. for the past three years. 


Koeppe Joins Transport Ads_ | 

Harold R. Koeppe has been ap-| 
pointed an account executive with | 
Transport Ads, Milwaukee. He 
formerly held advertising and sales 
posts with Montgomery Ward & 
Co. and Sears, Roebuck & Co. 


Advertising Assn. of the 


| told 


‘Record 150,013,320 


Gals. of Wine Drunk 


in U.S. During 1956 


SAN Francisco, April 23—Amer- 
icans are rapidly becoming wine 
drinkers .. . much to the joy of the 
Wine Institute, which has head- 
quarters here. 

The Institute last week complet- 
ed adding up the records for 1956 
and discovered an alltime high 
consumption of wines of all types. 

Reports of government agencies 
covering both U.S. grown and for- 
eign wines show that a grand total 
of 150,013,320 gals. of wine moved 
into U.S. distribution channels last 
year, a new peak 3.32% above 
the previous high of 145,185,899 
gals. in 1955. 

The 1956 shipments were 8.35% 


Advertising Age, April 29, 1957 


|1956 figure representing 94.8% of 
the total U.S. movement. 

| What’s more, California wines 
{accounted for 82.7% of the total, 
with 12.1% being wines from oth- 
er states, and foreign wines only 
5.2%. 

| Of the total U.S. movement last 
year, 124,192,710 gals. were the 
| product of California vineyards, a 
| new record, being 1.23% above the 
previous peak year of 1946 when 
122,684,838 gals. were shipped. 

In February alone, winery ship- 
ment of California wines into U.S. 
distribution totalled 8,892,604 gals., 
less than 1% below the 8,977,963 
gals. shipped the first month of 
this year. 


® The following tables show the 
totals for 1956 as compared to 1955 
for each wine type, and the per- 
centage of gain in each category: 


U.S. Wines 

1956 1955 if % 

Gals. Gols. Gain 
Table wines 40,816,616 39,203,007 4.12 
Dessert wines 95,705,350 93,692,480 2.15 
Vermouth 3,642,288 3,427,672 6.26 
Sparkling wines 2,029,476 1,704,667 19.05 

Foreign Wines 

1956 1955 % 

Gals. Gols. Gain 
Table wines 3,834,365 3,455,257 10.97 
Dessert wines 970,555 923,531 5.09 
Vermouth 2,265,885 2,092,297 8.30 
Sparkling wines 2,029,476 1,704,667 19.05 


higher than the 5-year (1951-1955) 
average and 108.13% above the 
1936-40 average. 


# Shipments of wines commer- 
cially produced in the U.S. jumped 
from 138,027,826 gals. in 1955 to 
142,193,730 gals. for 1956, with the 


Figures for the past 20 years 
show a consistent rise in shipments 
lof U.S. wines from the 1936-40 
average of 68,410,110 gals. to the 
jlatest figure of 142,193,730 gals. 
Shipments of foreign wines range 
during the same 20 year period 
from the low of 3,490,616 gals. to 
the 1956 gallonage of 7,819,590. e 


Frozen Food Sales 
Grew 35% in 1956, 
Packers Are Told 


New York, April 23—Sales of 
prepared frozen foods increased 
35% last year, E. W. Williams, 
publisher of Quick Frozen Foods, 
the Eastern Frosted Foods 
Assn. last week. 

More than 400 packers now put 
up prepared foods, and they do a 
$700,000,000 business, he said. 

“This year 400,000,000 pot pies 
are expected to be sold, with 50,- 
000,000 prepared dinners or meals, 


| 60,000,000 to 70,000,000 fruit pies, 


more than 320,000,000 Ibs. of fro- 
zen potato products, 70,000,000 lbs. 
of fish sticks, plus many an ether 
item. 

“The nationality food market, 
too, is growing, and today more 
than $80,000,000 worth of Italian, 


| Chinese, Mexican, Jewish and oth- 


er nationality dishes are sold in 
frozen form,” he said. 


s Earl French, president of the 
association, told the group, “There 
will be a welcome and profitable 
change in agricultural production 
as these new foods gain in popu- 
larity. Profit crops for farmers, 
such as luxury vegetables, are be- 
ing vastly increased. Entirely new 


crops, such as Chinese vegetables, 
will become major products. Pres- 
ent surplus crop acreage is already 
being converted to this new type 
of production.” ° 


FTC Hits Bostwick Ads 

The Federal Trade Commission 
has started a $5,000 action against 
Bostwick Laboratories, Bridgeport, 
for allegedly disregarding a 1953 
FTC order to give up “deceptive” 
advertising and “unfair’’ methods 
of competition. The stop order was 
aimed at claims for the company’s 
insecticides. 
| McGraw-Hill Division Moves 
| The Atlantic district sales divi- 
jsion of McGraw-Hill Publishing 
Co. has been moved to 500 Fifth 
|Ave., New York. The move has 
been made to facilitate operations 
of the division and because of lack 
of adequate space in the McGraw- 
Hill Bldg. for the division’s ex- 
pansion. 


Agency Changes Name 

Powell & Schoenbrod Advertis- 
ing, Chicago, has changed its cor- 
| porate name to Powell, Schoen- 
|brod & Hall Advertising. Princi- 
pals and officers remain the same. 
| Herbert S. Hall is vp and radio-tv 
director. 


THE 


INFLUENTIAL 


IS 
COMING 
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FCC Subpoenas 7 
Film Packagers 
Who Balk at Quiz 


(Continued from Page 1) 


its demands for the information at| 


least one of the packagers took the 
position that he would go to court 
to determine whether FCC can re- 
quire packagers, who are not ordi- 
narily subject to its jurisdiction, to 
provide information of this kind. 


® Members of the network study 
staff have taken the position that 
detailed information about pro- 
gram packagers is necessary for 
the completion of a truly complete 
study of the operations of the tv 
industry. In past discussions, staff 
personnel have argued this way: 
“We are being asked by these pro- 
gram packagers to recommend im- 
portant restrictions on the opera- 
tions of the networks. We are 
getting much of this same kind of 
information from the networks. 
How can these program packagers 
expect us to reach any conclusions 
unless we have full information 


about the operations on non-net-| 


work program sources so that we 
can be sure that our conclusions 
are based on solid information?” 


s Since the program packagers are 
expected to contest the validity of 
the, FCC subpoenas, the revolt 
against the network study group 
questionnaires is expected to throw 
the timetable for completion of the 
network rule study out of gear. 
One film packager predicted it 
might take at least a year before 
the federal courts dispose of the 


litigation which will be triggered | 


as a result of the commission's de- 
cision to apply force. Until now 
FCC has proceeded on the assump- 
tion that the study group’s work 
could be finished by June 30 of this 
year. 


® Some indication of the nature of 
this resistance should unfold by 
mid-week. It could come in one 
of three ways: 

1. A petition directly to the com- 
mission to reconsider the subpoe- 
nas 

2. An appeal for federal courts to 
intervene. 

3. By turning up at the hearing 
Wednesday without the informa- 
tion demanded in the subpoena. 

In the event the commission re- 
jected a petition to reconsider the 
subpoena, the packagers could then 
go into federal court with a de- 
mand that the commission justify 
its right to demand the detailed 
information it is seeking. 


® The questionnaire involved in 
the controversy was mailed on Dec. 
20, 1956, to a list of about 200 pro- 
gram packagers, with a Feb. 6 
deadline for reply. According to 
FCC sources, most packagers met 
the deadline but the seven big 
companies cited today sought addi- 
tional time. On the basis of subse- 
quent conferences FCC reached the 
conclusion that the companies 
would not voluntarily provide all 
the information. 

The questionnaire is divided into 
four main parts. The first three 
parts explore activities of the com- 
pany in the production of films for 
networks, for non-network distri- 
bution and in the distribution of 
theatrical film. Part four seeks to 
determine whether the packager 
has information of instances where 
privately produced programs were 
denied network time to clear the 
way for network-owned programs, 
or programs in which networks had 
a participating interest. 


® In its study of programs pro- 
duced for network use, the study 
group questionnaire included a re- 


the line costs, and average cost per | 
| episode for each program produced | 
|during the past five seasons. It} 
| asked for a list of all sources con- | 
| tributing financially to the produc- 
tion of programs, together with the 
extent of profit sharing, re-run, | 
merchandising and other rights 
granted to such source. Elsewhere 
in the questionnaire, packagers 
were asked to report gross price 
for each series. 

Some of the most complex in- 
formation was sought in the sec- 
tion devoted to non-network pro- 
grams. For all programs produced | 
during the past five seasons, pack- | 
|agers were required to report, | 
lamong other things, number of 
markets where each was exhibited, 
gross billings, and details of all| 
|exclusivity arrangements. For the 
five biggest programs in each of 
the five seasons, the packer was | 
asked to give station, time and 
price in each of 239 markets. 


s In regard to theatrical film the| 
study group sought information| 
about sale of packages to networks, 
network owned-and-operated sta- 
tions, non-network multi-market | 
sales, and sales to single stations, 


| with gross billings for each pack- 


age. 
| In its search for information 
jabout instances where packagers 


|lost out to network-owned pro- 
|grams, FCC asked for instances 
| where the packager’s program had 
been replaced by a program spon- 
sored by the same advertiser in| 
which the network had acquired a 
financial interest. FCC also asked 
| for instances where networks 
sought a profit sharing or financial 
|interest in a package, or where a 
package show purchased by an ad- 
vertiser failed to obtain network | 
clearance. ° 


Trading Stamps 


Violate Securities 
Act, Says Food Chain 


| (Continued from Page 1) 
quires eight to 12 months before| 


jredeeming stamps. Therefore, 
|stamp companies have uncon- 
|trolled, unregulated monies at 


|their disposal.” 

The complaint was filed by Un- 
\terberg & Unterberg, special coun- 
sel of Food Industry Alliance. Har- 
old Unterberg, who is also attorney 
and secretary of Associated Food 
Stores Cooperative, a member of 
FIA, told ADVERTISING AGE that 
the alliance, a local association of 
about 25 members that operate 
about 2,000 supermarkets in the 
|Greater New York area, has been 
in existence about four years. Sales 
| volume of members’ stores in 1956, 
he said, was $436,000,000. 


es Many of the individual mem- 
| bers, he said, have used, and some 
|are still using, trading stamps “to 
|meet local competition.”” Mr. Un- 
| terberg estimated that members of 
|the alliance in 1956 did about $1,- 
| 500,000 worth of business in trad- 
ing stamps. 

Sperry & Hutchinson Co., largest 
national trading stamp operator, 
reacted quickly to the FIA attack. 
William S. Beinecke, vp and gen- 
eral counsel of the company, issued 
a special statement in which he 
characterized the complaint as 
“the sheerest kind of nonsense. | 

“It is just another in a series 
of attacks which have no regard 
for merit, but are merely designed 
to provide grist to the publicity 
mill of powerful commercial op- 
|ponents,” he said. 


s “As a matter of fact,” he added, 
| “when some earlier ingenious op- 
ponent of trading stamps tried pre- 
|cisely this attack under the ‘Blue| 
|Sky Laws’ in Oregon back in 1948, 
jthe supreme court of that state 
jin throwing the case out said, in 
\January, 1951: ‘It is very clear 


quest for above the line and below} » 


| 
| that 
| securities, 
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REAL COO\t—Kraft Foods Co. will 


promote its new orange, grape and 
fruit punch drinks in Sunday 
comics sections and tv starting 
about mid-May. Needham, Louis & 
Brorby, Chicago, is the agency. 


in writing the definition of 

the legislature had in 

mind no such absurd results’.” 
Another development this week 


on the trading stamp front was 


|}an announcement by Penn Fruit 


Co., Philadelphia, that, effective 
May 4, it will discontinue issuing 
Top Value trading stamps in Al- 
lentown, Pa., Trenton, N. J., and 
Wilmington, Del. Stamps will be 
continued, however, in 38 other 
Penn Fruit supermarkets, most of 


‘Newspaper 
of 30% Seen by Steele 


(Continued from Page 1) 
troduce new publishing processes, 
are “encountering resistance from 


(see story on Page 26). 


@ Newspaper advertisers were 
| warned by Mr. Steele that “major 
increases in advertising rates of as 
much as 30% will be required to 
meet ever ascending costs. Cut lin- 
| age could result, undoubtedly,” he 
said. “But the relative impact of 
| each advertising message will re- 
main as it is today. 

“Newspapers,” he added, “are 
|the most effective means of mov- 
ing merchandise in existence. If 
the cost of producing and distribut- 
ing newspapers rises, as it has, 
then these increases must be ab- 


|sorbed by the people who profit | 


He called on publishers to “face | 


oe e newspaper advertising.” 


|the problem of rising costs realis- 
tically and stop selling too much 
for too little.” 


® Separate meetings of executives 
from newspapers with various cir- 
culation levels were marked by 
discussions on price-per-copy. 


|e Philip S. Weld of the Times, 
| Gloucester, Mass., told the under- 
10,000 circulation group, “A year 
from now most of us will recognize 
the nickel newspapers as as much 


of a thing of the past as the 5¢| 


| phone call or the penny postcard.” 


|}@ David B. Lindsay Jr., of the 
| Herald Tribune & Journal, Sara- 
sota, Fla., told the 10,000-to-50,000 
circulation group that per-copy 
| boosts to 6¢, 7¢ or 10¢ have con- 
| Stituted “a concrete answer” to 
| the inflationary problems faced by 
j the newspapers that raised their 
prices. 

“Their experience,” he added, 
“will be of great interest to those 
of us who make up the remaining 
78% of publishers who have 
watched our price deflate to half 
that of a local phone call or a soft 
drink.” 


e The threat of higher newspaper 


costs was stressed by John W. 
Sweeterman, general manager of 


some short-sighted labor unions” | 
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Rate Hikes 


However, the report continued, 
“newspapers should not be ex- 
pected to pay public service, public 
policy or political costs of operat- 
ing the Post Office Department, as 
reflected arbitrarily in the cost as- 
certainment reports. No business 
operating for profit would ever 
maintain all of the approximately 
38,000 post offices now existing in 
the U. S.” 

The ANPA also went on record 
as opposing “any provisions of any 
rate bill which add more excep- 
tions from payment of full second- 
class rates.” 

In this connection, it cited pend- 
ing postal measures which would 
exempt “from any increase all 
daily, weekly or semi-weekly 
|mewspapers having ‘press run’ of 
5,000 copies or less” and also “non- 
profit religious, educational, sci- 
entific, philanthropic, agricultural, 
labor or fraternal publications.” 


® The convention brought out 
some opposition to an ANPA pro- 
| posal to standardize column widths 
at 11 picas, with three-point col- 
umn rules. Smaller newspapers 
said that while narrower columns 
helped cut down on newsprint use, 
resulting printing problems caused 
other costs to go up. 

“For the sake of the future of 
newspapers,” said Talbot Patrick, 
| of the Herald, Rock Hill, S. C., “we 
would be better off if we consid- 
ered going back to the 12-pica col- 
umn width. Though the advertis- 
ers furnish the biggest slice of the 
money that comes into our tills, it 
|comes in only because of our ap- 
peal to the reader, which should 
always come ahead of the appeal to 
the advertiser. And if we make it 
| harder for the reader [to read the 
newspaper], our space will even- 
tually be worth that much less to 
the advertiser.” 


be Cranston Williams, ANPA gen- 
|}eral manager, denied there was 
any compulsion on ANPA member 
| Papers to adopt a standard width. 


But some publishers declared 
they’d come under advertising 
agency pressure to make the nar- 
rower column standard. These 


which are in the Philadelphia area.| the Washington Post & Times Her- publishers indicated they have a 
In making the announcement, | ld. “We will be printing newspa- choice of eliminating their papers 


the company said: “The essential 
appeal of all promotional plans 
is novelty, and we wish to be free 
to experiment with other promo- 
tional forms in these areas to 
maintain maximum customer in- 


| pers in greater numbers than ever 
before,” he said. “‘We must face the 
fact that we will be doing so on 
higher-cost newsprint and with 
| higher-cost man hours.” 


from some advertising schedules 
| or spending more for equipment to 
make the switch to 11 picas. 
Proponents of standard width 
were Mark Ferree, of Scripps- 
Howard Newspapers; Irwin Maier, 


terest. We have increased our ad-|® One report to the convention | of the Milwaukee Journal; G. Gor- 


vertising space, and special pro- 
motions under way in these areas.” 
A company official said that 


line will be able to “work some- 
thing out with store managers” in 
the affected areas. In addition, re- 
demption centers will remain open 
indefinitely, he said. 


Schick Extends Free Lady 


Shaver Offer to May 15 

Schick Inc., Lancaster, Pa., has 
announced the offer of a free Lady 
Schick electric shaver with the 
purchase of a man’s Schick 25 
shaver will be extended through 
May 15. Original deadline of the 


free offer was April 30. Paul G.| 


Garrity, Schick vp of sales, said 
the move was made to allow con- 
sumers to take advantage of shop- 
ping for Mother’s Day. Notices au- 


| thorizing the extension are being 


mailed to 50,000 dealers. Certifi- 


cates for a free Lady Schick which | 
| have an April 30 date will be good 


if mailed on or before May 15. 
The offer is being extensively 
advertised in a national campaign 
over leading radio stations with as 
many as 125 announcements used 
in a 10-day period in key markets. 


pointed out that a year has passed 
}since anti-trust legislation was 
| ended by the entry of a decree 


| granting or refusing credit ratings 
to advertising agencies applying 
therefor. 

“The ANPA,” said the report, 
|“has maintained its credit service 


e|to its members during the past|97@m, Holyoke, Mass., 


| vear and will continue to do so in 

the future. The ANPA serves no 
| one in this field but its own mem- 
bers, and all credit information 
disseminated by the ANPA is dis- 
seminated in confidence.” 

Since last April, the ANPA has 
granted credit ratings to 69 agen- 
cies out of 117 applicants, the re- 
| port added. Credit rating was end- 
ed on 52 agencies—31 of these dis- 
solved or merged, 18 failed to meet 
criteria or failed to supply current 
financial statements, and three 
agencies are no longer active. 

As a result, agencies with ANPA 
credit ratings have increased from 
last year’s total of 1,057 to 1,074 
this year. 


s The postal committee told the 

convention that the ANPA “con- 

tinues to stand on the principle 

that newspapers want to pay their 
| way” and “want no subsidy.” 


don Strong, of Brush-Moore News- 
|papers; J. Harold Mintun, of the 
| Pittsburgh Press, and Eldon Rohr- 


| stamp savers who are caught short | which “spelled out the criteria for | 5°", of Tatham-Laird. 
|of a full book by the May 4 dead- 


\s In its final session, the ANPA 
junanimously reelected its current 
|slate of officers. They are William 
Dwight, of the Transcript-Tele- 
president; 
|D. Tennant Bryan, Richmond News 
Leader & Times-Dispatch, vp; Wal- 
ter J. Blackburn, Free Press, Lon- 
don, Ont., secretary, and Mark 
Ferree, Scripps-Howard Newspa- 
pers, New York, treasurer. 

J. Hale Steinman, of the Intel- 
ligencer Journal and New Era, 
Lancaster, Pa., was named to fill 
the expired term of the late Rich- 
ard W. Slocum as an ANPA direc- 
tor. Other directors include Chesser 
M. Campbell, of the Chicago Trib- 


une; Louis A. Weil Jr., of the 
Grand Rapids Herald; Irwin Maier, 
\of the Milwaukee Journal, and 


Gene Robb, of the Albany-Times- 
Union. . 


Silverstein Joins Siesel 

D. William Silverstein, formerly 
account supervisor with Atlantic 
Advertising Co., has joined Harold 
| J. Siesel Co., New York, as vp and 
imedia director. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


36,916 


HELP WANTED 


HELP WANTED 


“COPYWRITER” 
Retail, mail order experience, ready for 
executive advertising position leading to 
5-figure income. Must be strong on sales 
promotion in hard lines, auto supplies, 
hardware, with ability to organize and 
direct layout and copy preparation for 
cataloging for large mail order company. 
Exceptional opportunity, superior bene- 
fits, excellent working conditions. State 
age, salary, experience first letter 
Box 9400, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 

ADVERTISING PRODUCTION 

AND TRAFFIC MGR. 

for newsmagazine Knowledge offset 
Some Spanish necessary. Minimum 2 yrs 
experience. Salary open. N.Y.C. location 

Box 9550, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
AD AGENCY SEEKS COPYWRITER—a 
capable producer of high-caliber adver- 
tising for widely varied accounts. To the 
right man, we offer a real opportunity to 
advance rapidly from a starting salary of 
no less than $7,000 in an agency with an 
outstanding history of growth in a 
community where better living is more 
than just a promise and costs a lot less 
Send complete resume in confidence 

Box 9542, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Write | 


| plies confidential 


Strong Western newspaper operation 
wants established New York representa- 
tive. Prefer young, aggressive organiza- 
tion who can really sell advertising. Reply 
Box 9540, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS - PUBLICITY 
Top opportunity 
cago PR agency. Needs man with initia- 
tive, industrial PR-publicity 
creative ability, and some production ex- 
perience for sales promotion. Unlimited 
future for right man. Decision soon. Re- 
Salary based on expe- 
rience. Send resume and full particulars 
to: Box 9539, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 7-2255 
SPACE SALESMAN 


| You are making $10-$12,000 selling top in- 


dustrial accounts. Given the opportunity 
as Manager, you know you could earn 
much more. We are an established, high- 
ly regarded business publication in NYC 
We have an unusual potential and are 


| prepared to share it with an aggressive, 


| capable, 
|and inspire 


MOLENE | 
Editors Public Relations 
Copywriters Advtg. Managers 
Artists Media Production Service 
“all is grist which comes to our mill” 


Andover 3 4424-105 W. Adams St.-Chgo. 3) 


ADVERTISING MANAGER 
Large consumer service organization op- 
erating chain of offices nationally has 
immediate opening for advertising man- 
ager in Washington, D.C. home office 
Heavy experience newspaper, radio, di- 
rect mail; sound background in 
layout, art. Send complete resume 
salary requirements to 
Box 9537, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


copy, | 
and | 


sales executive who can direct 
our sales force. Our organi- 
zation knows of this ad and will welcome 
you 

Box 9556, ADVERTISING AGE 
480 Lexington Ave., New York 17, 

COPY/CLIENT 

agency - AE, under 30, who 


N.Y 


For small 
likes: 

1. To hunt &/or fish 

2. Upstate New York 

%. To write copy - industrial 
sumer accounts (no retail) 

4. To participate in ownership 
Write, giving past experience, age, salary 
expected to: 

Box 9538, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y 


& 


con- 


} 15 


POSITIONS WANTED 


Advertising Age, April 29, 1957 


BUSINESS OPPORTUNITIES ' 


AGENCY PRODUCTION MANAGER 
WANTS NEW JOB! 
years production experience with a 
medium-size New York agency, thor- 
oughly capable production 
would like new job 
Box 9423, ADVERTISING AGE 
430 Lexington Ave., New York 17, N. Y. 


ADVERTISING-SALES PROMOTION 


7 yrs. hard goods experience in Sales 
Prom. & Product Adv. (media, Prod.) 
|} over million dollar budgets, seeks more 


with fast-moving Chi- | 


know-how, | 


| another publication 


challenging position with top company. 
Box 9089, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SPACE SALESMAN 10 years exp., Chica- 


go area, married, age 39, good record, 
25° travel, wants future 
Box 9404, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MAN—TYPE DIRECTOR 
Philosophy: Yes, It Can Be Done! 

20 years practical graphic arts production 
experience. With present firm 9 years. 
Control expert on engravings, lithography 
and letterpress. Wants challenging change 
Box 9155, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
N. ¥. PUBLISHERS REPRESENTATIVE 
Top executive - ten years experience con- 
tacting accounts & agencies in N.Y. met- 
ropolitan area for leading publications 
can devote 50% of his time representing 
In event volume is 
sufficient can arrange to devote full time. 


| Heavy food and industrial background. 


Box 9546, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
EXECUTIVE POSITION WANTED BY 
COMPETENT ADVERTISING WOMAN 
Advertising gal, in thirties, now making 
$9,000, wants responsible agency, editorial, 
or advertising manager job. Strong on 
copy, layout, planning and administrative 
duties and in magazine, book club, and 
direct mail work. Extremely versatile 
background with agency, publishing, and 
free-lance experience 
Box 9545, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Copy - Contact - A.E. 7 


years of 


manager 


| thing 


indus- | 


trials and pharmaceuticals, fine creative | 


record, needs more _ responsibility 
money Young, personable, trained 
free-associate in billable ideas 
Box 9544, ADVERTISING AGE 
480 Lexington Ave., New York 17, N 
PUBLISHERS REPRESENTATIVE 
Years of trade paper space selling experi- 
ence plus good agency contacts covering 
Middle Atlantic & New England States. 
Box 9543, ADVERTISING AGE 
480 Lexington Ave., New York 17, N 


to 


Y. 


Y 


ARTIST 
Exp'd line/half-tone drawings of screws, 
nuts, bolts, etc. for free lance work 
Box 9548, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Help Wanted. Experienced circulation 
man who knows ABC, direct mail pro- 
motion, newsstand sales, direct selling, 
and what makes farmers buy. Midwest 
location. Give full details of background 
and experience 
Bo« 9541, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| FiLM SALESMAN—Wanted by well-es- 
|} tablished and successful Chicago producer 
of television commercials and industrial 
films. Writing ability desirable but not 
requisite. Write qualifications to 
Box 9553, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARTIST WANTED 
|Top Michigan Ave. advertising art studio 
wants excellent, thoroughly experienced 
layout man. Work on nationally-known 
accounts. Best working conditions. Salary 
based on experience 
Swan Studios, 540 N. Michigan Ave., 
Chicago 11, Ill. Delaware 7-6133 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


CREATIVE ART DIRECTOR 


To supervise two other artists in ad- 
vertising department of West Los 
Angeles, Calif. manufacturer of 
packaged consumer goods. Experi- 
enced in sales promotion literature 
and point-of-purchase dimensional 
displays. Unlimited opportunity for 
creative expression with young pro- 


gressive company, largest in its 
field, with tremendous record of 
growth. We're looking for someone 


who can justify $150 a week, but if 
you're used to making more we're 


willing to talk. Send résumé to 
Box 568 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


“ Attention 


Publishers 
West Coast Rep. 


Now has room for addi- 
tiona! publication seek 
ing better coverage in 
e West. Ten years in 
publishing on 
coast Excellent 
record on both con- 
sumer and trade maga- 
zines 


Write: Jules E. Thompson 
681 Market St., San Francisco 5 
Phone: DOuglas 2-8547 


neg 


| Creative writer, 34, 


and | 


COPYWRITER: Words like music: Ideas | 


with the versatility of a Van Doren. 
Ben Sokoloff 
260 Riverside Drive, New York 25, N. Y. 
CANADIAN 
Experienced A/E handling major ac- 
counts with top Canadian agency would 
like to establish in N.Y. University edu- 
cation, married; Age 31; 7 yrs. experience 
Box 9551, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
freelance (science, 
lit.), 5 yrs. edit., wants creative copy, all 
ready, any time. Bob Hunter, 705 Crown 


| St., Morrisville, Pennsylvania 


IND. SPACE SALESMAN: 44, married, 15 
years exp. Past two years covered Ohio 
Western Pa., upstate N.Y. Handled 3 engi- 
neering books. Previously headquartered 
Chgo. Base $10,000 and, or comm. ar- 
rangement. Will relocate 
Box 9547, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Free Lance Public Relations woman, with 
varied product experience, is looking for 
the firm which needs a Public Relations 
dept., but doesn’t feel like adding to their 
staff. 


Box 9552, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING EXECUTIVE 
Seasoned, capable ad 


afraid of difficult problems or hard work. 
Have both national advertiser and 4-A 
| agency experience. May I help you? 


| LETTERING 

AVAILABLE — 
Box 9555, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Box 9554, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
| TOP ARTIST 


ALL PHASES 


man who can as- | 
sume full responsibility for department 
Able to plan, create and produce com- 
plete advertising and _  sales-promotion 
programs—ideas, copy, production. Writes 
hard-selling copy for any media. Not 


NEW YORK OFFICE? 


VP New York office of 4A agency 
offers top management experience 
and self supporting billing to agency 
interested in opening modest op- 
eration in New York. Replies will be 
held in confidence 
Box 567 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


Services 


department. 


requirements to— 
Box 563 


MANAGER — ADVERTISING SERVICES 


Major Manufacturer of Grocery store products seeks 
Administrative man of experience 
Will work in Chicago reporting to the Vice-President of Adver- 
tising. Basic functions can be described as follows: 
Budgets—Administration and control of all advertising budgets. 
Media—Supervision of media purchases with respect to dis- 
count opportunities and multi-product media. 
Responsibility for coordination of advertising de- 
partment staff functions. These include premium promo- 
tion, production of printed materials, and home economics 


This calls for a man with several years’ experience in the above 
work in an advertising department or advertising agency. 
Our staff knows of this ad. Send complete résumé and salary 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE WITHOUT 
PORTFOLIO (almost) 

|} | am just about to resign my posi- 
|} tion, but I'd like to be relocated be- 
|| fore | do. I'd like to work as an 
account man for an agency handling 
|| financial, insurance or investment 
|} accounts—or as ad manager for a 
|| financial institution, insurance or 
brokerage firm. Would be interested 
in space sales for publication in 
|} these allied fields. Know all media 
|} (shy on TV), strong on direct mail 
|} College graduate, married, mid-30's. 
|| Require good salary, with that rainy 
day extra 

Box 562 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 


WANTED—advertising sales agency with 
national coverage to handle sales of ad- 
vertising space in trade directory supple- 
ment. Established 1927. Circulation last 
issue 15,000 - 1000 pages 6% by 8'% planned | 
Box 9549, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WONDERFUL MAIL ORDER SELLER! | 
Will sell copyright of my new book—97 
Schemes To Make a Million. Never any- 
like it. MB, 1221 W. Minnehaha 
Pkwy., Minneapolis, Minn. 


MISCELLANEOUS 


IDEA RESEARCH offers a new twist on 
every pitch—adv., pr, promotion. We do | 
it for others—why not for you? State | 
your problem. Box 409, Genoa, Ill. | 


SUCCESSOR WANTED 


Well-established and adequately 
financed small Chicago agency 
serving fine industrial clientele. 
Sole owner nearing retirement 
age. Needs a man on his way up 
with some accounts and about 
one-third his time free to serv- 
ice ours, plus ability to take over 
completely in very few years. 
Wide open opportunity for right 
man. Want to close deal within 
90 days. 

Box 569 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED PUBLISHERS REPRESENTATIVES 


Publishers 
Central, 


representatives 
Southern, and Eastern United 
States markets by successful semi- 
Annual Marine Directory, covering the 
Pacific Coast 

Write Box, 564 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


wanted for 


SALES AGENCY WANTED 
in NEW YORK and other CITIES 
With thorough knowledge of, 
and contacts in the Advertising 
Agency industry. California 
manufacturer will introduce at 
the National Sales Aids Show 
in New York, May 27th to 29th 
a new “break-through” sales, 
advertising, premium, and di- 
rect-mail aid that could create 
a new advertising medium. A 
potent tool for advertising agen- 
cies, fully commissionable. A 
full-blown promotional program 
will break simultaneously and 
should create large volume of 
inquiries and orders. 

Write in full detail on your 
qualifications to act as sole sales 
agency for your city. All replies 
will be held in confidence and 
acknowledged promptly. 

Write to Box 565, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Our 46th Year 


COPY. Print and TV-radio to 17M 
AE, beer $17-20M 
ADV-Sis. Prom. Mer to 15M 

Architect, elec. wholesaler, 

indust., institution mkts 
ART DIR., agency. Young, ideaful. 

You can grow fast here 10M 
ADV. MGR., consumer products 10M 
PR, adv. agency. Indust to $8500 


GLADER CORPORATION 


The Agency's Agency’ 


Don Harris, Dir. Adv. Div 
110 S. Dearborn CE 6-5353 Chicago 
MSS Wanted for new Mail Order 


Trade publication. Case histories, 
articles, and news stories on vari- 
ous phases of Mail Order advertis- 
ing, management, copy preparation, 
etc. HIGH rate per word in pay- 
ment (up to 5¢ per wd) Up to 2500 
words. Box 591, Lynn, Mass 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself | 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 | 


TWO CHALLENGING 
OPPORTUNITIES 


MEDIA BUYER 
Woman who knows media buy- 
ing, scheduling and traffic pro- 
cedures. Knowledge of produc- 
tion. Friends among reps will 
help. Will supervise two others 
|| who are researchers. State 
| qualifications, experience, ac- 


ceptable salary. 
LETTERING MAN 
Man for some finished lettering 
and layout lettering who would 
like to do more layout and de- 
sign. Will work with a stimulat- 
ing creative group. State abili- 
ties, experience and salary re- 
quirements. 
Write Miss Kay Delaney 
WENTZEL, WAINWRIGHT, 
POISTER & POORE; INC 
251 East Grand Avenue 
Chicago 11, Illinois 


ART WORK BY MAIL 
~- 


Write for free portfolio show- 
ing samples of booklets, folders, 
catalogs and similar advertis- 
ing pieces which I have written 
and designed by mail for firms 
in all parts of the country from 
Maine to California. Write to 
Raymond Lufkin 


124 West Clinton Ave 
Tenafly, New Jersey 


THANKS TO YOU! 


REP. 


HAS MOVED NEXT DOOR! 
Room 906) 
SAME BUILDING, SAME SERVICE 
AND STILL 
NATIONAL REGISTRY 
FOR MARKETING & RESEARCH MEN 
Our larger space means we can offer 
more privacy and individual attention 
by personal appointment 
B. HERMAN, DIR PL 5-3918 
RESEARCH EXECUTIVE PERSONNEL 
420 Madison Ave. (betw. 48 & 49 Sts.) 


OPPORTUNITIES 
FOR 


Asst. & Adv. Managers 
Copywriters 
Acct. Executives 
Public Relations 
Editors 
Space Salesmen 
Artists—Art Director 
Technical Writers 
Salaries range from $6,000 to $16,000. 
Send résumés to Art Snyder 
in confidence 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S$. State + Chicago «+ WA 2-4800 


ACCOUNT EXECUTIVE 
$12,000 


Medium-sized Midwest Agency seeks man 
with background in financial or insurance 
fields. Must possess good copy history. 
If qualified, contact me in confidence. 


GEO. E. PYLKAS 


Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 
2205. State St. « Chicago » WA2-4800 


chandising production. 


industry’s best benefit program. 


requirements. 
Box 566 


ASSISTANT TO MERCHANDISING 
PRODUCTION MANAGER 


for Major Appliance Manufacturer 


Expanding Merchandising Production Department requires a 
top-flight young man to work with Direct Mail. He will be respon- 
sible for direct mail answers to correspondence on subjects dealing 
with sales, will develop a direct mail selling program in coordina- 
tion with Market Research, and will assist in other areas of mer- 


Heavy experience is not required for this position, although 
publishing house or advertising department background would be 
extremely valuable. Knowledge of the appliance industry and of 
sales techniques also would be helpful. The most im 
is good writing ability. Age range of 25 to 30 is preferred. 

Excellent advancement opportunities with a real growth company 
located in a small Midwest resort town near metropolitan centers. 
Salary commensurate with experience and the security of the 


Send a complete resume, including age, references and salary 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


rtant requisite 
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FC&B’s Pardoll Hits Rates, Deals, 


‘Over-Commercialization’ of Radio 


(Continued from Page 2) 
in the long run, and the entire 
industry may suffer as well,” he 
continued. 


® The agency executive empha- 
sized that rate increases present a 
particular problem since one of 
radio’s greatest values for the ad- 
vertiser has been its ability to de- 
liver messages with great frequen- 
cy—a plus that may be minimized 
by augmented time costs. 

A third practice which was 
sharply criticized by Mr. Pardoll 
was the forced combination buy. 
“As the renaissance of radio has 
come about, station people have 
been faced with a dilemma,” he 
said. “With the rush to early morn- 
ing and late afternoon time, it has 
become exceedingly difficult to 
sell other time periods. 

“The solution is not, however, 
forced combination buys. By that 
I mean package combinations 
which compel advertisers to pur- 
chase other time along with early 
morning radio. This practice limits 
the flexibility of radio, another 
great value offered by the medium. 


s “If advertisers cannot use the 
medium as they would like, they 
certainly have every reason to be 
dubious about its value. It is the 
responsibility of the radio industry 
to prove the worth of the entire 
broadcast day. I, for one, do not 
feel that an aggressive effort is 
being made to do so. Instead, the 
approach is negative.” 

Mr. Pardoll made it clear that 
these three practices—over-com- 
mercialization, unjustified rate in- 
creases and forced combinations— 
are the ones he finds most dis- 
turbing. But he also had four 
minor complaints to make to the 
radio men: 


e Buyers are not being provided 


COPYWRITER 
$8,000 — $10,000 
1 
TOP-DRAWER Midwest Industrial Agency 
seeking man with history in heavy Elec 
trical and/or Electronic Products. Fine 
growth opportunity. Age 27-35. For con- 
fidential Representation, contact— 


GEO. E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S. State St. « Chicago + WA 2-4800 


, with sufficiently detailed market 
|information and up-to-date pro- 
| gram data by some representatives. 


|@ Inconsistency of package rates 
offered by the same station to dif- | 
ferent buyers. 


e Slow service on availabilities | 
and confirmation of orders, and) 
failure to schedule the spots as or- 
dered. 


e The need for a report on spot | 
radio activity which “would en- 
able advertisers to make compari- 
son with the regularly reported 
data for newspapers, magazines, | 
television and other advertising 
media” and for the assessment of | 
competitive advertising efforts 
with other companies in their 
fields. 


s In the complimentary section of 
his address, Mr. Pardoll noted that 
“radio has finally shrugged off its 
vague feeling of inferiority and 
once again is selling itself as the 
dynamic, hard-punching, creative 
medium it really is.” 

He pointed out that about 6% of 
the $9 billion invested in advertis- 
ing last year went to radio. . 


Flavaroma Gives 
Listeners Choice 
of Three Jingles 


Cuicaco, April 23—Tray Bon 
Corp. is using a 60-second au- 
dience-participation radio com- 
mercial for its Flavaroma barbecue 
sauce in midwestern markets. 

The commercial consists of three 
jingles—one each in hillbilly, ca- 
lypso and western styles—and lis- 
teners are being invited to write 
in and declare which of the three 
they like best. 

Tray Bon is a subsidiary of Meat 
Industry Suppliers Inc., Chicago. 
Olian & Bronner is the agency. 

The script goes like this: 
ANNCR: Help us pick one of these | 

jingles for mild, western-style | 
Flavaroma barbecue sauce. | 
Here’s No. 1.— 
GAL: One, two—cookin’ for the! 
barbecue 
Three, four—go to the store 
Five, six—everybody picks 
Flavaroma barbecue} 
$G-u-c-e, 
ANNCR: No. 2—Calypso style. 
MAN: I marry with the woman} 
who is oh so smart 
She cook so very good—she 


win me heart } 


PLASTIC PRINTING PLATES 


From Your Metal Engravings 


Low - 


Sf 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON ~ SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


MIDWEST PRINTING BROKERS 
Large, expanding lithographic firm 
specializing in highest quality color 
advertising and booklet printing in- 
vites your inquiries. Complete serv- 
ice—art, layout, typography, litho 
lates, presswork and full mechan- 
ized bindery. New presses up to 58” 
two colors. Pioneers in developing 
latest methods of accurate color re- 
production. One of the most modern 
plants in U.S. in concept and equip- 
ment, doing an outstanding job for 
its customers. Meticulous personal 
attention by entire management to 
customers problems resulting in re- 
liable, exceptional quality produc- 
tion. If you have a gc clientele 
with satisfactory credit ratings, you 


will find it advantageous to repre- 
sent this plant. BOX 559, ADVER- 
TISING AGE, 200 E. Mlinois St., 


She barbecue with sauce— | 
is so delicious 
On chicken an’ ribs—meat | 
an’ fishes 
TRIO: Flavaroma barbecue sauce 
he say! 
ANNCR: No. 3—western! 
COWBOY: A western tang—goes | 
over with a bang (one shot in 
rhythm) 
SING: Ya-hoooooo! 
I’m a rootin’ tootin’ cowboy 
in a hungry mood j 
For food that’s Western- | 
style barbecued 
Gonna ride the range til I 


come across 

A range where  they’re 
cookin’ with Flavaroma 
sauce! 


best—1, 2 or 3? Send your 
choice to Flavaroma care of 
this station. 

LIVE: Get FLAVAROMA BAR- 
BECUE SAUCE at your favor- 
ite food stores. e 


‘N .Y. Mirror’ Plans New Dress 

The New York Mirror plans a re- 
vised appearance beginning with 
its May 1 issue. The daily will use 
new type and new page makeup, 
bigger pictures and new emphasis 


Chicago 11, Illinois 


on department features. 


1 wish L could wear all 


{dam Hats at once 


ma y 


a Adam 


ARTIST 


HAT-HAP P Y— 
Both Adam Hats 
and Kaiser Alu- 
minum & Chem- 
ical Corp. like 
the Mad Hatter 
approach. The “I 
wish I could wear 
all my Adam 
Hats at once” ad 
was prepared last 
year by Emil Mo- 
gul Co. Kaiser’s 
stack shows how 
“so many” Kais- 
er employes 
“change hats” to 
participate in lo- 
cal service activ- 
ities. Currently 
running in news- 
papers, the insti- 
tutional ad is 
handled by 
Young & Rubi- 
cam, San Fran- 
cisco. 


McGraw-Hill | 
Sees Industrial — 
Research Boom 


(Continued from Page 3) 
figure reported in the current sur- 
vey.” 

e 3. Every industry reported in the 
survey is increasing its research 
and development expenditures in 
1957. Largest and most spectacular 
increase is in aircraft manufactur- 
ing, with an increase to $2.2 billion 
in °57, compared with $1.5 billion 
in °56. 

e 4. In line with this development, 
the survey brings out that manu- 
facturing companies expect to need 
7% more scientists and engineers 
in 1957, and an additional 15% by 
1960, to carry out their research 
programs. 


e 5. Manufacturing capacity in-| 


creased 6% in 1956. Plans call for 
another 6% increase in 1957, but 
only 15% over the three-year 1958- 
60 period. 


e 6. Manufacturing companies, on 
the average, were operating at 86% 
of capacity at the end of ’56, com- 
pared with a preferred operating 
rate of 90%. 


e 7. Expansion will take 52% of 
manufacturers’ capital expendi- 
tures in '57, but only 47% in 
1958-60. In its long-range plans, 
industry is shifting toward mod- 


|ernization and toward increased 


expenditures on research and prod- 
uct development. 


e 8. Manufacturing companies ex- 
pect sales to increase 26% in phy- 
sical volume, in the average, by 
1960. But growth industries—in- 
cluding most capital goods indus- 
tries—expect sales to increase 30% 
to 36%. For ’57, over ’56, the physi- 
cal volume sales increase for all 
manufacturing is 6%. 

e 9. The companies with the high- 
est sales expectations and the lar- 
gest plans for capacity increases 
are the capital goods industries— 
machinery, electrical machinery 
and transportation equipment. Oth- 


ANNCR: Which jingle did you like|ers with very large plans for in- 


creasing sales and capacity are the 
chemical and paper industries. e 


S. F. Art Exhibition Set 
The ninth annual San Francisco 
Art Director’s Exhibition will be 


held May 25-June 16 at the M. H. | 


de Young Museum. The exhibition 
drew a total of 1,300 entries, which 
was reduced by initial screening 
to 200, all of which will be on pub- 
jlic exhibition to represent the 
“best of advertising art and de- 
\sign” in northern California. 


‘This Week’ Adds Oftice 

This Week Magazine; New York, 
will open a branch sales office in 
Philadelphia in May. Edwin P. 
Clark, a member of the New York 
sales staff, has been named man- 


ager of the new Philadelphia terri- | 


tory, which includes Pennsylvania, 
Delaware, Maryland, District of 
Columbia, West Virginia and 
South Jersey. 


James Stewart Adds Two 

| James A. Stewart Co., Carnegie, 
|Pa., has been appointed to handle 
|advertising for two new accounts. 
|They are Nu-Age Biorganic Prod- 
ucts, Venetia, Pa., maker of vit- 
amin and mineral tablets, and 
Sanitaire Inc., McKeesport, Pa., 
|manufacturer of air purification 
| units. 


Frigidaire’s May 
Drive Promotes 
‘Sheer Look’ Colors 


New York, April 25—The Frig- 
idaire division of General Motors 
}will launch a spring promotion 
|next month for its “sheer look” 
| line of color appliances. CBS Radio 
|and magazines will be used in the 
drive. 

The radio promotion runs during 
the May 18-25 period and includes 
one seven-minute unit on each of 
five daytime dramas and one five- 
|minute segment each on the Sat- 
jurday “Robert Q. Lewis Show” 
and “Galen Drake Show.” 

Mr. Lewis will handle the com- 
mercials on his own show; Mr. 
| Drake will deliver all the others. 
Magazine schedules in May will 
| include a four-color spread in The 
Saturday Evening Post and color 
pages in Better Homes & Gardens, 
Farm Journal, Household, Ladies’ 
Home Journal, McCall’s and Pro- 
gressive Farmer. 

This will be supplemented by 
co-op dealer advertising in news- 
papers and radio. 


|@ Theme of the promotion is 
'“Sheer look colors at no extra 
cost.” Colors on_ refrigerators, 
ranges, washers and dryers in the 
line include charcoal gray, May- 
fair pink, Sherwood green, Strat- 
ford yellow and Snow Crest white. 

Kudner Agency handles this ac- 
count. ~ 


S. F. Club Elects Barnes 

Al Barnes, manager of architec- 
tural promotion of Gladding, Mc- 
Bean & Co., San Francisco, has 
been elected first president of the 
new Sales Promotion Executives 
Club of San Francisco. John Mc- 
Murran, ad manager of Tri-Valley 
| Packing Assn., was elected treas- 
‘urer. 


Nielsen Radio 


Two Weeks Ending March 23, 1957 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (429) 
1 Gunsmoke (Liggett & Myers, Sum., CBS) ..........c:cececcccsssessssesesesessrseesersnnenees 1,526 
2 BN I ee Tc MID sicaicaiaeiciiiaecicterecsccrsesnemssiennateinantdccrinsnioanitasit 1,479 
3 People Are Funny (Participating, NBC) ..... 1,336 
4 Ee SE. SD Wii ininichiscineeiniendnniediiadidiaddimedaiacamiinia 1,097 
5 Great Gildersleeve (Participating, NBC) .............c.c.ccccsesesessesesersesseseenesnsvees 1,002 
6 Allan Jackson-News (Chevrolet, 8 p.m., CBS) ...... chiinesndeaisaiealdisliiidaisimeamale tat 906 
7 NNCNEE: GPUSIRII, UIT sossdtsesincastnsssvsicsansnaninsoenstehiisninigubctaneanesiane 716 
8 Telephone Hour (Bell Telephone, NBC) ......ccccccccccccocccscssessesesevsesevavevevavevees 668 
9 Cavalcade of Sports (Gillette, NBC) ..........cccccccccccccccceeees 668 
10 Tromeury Agent (Participating, BABE) ..sc..occ.ccccesscccsossscccsnosesosesesesescesseveoescons 620 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 620 
1 Lowell Thomas (Delco Batteries, CBS) oo.....ccccccccccccececcosecceeeceserscenseensnveverveves 1,383 
2 News of the World (Miles Lobs., NBC) ‘ 1,193 
3 Amos ‘n’ Andy (Minnesota Mining, Pharmacroft, Tues. & Fri., 
PUN Rg Ne cncatacitathcdcticsicinisicichdaniidinaieiitcnnditaiimsilidehiniiiataiseinicianadilinds 1,145 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,097) 
1 Helen Trent (Standard Brands, second half, Fri., second week, CBS) ........ 1,717 
2 House Party (California Prune, 3:07 p.m., Thurs. second week CBS) ........ 1,670 
3 Young Dr. Malone, (Scott, first half, Thurs. & Fri., CBS) ........cccccccccccccceeeeee 1,670 
4 Wendy Warren (Bon Ami, 12:05 p.m. Fri., second week, CBS) .. 1,622 
5 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) ....... 1,622 
6 Ma Perkins (Campana, second half, Fri., first week, CBS) ........ 1,622 
7 Our Gal Sunday (Park & Tilford, 12:55 p.m. Fri., CBS) .......... eats 1,622 
8 Our Gal Sunday (Hearst Magazines, 12:55 p.m., Tues.-Wed.,-Thurs., 
ORE NI GIGS «caine teiitncssasaidnaneaaaaapiabintihaasanaichiaaiiie 1,622 
9 Arthur Godfrey (Weco, 10:15 a.m., Mon, CBS) ooccccccccccocsccossecsssssscesnserenees 1,574 
10 Ma Perkins (Lipton, second half, Mon.-Fri. second week CBS) ...........0000... 1,574 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (382) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) oo.ccccccccccccccccsesecsssvsveeenenee ous 1,288 
2 Robert Trout-News (Chevrolet, 5 p.m., CBS) .......cccccccsssscsssssesnsesensesnenvene 1,002 
3 Robert Trout-News (Chevrolet, 12 p.m., CBS) ........cccccc0000 poinictnlniaeiessdiiian 859 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (668) 
1 Gunsmoke (Liggett & Myers, 12:30 p.m., CBS) 200.000.0000... scaneuianceinnweaenn’ 1,622 
2 Gunsmoke (Liggett & Myers, 12:45 p.m., CBS) ... 1,526 
3 Allan Jackson-News (Chevrolet, 12 m., CBS) ooccccccccccccccccccccccceceeseesseeneereneee 1,336 


* Number of homes reached is based on 47,700,000, the estimated March 1, 1957, total 


U.S. Radio Homes. 
+ Homes reached during all or any part 


of the program, except for homes listening 


only one to five minutes. For a program of less than 10-minute duration, homes listen- 


ing one minute or more are included. 
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Four A's Basks in Optimism; Last 
Year's Big Debate’ Now ‘Big Yawn’ 


An _ operations 
these officers was elected by the 
board of directors, along with the 
following: Joseph H. Epstein, vp 
and treasurer of Fitzgerald Ad- 
vertising Agency, New Orleans, 
Robert M. Ganger, chairman, 
D’Arcy Advertising Co. New 
York, and Arthur E. Tatham, 
chairman, Tatham-Laird, Chicago. 


(Continued from Page 1) , 
eric R. Gamble bore down on this 
growth in his report: It seems 
likely advertising volume will rise 
5-10% over the $10 billion rate of 
1956; last year reporting members 
of the Four A’s showed in 75% of 
the responses that 1956 was a bet- 
ter year in volume than 1955, and 
60% made more money. Net prof- 


committee of 


its continued at about 54%% of in-| Four directors at large were 
come, or four-fifths of 1% of bill-|elected: Edwin Cox, vice-chair-| 
ing. About half the reporting|man of the board of Kenyon & 


members had a higher capital ra-| Eckhardt; Otto Kleppner, senior 
tio (i.e., net current assets to aver-| partner of Kleppner Co., New 
age monthly billing) in 1956 than| York, and Raymond F. Sullivan, 


in 1955. |president of Sullivan, Stauffer, | 
|Colwell & Bayles. Frank White, 
# He also noted a _ continuing|senior vp and treasurer of Mc- 


trend to a larger portion of agency|Cann-Erickson, New York, was 
income from service charges. Com-|elected to fulfill the unexpired 
missions on space and time are|term of Emerson Foote, who re- 
still the mainstay, of course, but| cently resigned from that agency. 
in 1955 this source averaged 69% | 

of agency income for Four A’s 
members, where it had been 75% 
a decade earlier. 


® Regional directors elected in- 
clude: eastern—Brown Bolte, exec 
|vp of Benton & Bowles, New York; 
He pointed out that the Lendell A. Layman, president, 
ciation hit a record membership|Henry A. Loudon Advertising, 
(329) despite a rash of mergers;| Boston; Dan W. Lindsey Jr., pres- 
it added 18 members, lost ten (one/ident, Lindsey & Co., Richmond: 
by resignation, three by dissolu-|east ceniral—Wilfred F. Howard, 
tion, six by merger), and now has|vp of J. Walter Thompson Co., 
239 applications for membership | Detroit; central—F. Strother Cary 
on file, with 17 proceeding toward | Jr., administrative vp and direc- 
election. ltor, Leo Burnett Co., Chicago, and 
| Arthur G. Rippey, managing part- 
® Mr. Gamble noted the concern|ner of Rippey, Henderson, Buck- 
over the discontinuance of the as- | num & Co., Denver; western—Roy 
sociation’s examinations for ad- Campbell, exec vp of Foote, Cone 
vertising; they were dropped be-|& Belding, Los Angeles. Directors- 
cause, he said, only 500 young) at-large continuing on the board 
people could be tested annually | include: Mr. Epstein; Mr. Ganger: 
and many more than 500 needed to; Mr. Tatham: Harry Harding, sen- 
be reached, and because condi- 
tions on college campuses have] York, and Bryan Houston, head of 
changed enough to make the ex-|the New York agency bearing his 
aminations lose effectiveness. In| name. 
place of the examinations is a} 
program aimed at guidance coun- | SEARS IS ‘DIFFERENT’ 
selors in high school, and a second| KIND OF CLIENT: MAYERS 


program aimed at students Worn! 
| 


asso- 


ing on publications in college and 


April 26—Mayers Co. acquired the 
high school. 


| Sears account late in 1955, and al- 
|ready knows there are lots of dif- 
® But the relaxed atmosphere of ferences in its problems and those 
the agency meeting was in marked | ,,¢ other clients. 

contrast to the harried proceed- 


Some of the reasons why Sears 
ings of a year Most agency 


is a different account for an agen- 


ago 


men, speaking informally, were | cy to handle were told to ADVERTIS- 
inclined to think that the threat-|i4¢ Acer at the Four A’s meeting 
ened economic hurricane had today by Henry Mayers. head of 
blown itself out. “The great de- the Mayers Co. 

bate,” quipped one, “is now the 


| Here are four of the factors in- 


great yawn. volved, according to Mr. Mayers: 


However, there is plenty of evi- 
dence that the agency men 
more concerned about their im-|@ cluster of 
pact on the business community Each ad represents a new 
and the kind of public relations|Product facts, different competi- 
the agency business itself enjoys, | “Vv! Situation and a fresh copy and 
than in previous years. And it is|@°t problem, Each ad means work- 


are | 1. It’s not a single account but 


different accounts. 


increasingly evident that expense |'"8 with a new group of Sears 
accounts and entertainment ex-|People, although all advertising 
penses are going to be reviewed|!S Coordinated under Hugh Ray, 
with increasing stringency, as|5ears advertising manager, and 
more agency managements come | 2 staff. 
to the conclusion that they repre-| 2, Each ad has two objectives, 
sent a cause of advertiser friction | seemingly contradictory—brand 
and resentment rather than in-|jimage and hard sell. Each ad is 
suring pleasant client relations. to contribute to the long-range 
objective of upgrading public at- 
8 The principal attention of the| titua toward Sears, yet it is 
meeting was turned toward crea-| upposed to produce sales for the 
tive work (see story on Page 3) |\item featured 
and to broader horizons for ad- aes 
vertising, with an unusual amount 3. There’s a timing factor. Ads 


cannot be produced months ahead, 
organization has 
so conception and 
| production of advertising are ex- 
ecuted on a_ time-schedule he 
calls “without parallel in the agen- 


of attention paid to problems of! 
citizenship and propaganda at 
home and abroad 

The Four A's 
Brorby, senior vp of 
Louis & Brorby, 
chairman to 


ince a retailing 


to be flexible, 
elected Melvin 
Needham, 
Chicago, as its 
Robert D 


cy business. 
succeeca 


Holbrook, chairman of Compton 4. Sears expects more of its 
-‘Avertising. Other officers elect-| agency than the magazine adver- 
ed were J. Davis Danforth, exec|tising. The agency is also pro- 
vp of BBDO, New York, vice-| ducing filmed tv commercials for 
chairman; Ross H. Ryder, presi-|local stores and is asked to help 
dent of Ryder & Ohleyer, Oak- improve local level advertising, 
land, Cal., secretary-treasurer, and including study of the internally- 
Mr. Gamble was reelected presi- prepared mat service and _ store 
dent. use of local media. e 


ior vp of Young & Rubicam, New| 


Wuire SULPHUR SPRINGS, W. Va..,| 


set of | 


Pollock 
| OPEN HOUSE—Judd L. Pollock, presid 


evision Films, greets guests at a party celebrating 


| the opening of his company’s new p 


Mumford 


Harrington Freese Wilhelm 


in New York. Among them: Milton C. Mumford, 
Lever Bros.; George Harrington, N. W. Ayer; John 
Freese, Young & Rubicam; Ed Wilhelm, 


ent of MPO Tel- 


roduction center Maxon. 


‘Columbia Premiums, 
RCA Trade-ins Vie | 


for Record Sales | 


New York, April 26—Both Co-| 
lumbia Records and RCA Victor | 
|are making a special effort to lure | 
{buyers into record shops during 
| May. 

Columbia has announced a pre- 
mium offer on record carrying 
cases and other accessories. Spot 
|radio, business paper ads and co- 
|}Op newspaper spaces will be used 
in this drive. 

Buyers of some models of Co-| 
lumbia phonographs can get the 
carrying case for as little as half 
price, which in some _ instances 
means savings of up to $34. The 
four categories of premiums in the 
offer include equipment and rec- 
ords. 

Radio promotion of the Colum- 
bia offer begins May 6 on six CBS- 
last four 


;}owned stations and will 
weeks. Announcement ads on the 
offer will appear in Electrical 
| Merchandising, Home Furnishings | 
| Daily, Mart and Billboard. 


® RCA Victor is 
trade-in record sale with satura- 
tion co-op radio and newspaper 
|advertising throughout the coun- 
ltry. RCA will offer a $1 trade-in 
allowance on any old album of anv 
\label that retailed originally for 
$2 or more, toward the purchase 
of any current classical album in 
|its catalog. 
| McCann-Erickson is Columbia’s | 
lagency. Grey Advertising Agency 
|handles the RCA Victor account. e| 


promoting aj} 


Ostholthoff Named President | 
|of Belnap & Thompson 

A. E. Ostholthoff, formerly as-| 
sistant to the president of Cappel, 
MacDonald & Co., Dayton, sales | 
incentive company, has been ap-| 
pointed president of Belnap & 
Thompson, Chicago, effective May | 
1. Cappel, god 
Donald made the | 
announcement in 
confirming it has 
purchased Bel- 
nap & Thompson, 


as reported ex- 
clusively in Ap- 
VERTISING AGE 
last week. 
Mr. Ostholt- 
hoff succeeds the 
A. E. Ostholthoff founder of Bel- 


nap & Thompson, 


Roy Belnap, who will continue to! 


serve the Chicago company as a 
consultant. The two companies! 
will continue to function independ- 
ently, Elton F. MacDonald, found- 
er and president of Cappel, Mac-| 
Donald, said. 


| not be marketable at any price and 


Powell-Gayek Changes Name 


Powell-Gayek Advertising, De-| 


troit, has changed its name to 
Powell Inc. Officers are Bob Pow- 
ell, president and treasurer; Peter 
L. LaDuke, secretary, and Gladys 
Pfeiffer, assistant secretary-treas- 
urer. 


| to advertise Studebakers and Pack- 


Burke Dowling Adams Joins Top 50 
Agencies with $5,000,000 S-P Account 


(Continued from Page 1) 

in 1939, its first account was 
Wright Aeronautical Co., forerun- 
ner of Curtiss-Wright. B. D. 
Adams, a mechanical engineer, 
who co-founded the agency and 
who is now president, formerly 
worked in the sales department of 
Wright Aeronautical. Thomas Dix- 
cy, another co-founder, now senior | 
vp in New York, also worked for 
Wright Aeronautical. 

Following the formation of Cur- 
tiss-Wright Corp., the agency lost 
the account—but regained it in 


tic airline, billing an estimated $2,- 
000,000. 

The agency moved its headquar- 
ters from Montclair to Atlanta in 
1950 to service Delta. Mr. Adams 
is located there, heading a staff of 
50. In 1955, Freitag Advertising 
Agency, Atlanta, became a division 
of Burke Dowling Adams. One of 
the major Atlanta accounts is Cit- 
izens & Southern National Bank, 
which has branches throughout the 
southeastern states. 


® The Montclair office acquired 
1952. jthe Scandinavian Airlines System 

Curtiss-Wright, major aircraft! account in 1952. It is one of the 
components manufacturer, holds|three major carriers to Europe 
the reins at Studebaker-Packard | Brazi!’s Varig Airlines was added 


|today, as a result of a three-year] jn 1955. 


management advisory agreement The agency is now in the midst 
made last year. It holds a stock op-|of moving its northern base to 3 
tion which, if exercised, would give | FE. 54th St., New York. This office 
it control of the auto company. | will officially open May 5. The 
| Montclair office will remain open 
| with a staff of 10 to service New 
| Jersey industrial accounts. The 
Hurley, presi-| other 40 staffers are being shifted 


s Benton & Bowles resigned the 
S-P account because of incompati- 
bility with Roy T. 


dent and chairman of Curtiss-|to New York. 
Wright. The agency charged the! To head the New York opera- 
;company did not understand the|tion, the agency has brought in 


role of an advertising agency. The! 
company indicated it felt Benton 
& Bowles did not understand how 


James H. Cobb, formerly American 
Airlines director of advertising and 
onetime advertising vp of Delta 
Reached by AA this week, Mr. 
Cobb refused to confirm the agen- 
cy’s appointment for S-P. 


ards, 

Burke Dowling Adams is an 
agency with a background in in- Burke Dowling Adams’ current 
dustrial and aviation accounts. It} billing is believed to break down 
acquired Delta Air Lines in 1945.|as follows: $3,500,000 in Atlanta. 
At the time, Delta had four DC3s. | $4,500,000 in New York and Mont- 
Today it is the fifth largest domes-| clair e 


Second Schenley Case Will Follow Adverse 
Ruling by High Court on Force-Out Tax Law 


WASHINGTON, April 23—The Su-|ural question. [The Supreme 
preme Court yesterday refused to| Court] has ruled only on the pro- 
review Schenley Industries’ appeal | cedural question. 
against collection of the $10.50 a “The constitutional question in 
gallon tax on whisky held in bond | the suit on the refund claims, based 
for eight years. on the lack of validity of the 

The case was appealed to the Su- | bonding law, will not come up for 
preme Court from the decision last |a number of months. This suit is 
fall by the federal district court in | pending in the U. S. district court 
Pittsburgh, which ruled that “no | for the western district of Pennsy]- 
suit for the purpose of restraining | vania.” : 
the assessment or collection of a 
tax shall be maintained in any 
court” (AA, Oct. 29). 

Schenley’s case for refund of 
$117,000,000 on taxes already paid 
was originally argued before the 
court by Thomas E. Dewey, former | lions of dollars if the government 
governor of New York. The dis-| insists on enforcing the force-out 
tiller claimed that because of the | law, and that such government ac- 
tax more than 50,000,000 gals. of | tion is in effect confiscatory. e 
whisky maturing before 1959 “will | ; 


3asically, Schenley contends it 
is unconstitutional for the govern- 
ment to collect the tax until the 
liquor is voluntarily taken out of 
the warehouse by the distiller. 
Schenley claims it will lose mil- 


Anderson & Cairns Moves PR 


will have to be destroyed.” Anderson & Cairns has moved its 
A spokesman for Schenley said|public relations and billings de- 
here yesterday that the Supreme | partments to 145 E. 57th St.. New 


Court will be asked to consider | York. T. Hart Anderson Jr., board 
another phase of the matter. |chairman of the agency. will also 
“The Schenley case,” he said,| maintain an office in the new 


All other 


“consists of two parts, the consti- | quarters, 
| remain at 130 E 


‘ departments 
‘tutional question and the proced- 


39th St. 
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Chicagoans React 
Well to Luther TV 


Film, Says Sponsor 


Cuicaco, April 24—Most of the 
“emotional reaction” to the show-| 


ing of the controversial Martin 
Luther film on WBKB here last 
night was favorable, ADVERTISING 


AGE learned today. 

WBKB reported that it had re- 
ceived 155 telephone calls about 
the film, with 109 of the 
stating that they liked it. 

WBKB also reported that 
film compiled a special ARB rating 
of 28.2 between 10 p.m. and 11 p.m. 
last night, as compared with 
for WBBM-TV; 8.4 for WGN-TV, 
and 5.6 for WNBQ. The 28.2 rating 
meant that 55% of the persons 
watching tv were watching the 
Luther film. 

Community Builders, Skokie, II1., 
sponsor of the film, said that 500| 
calls had been received with no 
more than 10% of the callers ex- 
pressing dislike for the movie. 
Robert Kendler, president of the 
company, however, told 


business, and the company gained 


no more than a normal number of | 


leads. 


® Prior to the showing of the film, 
Mr. Kendler made a plea on the 
air for religious tolerance and 
for the brotherhood of man. 
“Churches are the hope of man- 
kind, and every church is an in- 
fluence for good,” he said. 
“Religion, as we know it, is the 
end result of centuries of struggle. 


We should treasure religion, for it | 


is mankind’s most precious posses- 
sion. It is good for us to see the 
price that was paid, so that we 
might khow and love God.” 

Mr. Kendler pointed out that 
Community Builders was founded 
Protestant, a Catholic and a 
Jew, and he added that the found- 
ers of his company have worked 
harmoniously side by side for 
several generations. Community 
Builders plans to run more reli- 
gious films of other faiths on tv in 
the future, he added. 


by a 


8 A great furor was stirred up here 
last December when WGN-TV sud- 
denly canceled showing of the 
film because of an “emotional reac- 
tion” on the part of Catholic view- 
ers (AA, Dec. 24). 

A special committee of Protes- 
tant groups filed a formal protest 


with the FCC against WGN-TV's 
move, which was dropped last 
month when WBKB announced 


that it would carry the movie (AA, | 
March 4). 

The controversy was again 
stirred up last week when the New 
World, official newspaper of the 
Roman Catholic archdiocese of 
Chicago, supported WGN-TV’s ac-| 
tion and attacked the film as al 
‘piece of fiction.” The New World 
charged that the film violates ethics | 
of the NARTB code. e 


KNX Names Hillman Ad Head 

Phil Hillman, formerly an ac-| 
yunt executive with Roy S. Dur-| 
tine Inc., San Francisco, has been 
named director of sales promotion 
and advertising of KNX, Los An- 
geles, and the Columbia Pacific 
Radio Network. He succeeds John 
M. Asher, who resigned to join 
Golden West Broadcasters and} 
Golden West Features in a similar 
position. 


Cashion Leaves ‘Puck’ 
to Form Publishers’ Rep 

Bernard Cashion, midwestern | 
representative of Puck—The Com- 
ic Weekly for more than 13 years, 
has resigned to form his own pub- 
lishers’ representative company 
for the southeastern states. Head- 
quarters of the new company, J. 
Bernard Cashion & Associates, 
in Miami. 


iS 


callers | 


| 


the | 


8.8 | 


AA that} 
the film brought in no additional | 


Last Minute News Flashes 


Kenyon Shifts trom Campbell-Ewald to R&R 

New York, April 26—Alden H. (Jack) Kenyon will resign as new 
business man at Campbell-Ewald June 1 to join Ruthrauff & Ryan. It 
was expected that Campbell-Ewald will resign Weston Biscuit Co., an 
account that moved from the Biow Co. with Mr. Kenyon. 


B&B Reportedly Resigning French Tourism Account 
New York, April 26—Benton & Bowles is expected to announce 
shortly its resignation of the French government tourist office account. 


Orr Keeps National Guard Pending Army Okay 

WasHINGTON, April 26—A selection committee which studied four 
finalists in the competition for the $300,000 National Guard recruit- 
| ing account has recommended renewal with Robert W. Orr & Asso- 
|ciates. The selection is subject to approval by the Secretary of the 
Army and appropriation of the necessary funds by Congress. 


Caples Co. Will Add Clients, Personnel of Martin Co. 


Cuicaco, April 26—Effective May 1, the Caples Co. will be expanded 


by the addition of key personnel and clients of the Martin Co., Adver- | 


tising. Mark Martin, president of Martin Co., will become a vp at 
Caples. Personnel in Martin’s Louisville and Dallas branches will join 
Caples, while Martin’s St. Louis office has been sold to W. M. Wider 
and Robert Palan. 


Hockaday to Handle Roth-Capezio Joint Push 

New York, April 26—Chester H. Roth Co., hosiery manufacturer, 
and Capezio Inc., shoe manufacturer, are joining forces to promote 
a new line of nylon hosiery featuring a patented ankle-knit construc- 
tion developed specifically for wear with low-heeled shoes. Hock- 
aday Associates, which handles Capezio shoes, has been appointed 
| agency for the new hosiery. The line will be available in August; con- 
sumer advertising will break this fall. 


House & Leland Agency Will Be Dissolved May I 

PORTLAND, Ore., April 26—The 16-year-old House & Leland agency 
will be dissolved by mutual consent May 1. Arthur E. House and 
Wayne R. Leland, the founders, will divide the accounts and continue 
in business under their own names. Arthur E. House Advertising Ag- 
ency will be established in the Corbett Bldg., and Wayne R. Leland 
| Advertising Agency will continue at the agency’s present location. 


Four Execs Resign at Ogilvy, Benson & Mather 

New York, April 26—Four executives at Ogilvy, Benson & Mather 
have resigned. They are Herbert W. Warden, senior vp and account 
supervisor on the Lever Bros. group; William S. Blair, vp, who worked 
on British Travel Assn. and Pepperidge Farms; G. Frank Johnson, vp, 


who worked on Schweppes, and Charles Strauss, account executive on | 
Helena Rubinstein. Neither David Ogilvy, who is in Europe, nor other | 


| top agency officials were available for comment on the reasons behind 

the resignations. The four who have resigned were also unavailable. 
Basil W. Matthews, formerly with Ogilvy, has joined Ruthrauif & 
Ryan, New York, as a vp and account supervisor. 


Marcy Joins Program Service; Other Late News 

e Lewis M. Marcy has resigned as director of sales development and 
presentations for the National Broadcasting Co. to join Program Serv- 
ice, New York, Sylvester L. Weaver's new tv enterprise. No stations or 
advertisers have yet teamed up wit’; Mr. Weaver 


e Charles Gutsell, vp and genera! manager of Fred B. Snite Furniture 
Co., Chicago, will join Smart Living Stores Inc., Chicago, national ad- 
vertising syndicate of independent furniture stores, May 15 as exec 
vp in charge of advertising and merchandising. He Ww. 
Marshall May, who has been named executive head Foremost 
Stores, New York, new furniture store group. 


succeeds 
of 


e Procter & Gamble Co., Cincinnati, reports a consolidated net profit 


| of $51,520,833 for the nine months ending March 31, 1957, equal to 


$2.63 per common share. This compares with 1956 nine-months earn- 
ings of $47,452,816, or $2.44 per share, 


e Howard Wycoff, formerly an account executive with Kenyon & Eck- 


|hardt, has joined Liquor Publications, publisher of Bar Management, 


Monopoly, State Review, Package Store Management and Spirits, as 
advertising manager. Earlier in his career Mr. Wycoff was associated 
with Grey Advertising Agency and Liggett & Myers Tobacco Co. 

e First on-the-record reactions to Edward Petry & Co.’s proposal of 
a 50% reduction in nighttime radio rates came this week from two 
Petry-represented stations. Ward L. Quaal, of WGN, Chicago, said his 
station would not slash rates and complained that there are people 
in radio today who do not appreciate that medium’s great service to 
advertisers. Ralf Brent, of WIP, Philadelphia, agreed with the theory 
of the Petry proposal, but said it is not applicable to WIP and the 


| Philadelphia market. 


e Harry L. Ault, dealer ad manager for the Chrysler division of 
Chrysler Corp., has been named ad manager for the division, succeed- 
ing John H. Caron, who has retired. Mr. Ault joined Chrysler in May, 
1955, following ten years in agencies, where he specialized on automo- 
tive accounts. 


e Campbell-Ewald Co., Chicago, has resigned the account of General 
Retail Corp., a division of General Shoe Corp., Nashville, effective May 
31. The account, principally in newspapers for chain shoe stores, billed 
“about $300,000—$400,000” last year and was difficult to handle be- 
cause of its localized nature, C-E says. A successor agency has not 
been named and it is possible that future advertising for the stores will 
be handled direct. 


e Visao, Brazilian news magazine, will go weekly on July 1, upon 
completion of its fifth year of publication. Victor M. de Figueiredo, 
general manager of the magazine, told ApverTISING Ace the step-up 
from bi-weekly publication results from increased demand for adver- 
tising space. 


e Total newspaper advertising linage was off 0.7% in March and down 
2.2% for the first three months of 1957, according to a Media Records 
check of 52 cities. Biggest loss was in automotive, down 3,341,358 lines 
in January-through-March. 
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Don't Be Type-Cast as Hemstitchers, 


Fellows Advises Women Broadcasters 


St. Louts, April 26—Harold E. 
Fellows, president of National 
Assn. of Radio & Television 
| Broadcasters, suggested to a group 
of women broadcasters today that 
they work actively toward im- 
|proving their opportunities in ra- 
| dio-tv. 
| Addressing the sixth annual na- 
itional convention of American 
Women in Radio & Television, he 
said, “There is an inclination to 
| stratify women in broadcasting in 
}a manner that does not necessari- 
lly acknowledge the full measure 
jof their talents.” 

Mr. Fellows advised the dele- 
gates to re-appraise aptitudes and 
talents which they may possess to 


led, 


see if they are being put to the| 


| best use. “1957 is as good a year 
jas any to declare vigorously the 
emancipation of women in radio- 
television,” he said. 


® The speaker recalled that in 
the pioneer days of radio broad- 
casting women were “type-cast” 
as “home decorators, fashion art- 
ists and cooking experts,” with 
“such collateral] artistic pursuits 
as cosmetology, hemstitching and 


hair styling” being thrown in lat-| present 


;er, 


in radio and television, but 


| 


|/but an end,” Mr. Fellows said. 


ecutive positions in agencies and 
| among advertisers. Some 


| Successfully competed with 


| aol 
}management positions. 
| 


le But Mr. Fellows, who addressed | Louis—Executive service to wom- 
the opening session of the four- | en—for her 
have| women how 
been the exceptions rather than | in 


| day 


meeting, 


asserted they 
the rule, and women have been 
| limited more often to roles of 
“air-time housekeepers.” 


In the case of television, for | youth—for 
example, he pointed out that “we|give youth a chance to air their 
moved the ladies from behind the | problems. 


microphone to the front of the 
camera and gave them a back- 
drop of a kitchen stove. One can- 
not hold women themselves re- 
sponsible for this, any more than 
—and perhaps less than—the 
management of the industry 
self,” he said. 

He suggested that many women 
in broadcasting may have train- 
ing in news gathering, continuity 
writing, music and executive man- 
| agement which they are not cur- 


rently using and—therefore—are 
neglecting. 
Such attributes, the industry 


broadcaster and her sister who 
works in collateral phases of the 
industry in a good position to 
evaluate over-all program struc- 
ture of a station, especially day- 
time listening. 

He suggested that women ra- 
dio-tv broadcasters—professional- 
ly engaged in the field and thus 


instilled with a know-how about 
the business—might render over- 
al! program reports on a volun- 


tary basis to their program depart- 
ments and station management 
| organizations which could be help- 
| ful on a continuing basis in bring- 
jing about better program balance 
to the product of the industry.” 


® Meanwhile, in another conven- 
tion talk, Ben Donaldson, Ford 
Motor Co.’s director of institu- 
| tional advertising, said that wom- 


| ing, 


en’s influence in the advertising 
business is now being felt as nev- 
before. 

Never, he said, have so many 
women been influencing the final 
decisions on Ford’s body styles, 
colors, interiors and even basic 
mechanics. 

“At Ford,” he explained, “our 
plans to capture a record share 
of the 1957 market are in no small 
part predicated on making suc- 
cessful sales appeals to women. 

“A great many of the changes 
in windshields, luggage space, seat 
adjustments and other details have 
been initiated to meet women’s 
wants. And it’s also true,” he add- 
“that women have generally 
brought about many of the im- 
provements in making cars easier 
to handle. 

“It was women’s influence that 
has brought about power steer- 
power brakes, automatic 
transmissions and even the self- 
starter,” he said. 

“You women are great inno- 
vators,” he concluded. “With your 
never-ending wanting of new 
things, different and better things, 
it is women’s discontent with the 
that makes possible the 


er 


| thousands of new products and 
“I’m not saying that this is the|services for the home and family.” 


it- | 


|limit of the acceptance which has} 


_— enjoyed by American women |# Seven radio-tv women received 
it;}Golden Microphone 
|pretty much classifies the genesis| outstanding public service in the 
of their entrance into the field|communications field from seven 
and—to a great extent—has been!senior editors 
labeled as not only the beginning | included: 


It is true, he said, that many/top award for her work in com- 
talented women in this field of en-| batting that city’s polio epidemic 
deavor have moved on to top ex-|last summer. 


awards for 


of McCall’s. They 


Lee Philip, WBBM-TV, Chicago, 


Ida MeNeil, FGFX, Pierre, S.D., 


have|as the executive performing great- 
menj|est service to the community for 
in selling broadcast time, and a/her many years of service to her 
lfew have succeeded to executive home area. 


Mariam O’Brien, KETC (educa- 
tional television station), St. 


series that taught 
to combine a career 


creative writing with home 


making. 

Sophie Altman, WRC-TV, 

Washington—Executive service to 
her programs which 


Elise Kemper, WMAR-TV, Bal- 
timore—Broadcaster service to 
community—for her series of pro- 
grams which spotlighted that city’s 
council meetings and led to in- 
creased public interest in civic 
government. 

Del Vina Wheeldon, WCKY, 
Cincinnati—Broadcaster service to 
women—who brought understand- 


jing of the Air Force, its training 
|and objectives, to wives and moth- 


spokesman said, place the woman! 


ers of servicemen. 

Helen Parkhurst, Westinghous« 
Broadcasting Co.—Broadcaster 
service to youth—whose program, 
“Growing Pains,” leads youngsters 
to find their own solutions to ado- 
lescent problems. 

The McCall's 


awards were es- 


|tablished in 1951 to give national 


recognition to the public service 
accomplishments of women in the 
communications field. . 


® Barbara Ann Watson, 19, a 
junior at Temple University, re- 
ceived the third annual scholarship 
award of American Women in Ra- 
dio & Television. The presentation 
was made at the AWRT banquet 
last night. 


Tobias to Moffett-Shepherd 

Dan Tobias, formerly advertis- 
ing manager of Browning-Ferris 
Machinery Co., has joined Moffett- 
Shepherd Advertising, Dallas, as 
an account executive. 
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This Week in Washington ... 


Senator Fears Livestock Ad Fund 
Would Cut Industry's Free Plugs 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, April 25—Sen. 
Thomas Hennings (D., Mo.) told 
his colleagues this week that mem- 
bers of the livestock industry in 
his state want nothing to do with 
a plan now being promoted here 
to set up a big advertising fund to 
stimulate consumption of meat. 

Under this plan, spelled out in 
S. 646, a stated amount would be 
deducted from proceeds of all live- 
stock sales. A special board would 
be set up to use the money for the 
promotion of meat and meat prod- 


One top member of the commit- 
tee put it this way: “Other tax- 
payers must make up the loss suf- 
fered by the government when 
tax-free dollars go into these foun- 
dations. At some point we must 
decide whether the work of all 
these foundations is more impor- 
tant than national security and the 
other programs which the rest of 
us support with our tax dollars.” 


Proposed Law Would Crack 
Down on Hazardous Materials 

S. 1900, the “Federal Hazardous 
Articles Act,” just introduced by 


y= 


as a 


dawnelle 


ANIMOODS—“Have as many moods 


leopard has spots...your 


(Continued from Page 3) 
warned against imitation and lassi- 
| tude. “Me Too is advertising man 


e)> | of the year,” said Mr. Hobbs, who 


Z| 


argued that it’s tougher every day 
to be fresh, different and creative 
in the agency business, because 
|creative people are being “out- 
argued and outmaneuvered—by in- 
ferior forces in superior numbers.” 
| The agency business has had its 
head turned by success, he argued, 
and “we're starting to act like old 
poops, showing signs of tired blood. 
I think the agency business is 
starting to play it safe—and I think 
we'll be sorry. Today every 
agency has to offer the client more 


Advertising Age, April 29, 1957 


Stop Boasting About Product; 
Sell It, Whittier Urges Four A's 


our business with opportunity the 
like of which we’ve never seen be- 
fore. We’re heading into the great- 
est creative age in history.” 


® Jack Baxter, vp of Earle Ludgin 
& Co., urged creative personnel in 
agencies to muster more artistry 
and imagination in creating tv 
commercials that will interest a 
viewing audience. 

“There is a need for a new look 
in tv,” Mr. Baxter said. “I think 
we all agree that we can no longer 
hold an audience simply by hiring 
an announcer to hold a product in 
front of a camera.” 

He pointed out that the average 


Dawnelle gloves will match them 
all,” says this two-color ad in the 
October Vogue, one of an “animal” 
series running in Autumn, ’57 is- 


of everything than every other 
agency. More psychiatrists’ 
couches, and marketing memos 
and super surveys. 


ucts and for research. 

But the Missouri Livestock Assn. 
has told Sen. Hennings it doubts 
whether “the expenditure of enor- 


tv viewer is exposed to 420 com- 
mercials per week—five hours and 
eight minutes of advertising. “Is it 
any wonder that one-third of our 


Sen. Prescott Bush (R.,Conn.), 
gives the Secretary of Health, Ed- 
ucation & Welfare broad legal and 


mous funds” for advertising will 
help the industry. “We are con- 
vinced,” the association said, “that 
much more can and should be done 
in the field of research and mar- 
keting and in the improvement of 
the types of hogs, cattle and sheep | 
which will better meet consumer 
demand.” 

C. W. Sheppard, the association 
president, pointed out that indus- 
try members might well notice “the 
tremendous amount of free publici- 
ty” which various news agencies 
are giving to educational materials 
distributed by the National Live- 
stock & Meat Board. “If the pro- 
ducing agency is authorized by 
Congress and begins buying pub- 
licity,” he observed, “we stand a 
chance of losing this free publi- 
city.” 


Senators Seek to Plug 
‘Meat Packer’ Loophole 

Federal Trade Commission Hear- 
ing Examiner Frank Hier’s deci- 
sion barring FTC from regulating 
business affairs of “meat packers” 
has set off congressional demands 
for action to slam shut the Pack- 
ers & Stockyards Act loophole. 

Under this 1921 law, business 
practices of meat packers come ex- 
clusively under the Department of 
Agriculture. In his decision last 
week dismissing co-op advertising 
fund complaints which FTC had 
issued against Food Fair, Phila- 
delphia, Mr. Hier ruled the eremp- 
tion applied to any “packer,” re- 
gardless of how much of its busi- 
ness might be in other fields. 

Sen. Arthur Watkins (R., Utah), 
sponsor of S. 1356 to repeal the 
Packers & Stockyards Act exemp- 
tion, protested that Mr. Hier’s rul- 
ing enables any food chain—or 
even a non-meat-packer—to escape 
FTC's jurisdiction by acquiring a 
small interest in a packing plant. 
And Rep. Emanuel Celler (D., 
N.Y.), sponsor of a companion bill 


publicity powers to check the in- 
terstate movement of “improperly” 
labeled household items which can 
become hazardous because they are 
flammable or contain poisons, ir- 
ritants or corrosive materials. 

Procedures modeled after the 
hard-hitting Food & Drug Act en- 
able the secretary to go to the near- 
est federal court to obtain power to 
seize inadequately labeled items. 

Even in the absence of seizure, he 
is instructed to disseminate infor- 
mation regarding articles which in 
his opinion involve imminent dan- 
ger to health. 

The senator says stricter label- 
ing laws are needed, because there 
are distressing numbers of deaths 
or injuries among young children 
as a result of the misuse of poten- 
tially dangerous substances in some 
household products. ° 


Court Won't Enjoin 
Woolworth, Flattery 


in Primrose Bra Case 


New York, April 23—A New 
York supreme court justice, Aron 
Steuer, has denied the request of 
Primrose Foundations for a tem- 
porary injunction to restrain F. W. 
Woolworth Co. and Figure Flattery 
Brassiere Co. from using the name 
Primrose on brassieres. 

The court pointed out that Prim- 
rose Foundations has not shown 
any damage to its business or rep- 
utation by defendants’ use of the 
Primrose name. 

Furthermore, the court stated, 
the plaintiff failed to renew its 
registration of the Primrose trade- 
mark for foundation garments last 
year, and Woolworth then applied 
for this trademark on brassieres. 

Whether plaintiff abandoned its 
trademark and whether brassieres 
are included within the term 
“foundation garment,” are ques- 
tions which should be decided by 


sues of fashion magazines. Daniel 
& Charles, New York, is the agency. 


® “It’s a great big snow job, and 
what I want to know is, who’s be- 


FCC Moves 
Toward Channel 
‘Drop-in’ Plan 


(Continued from Page 2) 
ed. 


loss of fringe area 


their transmitters. The 


early this month. 


tional assignments. 


are concerned to prevent 
seizure by commercial operators. 


® Despite this important conces- 
sion to the friends of educational 
broadcasting, sponsors of the Cra- 
ven plan could muster only three 
votes in addition to that of the 
plan’s sponsor, Commissioner T. A. 
of the three is 
chairman George C. McConnaugh- 
ey, whose status on the commission 


M. Craven. One 


after June 30 remains in doubt. 


Also supporting the plan were 
Commissioner Richard Mack and 
Commissioner John Doerfer. Com- 


During past discussion of the 
Craven plan, most operators of ex- 
isting vhf stations have opposed 
any step which might result in the 
audiences 
reached by secondary signals from 
Assn. of 
Maximum Service Broadcasters 
specifically criticized the Craven 
plan during its meeting preceding 
the NARTB convention in Chicago 


In an effort to reduce the volume 
of criticism, the commission modi- 
fied the Craven plan to assure 
against any breakdown in protec- 
tion for non-commercial educa- 


Under the plan reported today, 
the table of assignments will be 
retained so far as the remaining 
unclaimed educational assignments 
their 


ing snowed, the client or the agen- 
cy? It seems to me that what the 
client needs more and more these 
days—ideas—are what the agency 
is emphasizing less and less. All 
our extra services are extremely 
important, but they’re still the 
parsley and paper panties, not the 
lamb chops.” 

But Mr. Hobbs was peddling 
hope as well: Readers like adver- 
tising, and they’re more sophisti- 
cated, he said. “I would rather be 
a creative man in advertising right 
now than anything I can think of,” 
he confessed. “Tomorrow presents 


- 


audience walks out when the com- 
mercial goes on?” he asked. 

The one obvious solution to the 
problem, Mr. Baxter said, is to 
avoid the obvious in commercials. 
“Perhaps we should all try a little 
harder to be more exciting visual- 
ly,” he said. 

He described television as a new 
art, but intrinsically similar to such 
arts as music, painiing and writing. 
“In our great new world of televi- 
sion, we, too, need great artists 
to give it greater meaning,” he 
said. “We need someone to probe 
the darkness.” 

Mr. Baxter used a movie pro- 
| jector and film slides to illustrate 
‘his thesis. os 


(Continued from Page 3) 

The advertiser’s point of view 
was expressed by Harry F. Schroe- 
ter, director of advertising for the 
National Biscuit Co. He made the 
film distributors in the audience 
happy by endorsing syndicated 
film fare because: 

1. It is adaptable to multi-prod- 
uct usage. His company uses 21 
different products and schedules on 
the “Sky King” series which is 
aired on a spot basis in about 105 
markets. 

2. It enables “us to be just as 
local and regional as anybody else.” 
This kind of approach gives a na- 
tional advertiser a big assist when 
he is battling it out with a strong 
local and regional competitor. 

At the same time, Mr. Schroeter 
probably saddened the film men 
by citing National Biscuit's experi- 
ence with re-runs. 

National Biscuit’s management, 
its sales force of 3,500 men, the 
thousands of grocers they visit and 
the wives of all three groups just 
“don’t like re-runs,” he said. De- 


WCAU-TV's Vanda Rips ‘Excessive’ Use of 
TV Movies; Tells Stations: ‘Buy a Theater’ 


| look on them as “second class mer- 
chandise,” sort of in the class with 
“stale biscuits,” he continued. 


# James C. Douglass, senior vp of 
Ted Bates & Co., said his agency 
uses syndicated films primarily in 
those markets where it can’t get 
good clearances for spots or for its 
network shows. 

If a spot schedule is very tight 
on a station, Bates sometimes buys 
a syndicated film already on the 
station as a “spot carrier” for mul- 
ti-brand advertisers, he said. This 
type of program also has been used 
to supplement a network lineup for 
a sponsor with a clearance prob- 
lem in specific markets, he added. 

The financial problems of the tv 
film producer-distributor were dis- 
cussed by John H. Mitchell, Screen 
Gems vp, who pointed out that 
many “big ideas” can’t be filmed 
at the prices which syndication can 
afford. 

He said a syndication series must 
be filmed for $30,000 or less for the 
producer to hope to make a profit 


on the House side, exclaimed, “By trial, the court held. e|missioners Rosel Hyde, Robert| Spite all the statistical evidence as} on the venture. e 

investing $2,700,000 in a meat Bartley, and Robert E. Lee dis-|to the effectiveness of re-runs, they . . 

packing plant, Food Fair has been| Wallace Forms Agency sented. = _— Seattle Times’ Publishes 

able to remove FTC surveillance] Raymond E. Wallace has opened|_.. The majority said it felt the| 10th Consumer Analysis 

over business of a supermarket|an agency, Raymond E. Wallace time had come to abandon the table | The Seattle Times has published 
grocery chain of 238 stores with| Advertising, at 340 Tejon Pl., Palos of assignments because the com-| 


gross sales of $475,000,000. This is 


Verdes, Cal. A service office also 


mission has achieved its original | 


its 1957 “Consumer Analysis,” the 
tenth annual report of consumer 


a case where the tail wags the dog.” purpose—establishing nationwide 
competitive service. It said further | 
service can be brought to under-| 
served areas with less administra- 
tive delay if the table is dropped 
now. « 


Olsen Named Williams A.M. 
Walter C. Olsen, formerly with 
A. O. Smith Corp. and Admiral | 
Corp., has been named advertising : 
manager of the Williams division | gif 
of Eureka Williams Corp., Bloom-| 
ington, Ill. |H. K. (KEN) JONES has been named 
director of marketing and research 
of Griswold-Eshieman Co., Cleve- 
land. He formerly was vp and di- 
rector of marketing and research 
of Brooke, Smith, French & Dor- 
rance, Detroit. 


j|has been opened at 3105 Wilshire 
|Blvd., Los Angeles. Mr. Wallace 
Tax-Hungry Committee Eyes (formerly was with the Copley 
, 40,000 Exempt Foundations (chain of newspapers in Los Ange- 
Members of the House ways and/|/©S; 44vertising manager of Sillers 
. means committee, who will anon | Paint & Varnish Co. and art direc- 
issue a report calling for legislation | 'T of Heintz & Co., Los Angeles 
to close scores of tax loopholes, | *8°"°Y: Fred Hoctor, formerly an 
think the most important one cur-|*°C°UMt executive with Heintz & 
rently crying for attention is in the | Co., has been named an account 
field of non-profit, tax-exempt) executive for the new agency. 

foundations. There are already 40,- 
000 such tax-exempt institutions, | SPeco Inc. Names Shirley 

with hundreds of new ones set up | Speco Inc., Cleveland hardware 
every month. Treasury officials ad-|and maintenance product manu- 
mit they are virtually helpless to facturer, has appointed Arthur L. 
determine whether foundation Shirley sales promotion manager. 
funds actually go for the worth He formerly was with Gibson Ho- 
while purposes which sponsors Mans Co., Cleveland, and Min- 
promise. neapolis-Honeywell Regulator Co. 


brand preferences, buying habits, 
product usage and dealer distribu- 
tion. The report is based on ques- 
tionnaires answered by 3,600 fam- 
ilies in the corporate city limits of 
Seattle. 

Sections on foods, soaps, drugs 
and toiletries, beverages, automo- 
tive, homes and appliances and 
general information are included. 


Raymond Bill Elected 

In reporting officers elected at 
the National Business Publications 
meeting in Miami Beach (AA, 
April 22), ApveRTISING AGE mis- 
spelled the name of Raymond Bill, 
Bill Bros. Publications, who was 
elected a vice-charman of the or- 
| ganization. 


Henry to Thompson-Peterson 

J. B. Henry, formerly with Brig- 
den’s Ltd., has joined Thompson- 
Peterson Advertising Agency, To- 
ronto, as an account executive and 
assistant to H. W. Peterson. 
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THE TIME READER”... as seen by T% 
HENDERSON 


MAN OF MEANS 


7) 


SPELLBINDER 


oa ee 
annem TIME) 
HOBBYIST 
Zi 6 
us 
a ee : circulation | 
RELAXER : 
: 2,100,000 
TIME offers the biggest concentrated audience of best customers | ae a 


and influential people in the United States today. Nevertheless, 
Henderson exaggerates. Not all TIME readers are in vaults. 
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| Last night the cattdin 
up on a new smash 
hit. The latest i issue of PLAYBOY 


‘Gotta: thd eesbidadiicen | 
this critical audience month 
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